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Paper Testimony 
atFCC Hearing 


-Bar Clarksburg 


WasuIncTon, April 29—The Fed- 1] 


eral Communications Commission | 
announced that it will hold a hear- | 
ing on May 17 in an effort to speed 
up a final decision on the tangle. 
at Clarksburg, W. Va., where own- | 
ers of the local newspaper have | 
protested against the grant of a tv | 
construction permit to Ohio Valley 
Broadcasting Corp. 

The commission said it does not 
feel that the newspaper is entitled 
to present testimony to support its 
protest. The May 17 hearing will 
be confined exclusively to argu- 
ment over the conclusions FCC 
should reach on the basis of facts 
which are already in the record of 
the case. 


= Two commissioners, Frieda Hen- 
nock and Robert Bartley, dissented 
from the decision to use “short 
cut” procedures. Miss Hennock 
wrote a dissent contending that the 
publisher—Clarksburg Publishing 
Co.—is entitled to a full hearing, 
including the opportunity to pre- 
sent witnesses and to cross-ques- 
tion witnesses who appear for Ohio 
Valley Broadcasting Corp. 

The case is unique because 
Clarksburg Publishing Co., which 
publishes the only newspaper in 
Clarksburg, is not seeking a station 
for itself. It has protested that the 
grant to Ohio Valley Broadcasting 
Corp. is contrary to the public in- 
terest. While FCC does not ordi- 
narily permit outsiders to partici- 
pate in its cases, it said Clarksburg 
Publishing Co. qualified as a party 
of interest because its business 
might be injured if a tv station is 
established. 
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s The hearing on May 17 will not 
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NEW TACK—Pabst Brewing Co. is ap- 
proaching the ladies with ads like this 
four-color page, scheduled for Better Liv- 
ing, Everywoman’s, Family Circle and Mc- 
Call’s. The ads include recipes—in this case, 
ham glaze made with Pabst beer, brown 
sugar, etc. Warwick & Legler, New York, 
is the Pabst agency. 


touch on the question of any pos- 
sible injury which would be caused 
to Clarksburg Publishing Co., how- 
ever. The issue will be confined to 
five charges lodged by the publish- 
er, and the burden of proof will 
rest on the publisher. In general 
these charges contend that the 
construction of a station in Clarks- 
burg by Ohio Valley Broadcasting 
Corp. would violate FCC’s “duop- 
oly” rule because the firm has oth- 
er stations which provide service 
to some of the territory which 
would also be reached by the 
Clarksburg station. The paper also 
contended that owners of Ohio 
Valley Broadcasting Corp. already 
have so many radio and tv inter- 
ests in the area that the grant for 
the construction of a Ciarksburg 
station would result in a concen- 
tration of control over the media 
of mass communication. 


Consumer Buying Power Has Increased 92% 
Compared with 25 Years Ago, Meehan Says 


Notre Dame, INp., April 29— 
“The purchasing power of Ameri- 
can consumers today is 92% higher 
than it was in 1929, just 25 years 
ago,” a Department of Commerce 
official declared today at the sec- 
ond annual sales and advertising 
conference at the University of 
Notre Dame. 

The speaker was M. Joseph 
Meehan, director of the office of 
business economics, who said that 
we “produced and sold more than 
twice as many goods and services 
in 1953 as in 1929.” 

Production-wise, Mr. Meehan 
said, “the most striking difference” 
in the American economy in the 
25-year period is “the great in- 
crease in the amount of our re- 
sources which we have found it 
necessary to devote to national 
security.” 


s Another significant change in 
our economy, he said, is “a very 
pronounced increase in the pro- 
portion of our national income 
which arises in manufacturing, in 
wholesale and retail trade and in 


contract construction.” He noted a 


corresponding decline in agricul- 
tural employment and income. 

“The fast growth of the previ- 
ously less industrialized areas of 
the country and the narrowing of 
geographic income differentials 
have been an important force in 
broadening the American market,” 
Mr. Meehan said. 

He reported that southern and 
western states have increased their 
share of the national income from 
29% to 38% in the past quarter- 
century while the northeastern 
states declined 42% to 33%. 


Available Market Data Is Cataloged 


This is the seventh annual “Market Data Issue”’ of ADVERTISING 
AcE. Starting on Page 31 and continuing through Page 130 will 
be found a special section devoted entirely to market data. In 
it there is a description of more than 1,300 pieces of market data 
available from media, trade associations and other sources. 
Convenient coupons for requesting this data are scattered 
throughout this section. Check through this wealth of material, 
write down the numbers of items you want, and then use the 
handy coupons to request the data you would like to receive. 


The central states, he said, re- 
ceived the same percentage (29%) | 
of the national income at the be-| 
ginning and end of the 25-year) 
period. 

“Differences among the states in 
per capita income have signifi- 
cantly narrowed” during the same 
period, he reported. 


= “Even so,” he said, “the range 
in 1952 was from $818 in Missis- 
sippi, or half the national average, 
to $2,260 in Delaware.” 

Mr. Meehan attributed the busi- 


(Continued on Page 148) 


Two New Agencies Formed with Sale 
of Sherman & Marquette to Employes 


New York, April 30—Sherman 
& Marquette, founded 14 years ago 
by two Lord & Thomas executives, 
has been sold. The agency, which 
billed $23,500,000 last year, actual- 
ly operates as two separate shops, 
with offices in Chicago and New 
York. 

Tomorrow, two new agencies 
will succeed the existing S&M op- 
eration. They are Bryan Houston 
Inc., New York, and Wherry, Bak- 
er & Tilden Inc., Chicago. 

Owners of the new agencies are 
former executives of the Sherman 
& Marquette New York and Chi- 
cago agencies. 

Formal announcement of the 
sale came this week, although 


Gourfain-Cobb Gets 
Sentinel Account 


EVANSTON, ILuL., April 30—Sen- 
tinel Radio Corp. has appointed 
Gourfain-Cobb Advertising, Chi- 
cago, as agency for its line of 
radio and tv sets and electronics 
equipment. 

Advertising plans have not been 
formulated yet, though A. S. (Ed) 
Gourfain, head of the agency, said 
there would be a strong emphasis 
on merchandising to distributors 
and dealers. 

Mr. Gourfain, who is also presi- 
dent and major stockholder in 
Main-Line Distributors Inc., Chi- 
cago appliance jobber (AA, June 
22, 53), added that an important 
factor in landing the account was 
Gourfain-Cobb’s intimate knowl- 
edge of distributing problems. 

Henry M. Hempstead Co., Chi- 
cago, recently resigned the Sen- 
tinel account when it was ap- 
pointed to handle advertising for 
Raytheon Television Radio Corp. 
(AA, April 5). 


news of the impending transac- 
tion has been known to members 
of the advertising profession for 
several weeks (AA, April 19). 


= When Sherman & Marquette de- 
cided in 1952 to operate as two 
separate agencies, it was duplicat- 
ing an action taken by other agen- 
cies interested in easing their tax 
pinch. 

Stuart Sherman retired from the 
agency business altogether and 
sold his interest to Arthur F. Mar- 
quette last July. Although both are 
out of the agency business now, 
both are still young enough (fifty- 
ish) to continue other business in- 
terests. 

Mr. Sherman continues on the 
board of directors and executive 
committee of Colgate-Palmolive, 
to which he was named in 1948. 


# Bryan Houston, president of 
S&M, New York, continues to hold 
that title in the new agency bear- 
ing his name. He is believed to 
own slightly less than 50% of the 
stock of the new agency, with 17 
department heads and v.p.s hold- 
ing the remainder. 

Harry W. Bennett Jr. becomes 
exec. v.p., and Henry M. Schachte, 
who recently joined the agency, 
will be senior v.p. 

Mr. Schachte was formerly v.p. 
in charge of advertising for Borden 
Co., and before that was with 
Young & Rubicam. Mr. Bennett 
joined the agency three years ago 
from Lever Bros., where he had 
been advertising manager of the 
Good Luck division. Previously he 
spent nine years with Compton 
Advertising. 


= The three principals of Wherry, 

Baker & Tilden own nearly all of 

the Chicago agency stock, with 
(Continued on Page 138) 


Last Minute News Flashes 


Standard Oil of Indiana Names D’Arcy 


Cuicaco, April 30—Standard Oil Co. (Indiana) has named D’Arcy 
Advertising Co., St. Louis, to handle its product advertising. The com- 
pany decided to switch its account from McCann-Erickson, Chicago, to 
give its advertising “new orientation after a long period of friendly 
association” with McCann, according to Dwight F. Benton, v.p. in 
charge of sales. D’Arcy will prepare Standard’s fall and winter cam- 
paigns and will take over completely in October. Batten, Barton, Durs- 
tine & Osborn, Chicago, continues as agency for Standard’s institu- 


tional advertising. 


James Cobb Named American Airlines Ad Manager 

NEw York, April 30—James H. Cobb, v.p. in charge of advertising 
and public relations for Delta-C&S Air Lines, has been named adver- 
tising manager of American Airlines. Mr. Cobb succeeds James Dear- 
born, who has been named director of sales programming for American. 


(Additional News Flashes on Page 149) 


Industrial Admen 
Hear Talk of New 
Business Boom 


PASADENA, CaL., April 29—“You 
don’t have to be completely balmy 
to envisage the possibility that 
when business turns up again, 
some months from now, a specula- 
tive boom will not be far behind,” 
Dexter M. Keezer, v.p., McGraw- 
Hill Publishing Co., today told a 
regional marketing conference 
sponsored by the National Indus- 
trial Advertisers Assn., Los Ange- 
les chapter. 

He said the chances are we will 
get through the present period of 
recession with so little difficulty 
that it will be widely claimed we 
have depressions licked—which 
we won’t have. 

Two elements making toward 
speculation, Mr. Keezer said, are 
probably tax cuts and other steps 
taken by a Congress whose mem- 
bers are looking for votes this 
fall, and a stock market which 
persists in going up in the face 
of business decline. He pointed to 
a recent survey by McGraw-Hill 
which reveals manufacturers will 
spend as much for new facilities 
as they did in the record-breaking 
year of 1953—and in the face of 
the belief that sales will be down 
about 2%. 


# Formerly, he observed, when 
sales fell off, so did investment in 
new facilities. “For sellers of in- 
dustrial equipment and industrial 
advertisers, the present pattern 
of plans for business investment 
in new facilities creates a special 
little economic paradise,’ Mr. 
(Continued on Page 145) 


Fawcett Seeks 
Ad Director Who 
Is ‘Outstanding’ 


NEw York, April 30—Fawcett 
Publications, which recently sus- 
pended Today’s Woman (after the 
June issue), is now intent on “re- 
vitalizing its advertising depart- 
ment and searching for an out- 
standing advertising director.” 

This was made known by Roger 
Fawcett in a statement to “Writer’s 
Newsletter.” Mr. Fawcett, general 
manager of the company, has been 
named by his brothers to assume 
executive responsibility of the 
Fawcett operation. In effect, this 
was seen as meaning that Roger 
Fawcett henceforth will have sole 
responsibility for all major deci- 
sions covering company depart- 
ments and his decisions will be 
final. Previously, majority vote of 
the four Fawcett brothers was re- 
quired. 

Roger Fawcett was quoted by 
“Writer’s Newsletter” as saying 
that “in view of the meager one- 
half of 1% profit after taxes in 
1953, mostly from printing, it was 
felt that stringent measures should 
be taken in the publishing end.” 
This resulted in closing several 
“drains,” which Mr. Fawcett said 
included “dropping chain store and 
direct bulk circulation depart- 
ments.” 
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People Might Go Back to Books... 


Weaver Defends Sponsor Shifts for 
Keeping Video Out of Radio's Rut 


By Maurine Christopher 

New York, April 28—Though 
the sponsors whose shows are 
being moved out to make room for 
a revitalized Monday night lineup 
on NBC-TV are unhappy now, 
Sylvester L. Weaver Jr., president 
of the company, thinks this shake- 
up will be good for all concerned. 

Mr. Weaver believes it is not 
good business or wise program- 
ming strategy to continue shows 
which weaken the over-all pro- 
gram structure. The network suf- 
fers competitive- 
ly, adjacent ad- 
vertisers are hurt 
and sponsors of 
the low rating 
programs do not 
get as much from 
their tv expendi- 
tures as they 
should, he feels. 

Above all, the 
NBC president 
wants to keep 
television enter- 
tainment alive and vital and out of 
the deadening week-to-week 
sameness into which radio settled. 

“If that happens, as much as 
40% of the tv audience may drift 
away as it did in radio,” Mr. Weav- 
er said, “and people might even go 
back to reading books and conver- 
sation.” 


Pat Weaver 


# As most people in the business 
know by now, NBC’s plans for 
keeping tv from settling into a sat- 
isfied groove call for—among other 
things—a series of color “spectacu- 
lars” as well as several major b&w 
program shifts for the fall season. 
First night to get the overhauling 


treatment is Monday, where Sid 
|Caesar’s new show and “Medic,” 
a new drama about doctors, will be 
installed in the periods now oc- 
cupied by “Name the Tune” (Spei- 
del and Block), “Voice of Fire- 
stone,” and Dennis Day (RCA). 

Mr. Caesar and “Medic” will be 
on three weeks out of four; the 
fourth will be filled by a color 
extravaganza. 

Last week ADVERTISING AGE re- 
ported how Speidel, Block and 
Firestone felt about being asked to 
move out to make room for other 
shows. All three were given first 
go at the Caesar show. Block and 
Firestone turned the show down; 
Speidel has not said yes or no. 


a Mr. Weaver said all three adver- 
tisers had been offered several al- 
ternate propositions. Firestone, for 
example, was given first refusal 
on the monthly Monday night color 
show. Another suggestion offered 
to Firestone was that the program 
be run in peak listening periods in 
the East and repeated later in a 
good period for the West and Mid- 
west. 

All three advertisers have been 
offered several other times for 
their shows, but Mr. Weaver would 
not say which ones because this 
will involve still further adver- 
tiser shifts. He quite understand- 
ably sees no reason for antagoniz- 
ing these advertisers in advance. 

Mr. Weaver is convinced that 
the “Voice of Firestone’ audience 
does not begin to include all the 
people in this country who go for 
good music, that the show could 
do much better in competition with 

(Continued on Page 146) 


Citrus Commission 


Okays Budget Boost, 
Buys Moore AM Show 


LAKELAND, FiA., April 28—The 
Florida Citrus Commission today 
increased its record budget by a 
quarter of a million dollars and 
voted to put the increase into ra- 
dio and television. 

At the close of the hectic session, 
the tv-radio budget stood at $1,- 
500,000 out of a total outlay which 
will run to approximately $3,250,- 
000. The original tv-radio item— 
subject of considerable discussion 
for several weeks—was boosted by 
the addition of a reserve fund 
which will run from $250,000 to 
$350,000 and by cutting back on 
newspaper and magazine space. 

Radio will get $800,000 from the 
commission, which approved an 
across-the-board, 52-week package 
offered by Tom Moore, producer 
of the “Ladies Fair’ show on Mu- 
tual. The new Moore show will 
originate in Florida and will be 
aired on MBS starting in June. 


= Mr. Moore said that the show ac- 
tually will cost $1,000,000, but that 
the additional $200,000 is being 
pledged by interests outside the 
citrus commission. The commis- 
sion, however, will have full con- 
trol of the program. The State Ad- 
vertising Commission, originally 
proposed as a partial sponsor, is 
not expected to have any part in 
financing the program. 

J. Walter Thompson Co., which 
has consistently recommended re- 
tention of the Dave Garroway “To- 
day” show (NBC) as the commis- 
sion’s tv program, was instructed 
to spend up to $700,000 for tv, for 
either the Garroway show or 
“Twenty Questions” (DuMont). 
The latter program was presented 
as an alternate recommendation by 


|JWT after considerable citrus in- 
‘dustry criticism of “Today.” 

Most of the criticism directed 
at the Garroway show has orig- 
inated with industry advisory 
groups representing growers and 
other factors, though some com- 
mission members also have found 
fault with the program during re- 
cent advertising discussion. 


= Frequently expressed has been 
the feeling that the one-minute 
citrus commission spot on the pro- 
gram is virtually lost in the mul- 
tiplicity of other commercials car- 
ried by “Today” and local stations. 
A prominent grower told the com- 
mission he thought the Garroway 
show was a lot better before it was 
so loaded with sponsors. 

Another complaint heard at a 
recent meeting was that the Garro- 
way show comes at the wrong 
time of day—when mothers are 
pushing the children off to school 
and when fathers are breakfasting 
or going to work. Some critics also 
have raised the question of in- 
roads competing shows may be 
making now on the “Today” au- 
dience. 

Critics mostly have been lay- 
men. JWT spokesmen have stead- 
ily recommended the show as de- 
livering the most viewers for the 
money to be spent. 


= Earlier in the day, the commis- 
sion rejected a grapefruit promo- 
tion presentation by a Florida 
agency, Newman-Lynde & Asso- 
ciates, Jacksonville. The agency 
proposed an expenditure of $988,- 
000 for an advertising-merchandis- 
ing-publicity program based large- 
ly on testimonials. In turning down 
the proposal, the commission 
pointed eut that JWT had been 
\approved earlier this month to 
handle the grapefruit consumer ad- 
_vertising program for the coming 
season. 


The public mu be bewildered these days. We're 


es. Claims and counter claims 
have been flying around for 


astounded ourse 


about gasoline 


months. New coms are out, others may be on 
the way. 

No doubt you ave noted the keen competition 
in the statement f claims... power increased a 
given per cent, rine life increased a greater per 
cent and valve pe formance increased even more. 
There are claims 0 correct spark plug troubles of 
which Amoco us ¢s are not even aware. 

Way back in 1/10, the American Oil Company 
published a cree! “Our policy ts to offer honest 
values, honestly  eseribed; to market distinctive 
and better produ ts; to work constantly towards 


ENS. Spee. 
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An appeal to 


A few thoughts on the battle of .the 
adjectives in current gasoline advertising 
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their improvement; to sell them at fair prices; to 
render efficient service.” We haven't changed a 
word of this today. 


The American Oil Company's premium gas 
is Amoco-Gas. A few weeks ago we published an 
advertisement headed: “Excuse us! Count us out 
of the additive race, because Amoco-Gas needs no 
additive.” We have elected instead to bear any 
cost necessary to give the motorist the finest 
product that science can produce. 


We have no desire to get ito the battle of the 
adjectWes. We have always had the performance 
of our products exceed our claims for them. We 
ask you to make your own tests and come to 
your own conclusions. 


NO ADDITIVE—American Oil Co. started fighting back against gasoline additives 

last fall. Now it’s beginning a major newspaper and outdoor drive, telling about the 

performance of its unleaded premium gas. The copy repeats that customers ought to 
make their own tests and find out. Joseph Katz Co. is the agency. 


Summertield Appeals for Fast Action on 
Postal Bill, but Committee Doesn't Budge 


WaAsHINGTON, April 27—Appeals | his 


by Postmaster General 
Summerfield for fast action on a 


department’s problems “by 


Arthur | sweeping them under the rug.” 


However, the committee rushed 


general postal rate increase bill | through the department’s witnesses 


have apparently failed to budge 
the Senate post office and civil 
service committee. 

Mr. Summerfield went before 
the committee last Thursday and 
argued the Congress won’t solve 


Plymouth Overhauls 
Ad Operation, Plans 


First Co-op Program 


Detroit, April 27—Plymouth 
Motor Corp. division of Chrysler 
Corp. has set up a three-headed 
advertising department in an ef- 
fort to regain its place among the 
Big Three (which it recently lost 
to Buick). 

The shot-in-the-arm includes 
formation of a national dealer co- 
op advertising department, first in 
Plymouth history. 

The changes began in the spring 
of 1953, when William J. Bird was 
brought in as general sales mana- 
ger, replacing R. C. Somerville, 
who moved to the Dodge division 
as general sales manager. Mr. Bird 
had been sales manager of Chrys- 
ler’s Fargo division, which handles 
fleet sales. 


mw Six weeks ago there came the 
resignations of H. B. Heberling, 
Plymouth’s assistant general sales 
manager in charge of advertising, 
and Arthur B. Dowd, merchandis- 
ing manager. 

The new appointments are: 
Bruce E. Miller, national advertis- 
ing manager; Ray Cunningham, 
manager of sales programs, and J. 
G. Brien, manager of dealer co-op 
advertising. 

All have equa! status in the new 
setup and report to Mr. Bird. 


a Mr. Miller went to the Ply- 
mouth ad department as an execu- 
tive assistant about three months 
ago. He came from Hudson, where 
he was in charge of dealer co-op 
advertising. 

Mr. Cunningham has been an 
executive assistant in the Ply- 
mouth ad department since 1946. 
Mr. Brien also joined the Ply- 
mouth ad department about three 
months ago, in the same capacity, 
and had been a C.I.T. Corp. field 
representative. 

Plymouth plans to run co-op 
campaigns in 3,500 newspapers 
and on radio and tv. N. W. Ayer 
& Son, Philadelphia, is Plymouth’s 
agency. 


| 


in a single session instead of the 
two days originally earmarked for 
the hearing. Sen. Frank Carlson 
(R., Kan.), the committee chair- 
man, said there were no immediate 
plans for additional hearings on 
the postal rate issue. 


@ The Senate committee has taken 
the position that the Senate cannot 
act on postal rate increase until 
after the House gives its approval 
to a bill. 

The House post office committee 
has reported a somewhat scaled 
down version of the administra- 
tion’s $250,000,000 rate increase 
program, but the bill has been 
gathering dust in a.rules commit- 
tee pigeonhole. 

Postmaster General Summer- 
field had apparently hoped to save 
the rate program by forcing the 
rate bill to the Senate floor. There 
is a strong feeling in both houses, 
however, that no rate bill should 
pass until members have had an 
opportunity to consider pay raises 
for postal workers at the same 
time. 

In his appearance before the 
Senate committee last week, Mr. 
Summerfield said the department’s 
deficit might be reduced to $100,- 

(Continued on Page 147) 
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Gasoline Additives 


Are Punitive.Amoco  §j 


Says in Big Drive 

New York, April 30—Gasoline 
additives are punitive, the Amer- 
ican Oil Co. will say in its largest 
advertising campaign, starting to- 
morrow. 

American, which didn’t use tet- 
raethyl lead as an additive when it 
began to go into other gasolines, 
still thinks the public ought to 
know that there are other ways 
besides using additives to put 
power and anti-knock qualities in- 
to gasoline. 

So while many gasoline compa- 
nies are blowing trumpets for their 
additives (Shell’s TCP, Texaco’s 
Petrox, Sinclair’s Power-X) Amo- 
co intends to argue that customers 
ought to make their own tests and 
come to their own conclusions. 

In support of its view, Amoco 
will use 1,000-line ads in 75 daily 
and weekly newspapers in the 18 
eastern states where Amoco is 
sold. In addition, the theme will 
appear on 5,500 outdoor posters, 
and 3,300 Railway Express truck 
panels. 


= The theme will also be used on 
Amoco’s radio show (Edward R. 
Murrow, five nights a week, on 
90 CBS stations) and on Murrow’s 
“Person to Person” show, which 
Amoco sponsors on 27 stations on 
Friday nights. In addition, the 
company will use 25,000 service 
station posterettes, as well as oth- 
er point of sale material. 

Last fall, when the additives 
were first breaking, Amoco said 
flatly in a series of advertisements 
that it would not join the additive 
race. 

“Count us out of the additive 
race,” one ad said, “because Amo- 
co gas needs no additive.” Another 
ad said, “Let those who need it, 
add it.” Both last fall’s ads and 
those of the current campaign em- 
phasize that Amoco’s refining proc- 
esses are different and more 
costly, and that the gas gets the 
highest anti-knock value ever re- 
fined in a fuel for motorists. 

Joseph Katz Co., Baltimore, is 
Amoco’s agency. 


= Trade sources are inclined to 
think that the battle of the addi- 
tives is one trade fight from which 
the consumer has gotten a break. 
As the additives landed (and an 
increasing number of auto mak- 
ers introduced high-compression 
engines) gasoline octane numbers 
began to move up. In the past 
year, most companies have boosted 
octanes a couple of points, and 
they tend now to run in the 94-95 
octane range. 


Tea Council Launches Year-Round TV Drive 
with an Ad Budget Increase of About 33% 


New York, April 27—On June 1 
the Tea Council will start a year- 
round television spot campaign. 
This calls for the council to in- 
crease its television expenditure 
about 33%. 

There will be ten major markets 
where the council’s campaign will 
run 52 weeks of the year. In addi- 


News Release of the Week 


Hartford—(AP) A fam- 
ily of six was ordered out of 
a city housing project Wed- 
nesday because, authorities 
said, the father kicked a hole 
through the kitchen wall so ° 
that his four children could 
move from one room to an- 
other without passing in 
front of the living room tele- 
vision set.—Associated Press 
dispatch. 


tion, 18 markets in the South will 
be treated as “iced tea only” 
cities. They will receive seven 
weeks of iced tea.tv spots each 
year. Two markets will receive ad- 
vertising support on a 27 weeks 
annual basis. 

Anthony Hyde, executive direc- 
tor of the Tea Council, said that 
“ever since we started using filmed 
tv spots in 1952, we have been 
searching for the best way to make 
$1,000,000 produce results for two 
different advertising campaigns, 
one for iced tea, the other for hot 
tea. 

“The total tea industry expendi- 
ture probably runs around $11,- 
000,000 to $12,600,000 a year,” Mr. 
Hyde said, “while soft drinks 
spend about $75,000,000; beer 
around $100,000,000; coffee, $51,- 
000,000; milk, $27,000,000. 


a “We not only have to sell two 
products, se to speak, in competi- 
(Continued on Page 6) 
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: 
Series Reveals 


in Advertising 


Detailed Analysis of 
National Ad Growth to 
Appear in 3-Part Review 


NEw York, April 30—The im- 
portance of the new competition— 
the many new companies which 
have emerged as national adver- 
tisers in recent years and the im- 
pact of their brands on various 
markets—will be the subject of a 
three-part series of articles to ap- 
pear in ADVERTISING AGE begin- 
ning with the May 10 issue. 

In the last 14 years, the number 
of companies advertising national- 
ly has very nearly tripled. This 
series attempts to explain the ori- 
gin and importance of these new 
competitors. Written by W. H. 
Mullen, director of the Magazine 
Advertising Bureau, and John 
Crichton, AA’s executive editor, 
the series touches on such ques- 
tions as: 


Glamour, Harper’s Bazaar, Mademoiselle, 
annual swimsuit campaign. Theme of the 


Chart in Catalina Ads 


Los ANGELES, April 27—Cata- 
lina Inc. will begin its biggest 
magazine ad campaign this week, 
using the theme “Catalina Designs 
Swimsuits Especially for You.” 

The theme will be used as the 
headline in two-page, full-color 
ads in Charm, Glamour, Harper’s 
Bazaar, Mademoiselle, Life, Seven- 
teen and Vogue. Life will carry 
five additional full-page b&w ads; 
the others will run one full-page 
b&w ad. All ads will run in May 
and June, the traditional peak 
season for swimsuit selling. 

The “especially for you theme” 
is based on a chart which shows 16 
Catalina swimsuits, each designed 
for feminine “aid” in one of four 
major categories: large or small 
bosom, long torso, and heavy up- 
per legs. 


= How many new companies, new 
brands, have come into the mar- 
ketplace through national adver- 
tising? What industries have they 
invaded? How important are they 
as competitors to the established 
advertisers of prewar years? 

In what media did they begin 
national advertising? In what 
fields are the new advertisers most 
important? How successful have 
they been? What is the advertising 
casualty rate? 

In order to position the rise of 
the new competition against a 
comprehensive background, the 
series also recounts hitherto unas- 


# Says Catalina, “the suits, in a 
variety of styles, patterns and col- 


FIGURE FLATTERERS—Catalina Inc. will use four-color spreads like this in Charm, 


every figure. Foote, Cone & Belding, Los Angeles, is the agency. 


Hip or Torso ‘Aid’ in Fitting Swimsuits 


es | 


Life, Seventeen and Vogue to kick off its 
drive is that there is a Catalina suit for 


Will Offer Bosom, | 


ors, have been clinically designed | 
to add here, subtract there, and 
produce the ultimate in flattery 
for each figure type.” 

The chart will be given promi- 
nence in the two-page introductory 
‘ad, and presented as service in- 
‘formation. The remainder of the 
‘ad will feature the usual fashion 
‘approach, highlighted by models 
in suits. Catalina believes this is 
ithe first time a swimsuit manu- 
‘facturer has combined the fashion 
land service approach in advertis- 
ing. 

According to Len Globus, adver- 
'tising manager, advance proofs of 
'the ads have been well received by 
‘the trade, and buyers feel the 
charts will have value in the train- 
ing of sales girls. The single-page 
ads will show a reduced version of 
the charts. 
| Foote, Cone & Belding, Los An- 
'geles, is the agency. 


sembled data on the rise and cas- 
ualty rate of companies and brands 
in the Roaring ’20s_and the Great 
Depression. 


Meet Mrs. Randolph, 
]. Walter Thompson’‘s 


‘Secret Operative’ 


New York, April 28—Some- 
where among the 3,000 employes 
of the world’s largest advertising 
agency there lurks a super-secret 
operative. 

Her name is Mrs. Gwen Ran- 
dolph. 

If you want to know anything 
‘other than the name of this mys- 
'terious lady, it’ll take a heap of 
doing. Here’s why: 

Early this week ADVERTISING AGE 
received a press release from J. 
Walter Thompson Co. In its entire- 
ty, it read as follows: 

“Mrs. Gwen Randolph joins the 
J. Walter Thompson Co. as of April 
26, 1954.” 


= The three-article series also 
presents interesting comparisons 
on the casualty rate of advertisers 
in two postwar periods, and statis- | 
tical evidence on the often-debated | 
question of whether new media de-- 
velop new advertisers. Finally, it 
presents indications of the utility 
of advertising as an instrument of 
corporate survival. 


Photography Place Bows 
Photography Place, new adver- 
tising photography studio, has 
opened offices in the former 
George Greb Studios, 240 E. 45th 
St., New York, and added an ad- 
jacent building to its facilities. Of- 
ficers are George Greb, president; 
Bill Symons, exec. v.p., and Clare 
Mallison, v.p. Staff members in- 
clude Cecil Beaton, Ernest Beadle, 
William Grigsby, Henry Clarke, 
Norman Parkinson 


Honeyman. 
‘name on the release. He asked for 
ABC Moves Film Office 'Mrs. Randolph’s previous affilia- 
ABC has moved the offices of its tion and her title in her new agen- 
western film syndication division | cy job. 
to 1539 N. Vine St., Hollywood. Miss Dean apologized for the in- 


® Following normal procedure 
with an incomplete release, AA’s 
and Don reporter made his first phone call 


| to Antoinette Dean, the source- 


ARTISTS’ CHOICE—One of the award winners “for distinguished merit” chosen by 
the Seattle Art Directors Group and presented before a luncheon meeting of the 
Seattle Advertising & Sales Club was this outdoor poster for Rainier beer, made by 
Sicks’ Seattle Brewing & Malting Co. Miller & Co., Seattle, is the agency, and Ray 
Pederson produced the artwork. 


‘complete release, but said she was 
told not to give out “anything more 
‘than what you have there.’ She 
even double checked, she _ said, 
only to be told that nothing further 
could be released. 

AA’s second phone call was to 
Mrs. Randolph. Mrs. Randolph 
said that since this was her first 


(Continued on Page 139) 


U.S. Steel Prefab 


Houses Bow on TV 


New York, April 28—Before 
last night, most people probably 
didn’t know that U. S. Steel Corp. 
is in the housing business. 

This piece of information was 
conveyed to television veiwers on 
the “United States Steel Hour” 
(ABC-TV) when a pre-engineered 
house was the principal subject of 
the commercials. The house shown 
was aé_ three-bedroom, wooden 
structure called the Westerner. It 
is marketed by a subsidiary, 
United States Steel Homes. The 
price range: $8,000 to $14,000. 

Because of government defense 
requirements for steel, which have 
been increased in past years just 
as U. S. Steel was preparing to 
offer its steel prefabricated house, 
the houses to date have been 
wooden. The same models are ex- 
pected to be offered in steel with- 
in a few months, however. 

To demonstrate the Westerner, 


ABC-TV technicians worked all 
night to get the house up in time| 
for camera rehearsals. On the show | 
the cameras followed Mary Kay | 
and Johnny Stearns, the husband | 
and wife team which handles the | 
U. S. Steel commercials, through | 
the house as they pointed out fea- 
tures of special interest. By writ-| 
ing “Mary Kay and Johnny,” c/o. 
U. S. Steel in Pittsburgh, viewers 
can get a booklet on the houses. 
Batten, Barton, Durstine & Os- 
born is the agency. 


WASHINGTON, April 28—The 


clobberings from the House appro- 


works that their shows will have 
to go off the air at the end of the 
current cycle, June 27. 


Two network shows are in- 


trol” on 119 ABC stations. 
The time is donated by the sta- 


about $340,000 a year. The notice 
to the networks was transmitted 


by Dancer-Fitzgerald-Sample, the | 


agency handling the service ad- 
vertising account. 

Action was taken immediately 
after the House appropriations 
committee issued a report clipping 
$200,000 off the Army recruiting 
appropriation for the fiscal year 
that starts July 1. In eliminating 
the funds—which were specifically 
earmarked for tv—the committee 
said it was not impressed with the 
programs, and that they should be 
eliminated or improved. 

“Further,” the report said, “the 
committee is definitely of the opin- 
ion that if the Army feels it nec- 


essary to compete with private in- 


Army’s recruiting advertising pro- dustry in the entertainment busi- 
gram took another of its annual|ness it should do better than it 


has done.” 


-priations committee this week, and | 
‘recruiters have notified tv net- ® Meanwhile, the committee hand- 


'ed the recruiters a second jolt by 
| letting the Air Force go ahead with 
i plans for a separate recruiting 
|program which may involve a sep- 


volved: “Stars on Parade” on 67 arate advertising agency to handle 
‘DuMont stations and “Talent Pa- Air Force activity. While the com- 


mittee voted only $550,000 for 
'Army advertising, it gave the Air 


| tions, but the Army has been pay- Force the full $1,200,000 it request- 
‘ing production costs estimated at ed to get its program under way. 


The Air Force told the committee 
it has unusually high recruiting 
quotas for the coming year and 
that it has not been getting ade- 
quate results from the joint effort. 

During the past several months 
the Air Force position has been a 
subject of considerable backstage 
discussion among military people. 
'There have been charges that the 
Air Force failed to supply its full 
‘share of recruiters during recent 
‘months and that this is the real 
reason it has not been meeting its 
quotas. 


ws Army recruiters intend to fight 
for restoration of the $200,000 ad- 
(Continued on Page 146) 


Burnett's 'Grown-Up’ Media System Offers 
Accounts Fewer People, More Attention 


Cuicaco, April 27—What is the 
best agency organization for deal- 
ing with media? This favorite top- 
ic of ad-trade discussion is being 
enriched this year with a new case 
history—that of Leo Burnett Co. 

Effective Jan. 15, Burnett shift- 
ed from one classic type of struc- 
ture—by divisions of media—to 
another—the all-media group sys- 
tem. The reasoning behind the 
change, and its implications, of- 
fer an interesting study for the 
ad profession, especially since Bur- 
nett still seems to have a lot to 
say for both approaches. 

Throughout its fast-paced ca- 
reer, until three months ago, Bur- 
nett had its media department set 
up by kinds of media. There was 
a supervisor of newspaper adver- 
tising, a supervisor of magazines, 
a tv-radio supervisor, an outdoor 
supervisor, etc. Long on growth 
and short on personnel, Burnett 
liked a system which guaranteed 
it expert knowledge in any media 
field. 


s As Art Porter, v.p. in charge of 


« ts Meadow Gold help wm 
Get. Os beautiful Sterling Silver butter dish! 


bei 
stg 


Hii 


r 


HIGH-PRICE PREMIUM—When Meadow 


/Gold ran this four-color ad in the April 


12 issue of Life, it hoped to attract atten- 
tion with its $10 premium offer of a ster- 
ling silver butter dish. W. H. East, ad man- 
ager, said that although the actual re- 
sponse was not large when compared with 
lower-price premium offers, the company 


/has received many inquiries from consum- 
/ers wanting to know where they can buy 


Meadow Gold butter. 


media, told AA: “It takes time to 
train key media people. We were 
growing so fast that this just 
seemed the best 
way.” 

Another thing: 
The earlier sys- 
tem was graced 
by that much- 
needed virtue in 
a fast-growing 
agency—flexibil- 
ity. In times of 
“crisis” it was 
possible to throw 
a heavy propor- 
tion of the whole 
media service onto a certain clus- 
ter of accounts, or a single one 
for that matter. 

Last fall, however, Burnett 

(Continued on Page 150) 


Arthur Porter 


Comfort Claims Its 
New Cream Prevents 
‘Detergent Hands’ 


Cuicaco, April 27—With a pitch 
aimed at counteracting the effects 
of detergents, the Comfort Mfg. Co. 
has introduced a new hand cream 
called Anti-Terge. 

Comfort, maker of Craig-Mar- 
tin tooth paste, Craig-Martin shave 
cream and Flame-O-Youth facial 
pack, has been testing the product 
here for the last month with ads 
in the Chicago Tribune on a co- 
operative basis with Walgreen 
Drug Stores, Wieboldt Stores and 
Goldblatt Bros. Radio and tele- 
vision spots are also being used to 
promote the product here. 

Testing of the product has also 
begun in Rockford, and will soon 
start in Detroit. 

Ruthrauff & Ryan, Comfort’s 
agency, reports that the product 
has had “good acceptance” so far, 
and that it will “be slowly ex- 
panded from market to market.” 

Anti-Terge, according to its 
advertisements, contains lanolin 
with a new ingredient, L-60 (di- 
methylpolysiloxane). The hand 
cream is said to coat the hands 
with a shield that preserves the 
skin from burning and drying due 
to detergents and other household 
aids. 
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WCBS-TV Plans to 


Increase Its Rates 


New York, April 30—It’s spring 
and timeforthetxrates to go up 
again. 

What usually turns out to be a 
follow-the-leader affair has been 
started here by WCBS-TV, which 
has increased its Class A hourly 
charge for network advertisers 
from $4,800 to $5,500, effective 
May 1. On May 15 the station’s 
local rate will go from $4,800 to 
$6,000. 

Other time categories are being 
advanced similarly, with choice 
20-second station breaks going up 
from $1,075 to $1,500. 

None of the other New York sta- 
tions is contemplating rate hikes 
at this time. These changes make 
WCBS-TV the highest priced sta- 
tion in the market. Next is WNBT, 
whose last published base rate for 
network advertisers is $5,200. So- 
called Class AA time for local pe- 
riods on WNBT costs $5,500 an 
hour. 


! 


Ra EGET MTHS 


Classification — 


March March 

1954 1953 
| Retail (total) ....117,611,111 125,558,578 
Dept. Stores .... 44,639,064 47,842,728 
General .......s0 34,083,614 33,812,176 
Automotive ........ 11,336,351 10,877,009 
| Financial .....000 3,099,439 3,016,669 
Total Display ....166,130,515 173,264,432 
Classified ........ 50,024,021 58,456,271 
TONE - chasms 216,154,536 231,720,703 


| Newspaper Advertising L nage 
March, 1954 
Media Records Repest.foreii+Sties oe 


% Jon. ary-March % 
Change 1954 1953 Change 
— 63 315,563,! 4 322,863,714 — 2.3 
— 67 118,129,5 3 121,319,776 — 2.6 
+08 83,2825 5 81,782,309 + 1.8 
+ 4.2 30,7682 1 28,718,379 + 7.1 
+ 2.7 9,627,5 4 9,202,034 +- 4.6 
— 4.1 439,241,4 4 442,566,436 — 0.8 
—14.4 140,577, 3 157,987,527  —11.0 
— 67 579,8184 7 600,553,963 — 3.5 


New York’s other stations are 
decidedly below the WCBS-TV 
and WNBT price levels. 


GE Launches Drive for 
Yellow Bug-Killing Lamps 

The General Electric Co., Cleve- 
land, has launched trade promotion 
of GE yellow lamps that kill 
light-attracted bugs and _ insects, 
with two-color spreads in April 
Chain Store Age, Grocery Edition, 
and Progressive Grocer, and Food 
| Topics, April 12. Similar ads are 


slated for Cha 
Edition, and 
ing. 


Store Age, Variety 
_ leetrical Wholesal- 


Sloves Chan. es Name 

Sloves Mec) inical Binding Co., 
New York, pr ducer of sales pro- 
motion tools. has changed its 
name to Slove because “the long 
name is a jaw-breaker not really 
used, and the phrase ‘Mechanical 
Binding’ is no longer accurately 
descriptive of the enlarged scope 
of the business’ services.” 


from a new publishing idea. . . 

to an accepted selling system; 
ii from pioneer .. . to the most used business paper; 
from 30,000 distribution . . . to 70,500 distribution; 
from no advertisers . . . to 1431 advertisers; 
from no agencies . . . to 609 agencies. 


& 
A © product news and information 
publishing, 
e controlled circulation by reader 
H request, ; 
: e verification of controlled circulation, ‘ 
: e see-all format and standardized cicada 
; ad space units, each next to reading, news end information, 
@ publisher servicing of reader inquiries. @ in number of advertisers 
al and agencies who use, 
; |] @ to publish NIAA report, 
FI] ein finding and developing 
F | : : new markets, 
e002 td @ in number of publishers 
bd 4] who have followed iy. 
° e the leader. : 
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ANNAN 


ANN 


ANN 


ANN 


TTL 
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_ONLY PAPER... 


e with front page Product Finding Index, 

e whose list is updated daily from records of affiliated 
Thomas Register of American Manufacturers, 

e (NEW) providing readers and advertisers with inquiry 

service slips giving all wanted information. 


Since May 1933 


from milestone in business paper publishing 
... to cornerstone of industrial marketing; 


Industrial Equipment News 
461 Eighth Ave., New York 1, N. Y. 
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AFFILIATED WITH THOMAS REGISTER OF AMERICAN M 


1954 | 


A [UFACTURERS 


~~ = 


“McGraw-Hill v.p., who cautions, 
however, that it won’t prove 
we've licked depressions . Page 1 


Sherman & Marquette is sold and 
becomes Wherry, Baker & Til- 
den, Chicago, and Bryan Hous- 
ton Inc., New York, on May 

Pages 1, 138 


Florida Citrus Commission in- 
creases its budget to make room 
for across-the-board radio show 
and more tv 


ee 


The Leo Burnett agency’s realign- 
ment of media department re- 
places traditional supervisor set- 
up to the all-media group 
system 


Budget blues hits the Army, re- 
sulting in cancelation notice for 
two network tv shows when ap- 
propriation is clipped ..Page 3 


J. Walter Thompson Co. has a 
new employe who either is a 
secret operator or is lost in 
the file drawers of agency bu- 
reaucracy 


eee eee eee wees 


U. S. Chamber of Commerce 
speakers see no new boom build- 
ing up before 1960-65 unless 
there are major changes .Page 8 


McCall’s breaks tradition of 84 
years’ standing and will seek 
male readers beginning with 
the May issue 


eee eens 


Vending machine group and Na- 
tional Better Business Bureau 
ask newspaper aid in smashing 
phony promoters Page 20 


Flexible promotion plans are re- 
quired to meet varying needs of 


Advertising Age, May 3, 1954 
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Speculative..boom: is pretiéted by 


Erickson survey finds ..Page 22 


Ned Smith rejoins Spector Co. as 
creative chief, emphasizes that 
Garden Guild troubles are not 
the reason .... 


10% rise in living standards can 
solve fiscal problems, balance 
the budget, cut taxes, JWT’s Ar- 
no Johnson asserts ....Page 31 


Admen and designers are getting 
along together better lately, 
designer Dave Chapman r.otes 
in talk to admen ....Page 132 


Premium men told how to try for 
a share of Jewel Tea Co.’s an- 
nual $5,000,000 budget for pre- 
mium items Page 133 


Trade practice rules can’t be 
ignored merely by not partic- 


ipating in FTC. conferences, 
commissioner warns business 
ME edcasedaee ssatous Page 135 


Parliamentary rhubarb starts 
when British Labor m.p. brings 
out his new slogan, “It slays to 
advertise.” Page 142 


Margarine maker intends to fight 
FTC rule that 50-year-old 
“Creamo” trademark violates 
1950 labeling rule ....Page 145 


Sen. Johnson asks ban on publish- 
er ownership of radio, tv sta- 
tions, but gives no reason for in- 
troducing the bill ....Page 149 


Scotch, vodka and Canadian liq- 
uor hit new highs in consump- 
tion last year, True’s report on 
U. S. drinking finds ..Page 149 


BLS index doesn’t reflect the ac- 
tual cost of living because it 
omits below-list sales, congress- 


seh gt 


What goes on at the world’s 
largest store? Sales—sales—and 
more sales! That’s why Charlie 
Straus went to work there as a 
sales clerk recently. 


At our advertising agency all 
the men and women who help 
create ads go out regularly to 


The man from Cunningham & Walsh 


‘ = selling Castle films at Macy’s 


chain drug operators, McCann-| man contends ........ Page 150 
REGULAR FEATURES 
Advertising Market Place ...140 ee 143, 149 
Coming Conventions ........ 131 Photographic Review ...... 136 
Department Store Sales ..... 143 Pe re 12 
Ee rer 12 This Week in Washington ...150 
Voice of the Advertiser ..... 134 
(ADVERTISEMENT) 


work at retail counters. It’s as 
much a part of their jobs as any- 
thing else they do. It’s the kind 
of training that leads to adver- 
tising that means salzs ... sales 
..-and more sales for our clients. 


Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 
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The (Baltimore) Sunday Sun 
The Birmingham News 
Boston Sunday Herald 

The Charlotte Observer 
Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 
Des Moines Sunday Register 
The Detroit News 

The Houston Post 

The Indianapolis Star 


THIS WEEK Magazine 

is one of the great editorial 

and advertising forces 

of this generation. It has 

tremendous influence all over America— 
a concept which can be important 

to business in these days 


of ever-increasing 


competition. 


AMERICA’S LARGEST 
FAMILY MAGAZINE 


This Week | 


MAGAZINE 


SHARES THE POWER AND PRESTIGE OF THE GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The (Jacksonville) Florida Times-Union 
Los Angeles Times 

The (Memphis) Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 

Minneapolis Sunday Tribune 


The Times-Picayune 
New Orleans States 


New York Herald Tribune 

Norfolk Virginian-Pilot 

The (Philadelphia) Sunday Bulletin 
The (Phoenix) Arizona Republic 


The Pittsburgh Press 

Portland (Oregon) Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch 
(Rochester) Democrat and Chronicle 
St. Louis Globe-Democrat 

The Salt Lake Tribune 

San Antonio Express and News 
San Francisco Chronicle 

The (Spokane) Spokesman-Review 
The (Washington) Sunday Star 
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SANK ey Oe ete 1 ee: Or 
i “wEerds Nemes Agency” ‘Gossard Appoints Tiedje l 


td-u-Cards, New York, has ap- H. W. Gossard Co., Chicago | 


nted Riedl & Freede, New York,| manufacturer of foundation gar- . 
handle advertising for its entire|ments, has appointed Charles P. 


> of educational toys and games | Tiedje to the new post of mer- 
children from 3 to 12 years. chandise manager. Mr. Tiedje for- | 


Fp 
t 
] 
f 
€ asumer and trade publications|merly was general sales manager | 
Vv 
J 
a 


‘1 be used. Levine, Mervin &|of ready-to-wear lines in the | 
ise, New York, is the former |New York office of Sears, Roebuck | 
ency. 


& Co. 


RAYMOND B. GI 


Have you heard 
about this marie 


\ coordinating and 
. activities of all co 

d, e 

traveling salesman Svr*.2" 
ac 


‘GE, v.p. of merchan- 
rp., Philadelphia, has 
ed responsibilities of 
‘ecting the advertising 
‘mer products. Morgan 
advertising manager 


(Continued from Page 2) 
tion with $250,000,000 worth of ad- 
vertising, we also have one prod- 
‘uct, hot tea, which must be re- 
positioned in the public’s mind. 

“Fortunately, something has 
happened in the beverage market 
in recent months that has made 
people take a second look at tea. 
In 1953 retail tea sales increased 
7% on top of a 6% gain in 1952. 

“The Leo Burnett Co. has done 
an outstanding job in developing 
effective campaigns—‘Take Tea 
_and See’ for hot tea,” Mr. Hyde 
‘added, “and for iced tea ‘The 
|\Summertime Refresher _ that 
‘doesn’t leave you thirsty.’ ” 


will direct all Philco | 


rtising. 


in Chicago? 


see page 78 


Paper Name: 

Ward-Griffi' 
|/pointed to r 
|Greenwich, C: 


Ward-Griffith 


. The ten markets which will re- 
|ceive Tea Council spots on a 52- 
week basis are Baltimore, Boston, 


Co. has been ap- Chicago, Cleveland, Detroit, Los 


‘esent the Time, Angeles, New York, Philadelphia, 
a., effective May 6. Pittsburgh, and Washington. These 


paper reproduction you’ve ever seen. 
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NAME 


You're looking at a photograph of one of the best 
kept secrets in the graphic arts. Only four men in 
our organization know the formula by which we 
make the material for this patented Duramatriz, 
the female mold from which Reilly Plastictypes are 
produced. And in more than one meaning of the 
word there’s a material difference between Plastic- 
types and ordinary plastic plates. The use of Viny- 
lite in molding the pattern plate... the routing of 
open areas in the pattern to a full fifty-five thou- 
sandths of an inch... the fact that we are the enly 
electrotypers in the industry who employ photo- 
engravers to check and inspect the pattern ... the 
exclusive techniques we’ve developed for controlling 
heat and pressure—all these differences enable us 
to guarantee, as no one else does, that our finished 
Plastictypes retain the full fifty-five thousandths 
depth and that they will give you the finest news- 


You can Really Rely on Reilly 


F R E E ! Get the facts—=mail coupon now! 


REILLY ELECTROTYPE, DEPT. AD-' 305 EAST 45 STREET, NEW YORK 17, N. Y. 
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| | Tou Council Launches Year-Round TV Drive 
with an Ad Budget Increase of About 33% 


markets, Mr. Hyde said, do 37% 
of all grocery food sales and have 
a total of 15,000,000 tv homes. 

The iced-tea-only cities to re- 
ceive seven weeks of spots are 
Atlanta, Birmingham, Buffalo, 
Charlotte, Cincinnati, Dallas, Fort 
Worth, Greensboro, Houston, In- 
dianapolis, Louisville, Memphis, 
Miami, New Orleans, Norfolk, 
Richmond, San Antonio, San 
Diego, St. Louis. 

The 27-week markets are San 
Francisco and Providence. 

The council will spend $1,200,- 
000 on its new campaign. It will 
also be backed by increased point 
of sale effort and stepped up pub- 
licity. 

Mr. Hyde said that tea packers’ 
sales for the first quarter of ’54 
were up 25% over the correspond- 
ing period of ’53. The council’s ad- 
vertising budget has been upped 
this year because of additional 
contributions, he said, and also be- 
cause tea sales are increasing. 


Lipton Tea Heralds 


Sizzling Summer in 
Outdoor Schedules 


_ New York, April 28—Thomas J. 
| Lipton Inc., beginning in May, will 
/use 17,500 car cards in Boston, 
'Chicago, Philadelphia, New York 
‘and Washington to promote iced 
tea as the “coolest drink under the 
'sun.”’ In addition, it is using 3,400 
/outdoor posters across the country 
in major market areas. 

Outdoor advertising was started 
|by the company in March in its 
southern sales division, extending 
from the Carolinas to New Mexico. 

Monthly changes will be made 
in posters through August. In May, 
a tired gardener will be shown 
leaning against his lawnmower, 
taking time out for a glass of Lip- 
ton iced tea. In June, a youngster 
with freckles and red hair will 
reach for a pitcher of iced tea. 
July’s motif will be a thermometer 
‘in the shade of an iced tea glass. 
‘In August, a girl in a straw hat 
/and sun suit will be shown reach- 
ing for a glass of the chilled stimu- 
, lant. 

Young & Rubicam is the agency. 


Ayer Names Rogers, Ericson; 
Boosts Leiding, Thompson 

The New York office of N. W. 
Ayer & Son has appointed Ed- 
mund Rogers Jr., formerly man- 
ager of radio and tv production of 
Ward Wheelock Co., to the pro- 
gram production staff of its radio- 
television department. Ernest 
Ericson, previously with William 
H. Weintraub & Co., has been 
named to the art staff of the ra- 
dio-television department. 

The agency has promoted Oscar 
Leiding and Donald C. Thompson 
‘to supervisors in the public re- 
lations department of its New 
'York office. Mr. Leiding has been 
'with Ayer since 1946 and Mr. 
-Thompson, since 1947. 


Barnes Heads Virginia PR 

| EF. James Barnes II has been 
named director of the division of 
public relations 2nd advertising 
of the Virginia State Conservation 
‘and Development Department, ef- 
fective June 15. The department 
‘is expanding its advertising pro- 
‘gram in an attempt to bring more 
‘tourists to Virginia and to bring 
‘more industrial plants to the state. 


Langhammer Joins Sharp 

Ralph Sharp Advertising, De- 
troit, has appointed Joe H. Lang- 
hammer v.p., assistant general 
manager, service director and ac- 
count supervisor. Mr. Langhammer 
formerly was advertising mana- 
ger of Bayou State Oil Corp., 
Shreveport. 
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Young people are like adults... except in one important : 
respect. Like adults, they want to be strong and Nati onal 
: healthy, smart and popular (add other successful . 
advertising appeals) .. . but they're much more receptive, more easily Comics 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today ... and promise to be _ Group 


continuing customers tomorrow. Incidently, their hold on their parents’ 


heart-strings gives youngsters a mighty grip on the family purse- icine 


strings, too! Richard A. Feldon & Co., Inc. 
205 East 42nd Street 


There’s probably a proper place for your product in their favorite New York 18, N. Y. 
P P . CHICAGO LOS ANGELES 
reading material . . . the comics books! SAN FRANCISCO PORTLAND 
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to increase sales...and decrease costs 


advertise more in the biggest 
and best medium NEWSPAPE 


because... 


National Advertisers Invested A Record Amour 
In Newspapers Last Year, For The 7th Consecut. 
IN ONE DAY... People Buy More Copies Ot 
Newspapers Than All The Home And Portable 
Bought In The PAST 5 YEARS! 

IN ONE DAY! More U.S. Newspapers Are Bou; 
The New Cars Registered Since 1946! 


Published in the interest of all newspapers by 


Moloney, Regan & Schmitt 


Representing Newspapers Only 
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Of Money 
e Year! 

J. S. Daily 
Radio Sets 


.t Than All 


WasHINGTON, April 29—The an- 
nual meeting of the U. S. Chamber 
of Commerce here this week was 
cautioned that the apparent up- 
turn in business in recent weeks 
may be no more than a period of 
rally in a longer period of slack 
activity. 

This was the opinion of Dr. 
Courtney C. Brown, dean of the 
graduate school of business of Co- 
lumbia University, who said the 
more solid upturn may not come 
until goods now in the hands of 
consumers are used up and busi- 
ness assets depreciated. 

“In the meanwhile, unless there 
is a major change in international 
affairs or in domestic government 
policy, we may have to content 
ourselves with something less than 
a full-blown boom,” he said. 


= Walter E. Hoadley Jr., econo- 
mist for Armstrong Cork Co., said 


eeeeereeeeeeeeeeeeeeeee eee eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeHee® 


se eeeeeeeeeeeeeeeeeeeeeee ee 
. 


a 4A°P EON Fai. 
Highway Advertising 


gives you 40% 
readership 


“i 


On an average, 40% of all motorists who pass NATIONAL Highway Advertising signs read and 
remember the sales message. This high readership score is based on extensive surveys taken by 
National Quality Interviewers, Princeton, N.J. Enjoy the sales benefits of thousands of readers daily 
for your brand name advertising by using NATIONAL maintained Highway Advertising with 
SCOTCHLITE® brand reflective sheeting. Write NATIONAL Advertising Company today for details. 
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Advertising Company = [itv 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 
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Copyright 1954, National Advertising Company 


“NATIONAL HIGHWAY ADVERTISING. DELIVERS YOUR‘ MESSAGE TO TH MOST PEOPLE AT THE LOWEST COST 


. . . . 
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Advertising Age, May 3, 1954 


Chamber of Commerce Speakers See No 
Boom in Prospect Until Possibly 1960-65 


that the outlook “is encouraging 
but challenging.” For the short 
term “relatively little further de- 
cline is in prospect and there is 
a strong possibility of moderate 
upturn before the end of the year.” 
For the long term, he considered 
another boom likely in the period 
1960-65. ~ 

“Despite the prospect for a busi- 
ness upturn in the near future,” he 
said, “the next two to five years 
will probably be an interim be- 
tween booms.” 


s The distribution and manufac- 
turing luncheon Tuesday was re- 
minded that the present business 
situation is a severe test of business 
management. 

“Retailers must do all they can 
to keep production and sales in 
balance,” George L. Stearns II, 
president of L. L. Stearns & Sons, 
Williamsport, Pa., said. “If that is 
not done, then our free market 
economy will suffer aches and 
pains and the economic quack 
doctors will again appear.” 
Judson Sayre, sales consultant of 
Cleveland, warned that price cut- 
ting won’t save the sales curve. 
“The old saying goes,” he said, “A 
mediocre product with a well or- 
ganized sales program will go a 
lot farther than the finest product 
without the proper program or fol- 
low-up.” 


s A. H. Motley, president of 
Parade Publication, told a general 
session Wednesday that business 
has not been as active or intelligent 
as it should be in communicating 
its ideas about the functioning of 
our economy and the contribution 
that business makes to the com- 
munity. 

“The failure of business to vig- 
orously and constantly use this 
freedom to communicate ideas is 
endangering the future of our kind 
of an economy,” he said. 

Clem D. Johnston of Roanoke, 
who has a 40-acre beef cattle farm 
and has interests in six wholesale 
grocers, was elected president of 
the national chamber. 


Senators Postpone 
Hearings on Aid 
to UHF Stations 


WASHINGTON, April 29—The 
Senate commerce committee today 
postponed hearings which had 
been scheduled next week into the 
problems of ultra high frequency 
television stations. 

The reason: Sen. Charles Potter 
(R., Mich.), chairman of the sub- 
committee on communications, is 
tied up as a member of the com- 
mittee conducting televised hear- 
ings into the dispute between Sen. 
Joseph R. McCarthy (R., Wis.) and 
the Department of the Army. 

The new dates for the u.h-f. 
hearing are May 19, 20, 21. 

Telecasters aren’t a bit happy 
about the delay. They have been 
telling senators that scores of sta- 
tions face bankruptcy unless steps 
are taken to help uh.f. stations 
meet the competition of stations 
that operate on the original 12 
v.h.f. channels. 

A group of u.h.f. operators has 
asked the FCC to stop issuing li- 
censes for additional stations on 
the v.h.f. band. Others are re- 
ported to be preparing to ask Con- 
gress to wipe out the v.h.f. band, 
and move all stations into u.h.f., 
to compete on an equal basis. 


JUST ASK FOR MARIE: 
Can WAbass 30068 and ask for 


graph, mimeograph, 

mailing job. Quick pick-up ar 
livery, fast and accurate work, 

of experienced nnel, c 
always in line. THE LETTER SHOP 
Inc., 431 S. Dearborn St., icago 5. 


(Now in our 23rd successful year.) 
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50-50 For every survey show- 


ing that America is owned and run by 
women, there’s a book complaining it’s 
a man’s world. Most advertisers take 
a third view: America is run by fam- 


ilies and they’re a 50-50 proposition. 


That’s why advertising in The Saturday 


Evening Post is so effective. The Post is 


edited for the whole family. It is read 


and re-read by every POST == 


| Secretary of Defense Wilson 
bxg Through His Year of Trial? 


By BEVERLY SMITH 
May 1.1954 ~ £5¢ Sie . 


- e =. tot , a a 
member. It is believed fai ge 


in. The Post gets to 


the heart of America. 
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With over 100,000,000 impressions behind | 
a powerful effect on 


...a record of readership and resultful performance... 
2alers, architects and builders... 


*& SHOW - HOUSE 


the greatesi single new force 


in home products mercha' dising, proved in the pages of 


Over 100,000,000 audience impressions .. . 
seven full-color issues in eight months .. . 28 
top-flight advertisers ...25 leading advertis- 
ing agencies... all testify that SHOW- 
HOUSE is one of the most economical, most- 
read, most-merchandisable home-planning 
features you can buy today. And it’s the dig- 
gest home products feature in The Saturday 
Evening Post. 

The Post reaches the heart of America. 
SHOW- HOUSE reaches the homes of Amer- 
ica. Together, they are an unequalled force 
on the building, modernization, decorating 
and maintenance plans of millions of home- 
owners . . . and the thousands of dealers and 
contractors who supply the heating and the 
roofing, the pipe and fittings, the furniture, 
the floor coverings. .. 

For let's not forget—The SATURDAY 
EVENING POST has always been the most 
powerful dealer influence in America. 


CUSTOM-CUT SELECTIVITY 
IN A MASS MARKET 


Take the pull of The Post on its multiple mil- 
lion readers. Take the push of its unassailable 
dealer stature. Drop into this volatile com- 
bination a third element, a custom-tailored 
merchandising feature. Title it, SHOW- 
HOUSE, “a series of advertisements to help 
you better your home living’’—because that’s 
precisely what it is. 

Package it dominantly in four-color double 
spreads. Take a generous amount of its space 
each insertion to editorialize a particular 
“Show-House,” designed by a leading archi- 
tect. Expressly designed, we should add, #o 
show off most advantageously the products of 
the participating advertisers... carefully se- 
lected and non-competitive. Tie all this to- 
gether by dovetailing high home interest, 
specially prepared copy and the finest art (at 
no extra cost to the advertiser) plus a tech- 
nique that leads the reader easily through the 
house, room by room. Provide a coupon for 
follow-up . . . 


THEN, SIT BACK AND WATCH 
THINGS HAPPEN! 
With seven successful issues, we can unre- 
servedly tell you this: 
Starch readership reports on the individual 


SHOW - HOUSE 


W@urday Evening 


Sit 


advertiser's illustration and copy show an ex- 
traordinarily high figure. (Ask us for the 
figures. ) 

Coupon returns have been eye-widening. 
Record setting! (Would you like to know 
more about this?) 

Reader requests for architects’ plans of the 
featured houses have been mounting by the 
thousands from issue to issue. And prestige 
at the professional level (architects, builders 
and decorators) has been extraordinary. 

The diversification of products has been 
wide—bed sheets to roof shingles. In fact, 
much of the high readership of SHOW- 
HOUSE can be charged back to this unique 
makeup strategy: as a product is spread 
throughout a house—a rug, for example, which 
may 2 used in living room, bedroom, den, 
hall—so, too, is it spread pictorially throughout 
each SHOW-HOUSE ad, beyond the art 
treatment in the advertiser's own space unit. 
(Write for sample marked-up spread.) 

This is one of the strongest factors in the 
high vitality merchandising productiveness 
of SHOW-HOUSE. 


DESIGNED FOR SMALL BUDGETS, BUT 
THE “BIG BOYS” GRABBED IT! 


One of the original concepts of SHOW- 
HOUSE was to give the smaller budget ad- 
vertiser in the home products field a byline 
he'd give his right arm to get—"“As Adver- 
tised in The Saturday Evening Post,” as well 
as all the benefits of exclusive participation 
in a project of exceptional reader interest and 
dealer influence. '1 short, to do for him what 
he couldn't affor: to do by himself .. . to give 
him an advertisir » bargain. 

Surprisingly «© ough, the word hardly got 
whispered aroun when the big advertisers 
(even some of : ose who already had their 
own Post schedi 2s) grabbed it as an addi- 
tional force. Wc nean people of the calibre 
of Frigidaire, F ‘A Victor, Libbey-Owens- 
Ford, Pacific M' s, American-Standard, Bar- 
rett Roofing, © anese, Hammond Organ, 
Devoe & Rayno!. . And the media-wise agen- 
cies, too—Youns & Rubicam, Foote, Cone & 
Belding, McCan: Erickson, BBDO, J. Walter 
Thompson ... 

Currently, big 2d small advertisers are par- 
ticipating in thi sroved program. 


DID WE SAY “MERCHANDISE” ? 
MILES OF EXTRA USAGE! 
Every SHOW- HOUSE advertiser gets, in ad- 
dition to The Post spread: 

1—Access to all The Post merchandising 
aids—counter cards, cover mailers, etc. 

2—Specification and recommendation of his 
products on all SHOW-HOUSE plans — as 
well as the names of people who buy them. 

3—Reprints, blow-ups specially prepared 
with his space unit circled for emphasis— 
arrows indicating his products in other illus- 
trations in the spread. 

4—Inquiries of all people who check his 
offer of literature, samples, dealer names on 
the coupon that is an integral part of every 
SHOW- HOUSE spread. 

More and more advertisers are featuring 
SHOW- HOUSE in their trade paper space, 
direct mail, TV commercials, daskers —"As 
selected by SHOW- HOUSE.” 

SHOW-HOUSE, too, has been featured 
frequently by The Post in its own merchandis- 
ing work ... in its trade bulletins, by its field 
representatives, store tie-ins... 

Even we, ourselves, have been pleasantly 
startled by the mileage some SHOW- HOUSE 
advertisers have gotten from their nominal 
SHOW- HOUSE investments. Never have we 
seen an advertising dollar cover so much 
ground. (Write us for merchandising sam- 
ples.) 

CAN YOU GET YOUR PRODUCTS 
INTO SHOW-HOUSE ? 


That depends on several things. First, of 


course, ag wo you meet The Post’s quality © 


standards. Second, provided you meet SHOW- 
HOUSE requirements of product-interest and 
product-exclusivity. 

Remember—one economy rate buys a full 
SHOW-HOUSE participation, with a com- 
plete saving on 4-color art and plate-making, 
as well as merchandising extras. Regular 15% 
agency commission. Full protection against 
competitive products for an advertiser with 
more than one item in his line. 

Now making up Fall issues! For costs and 
availabilities, write or phone Charles Albin, 
Managing Director. 


)1 Fifth Avenue, New York 17, N. Y., OXford 7-2938 
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Amana Refrigeration, Inc. 
American Radiator & 

Standard-Sanitary Corp. 
Barrett Division, Allied 

Chemical & Dye 

Corporation 
Brown-Graves Co. 

Caloric Stove Corp. 
Celanese Corporation 

of America 
Combustion Engineering, Inc. 
Devoe & Raynolds 

Company, Inc. 

Frigidaire Division, 

General Motors Corp. 
General Bronze Corporation 
Hammond Organ Co. 
Johnston Lawn Mower Corp. 
Libbey-Owens-Ford Glass 

Company 
Lumite Division, Chicopee 

Mills, Inc. 

Marsh Wall Products, Inc. 
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Beauty treatment 


for an old house 


Ree Sere May 1, 1954> 


ADVERTISERS AND AGENCIES USE SHOW-HOUSE 


C. H. Masland & Sons 

Moe Light, Division of 
Thomas Industries, Inc. 

National Automotive Fibres, 
Incorporated 

Orchard Bros., Inc. 

Pacific Mills 

R.C.A. Estate Appliance 
Corporation 

R.C.A. Victor Div. of Radio 
Corporation of America 

The F. C. Russell Co. 

The Perma Products Co. 

Sun Vertikal Blind Co. 

Janitrol Division, Surface 
Combustion Corp. 

Toledo Desk & Fixture Co. 

West Coast Lumbermen’s 
Association 

William Hart Adler, Inc. 

Anderson & Cairns, Inc. 

G. M. Basford Co. 

Batten, Barton, Durstine 
& Osborn, Inc. 
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Beeson-Reichert, Inc. 

Dixie Advertisers 

Dubin & Feldman, Inc. 

Ellington & Co., Inc. 

Erwin, Wasey & Co., Inc. 

Foote, Cone & Belding 

Fuller & Smith & Ross, Inc. 

Gates-Bourgeois Advertising 
Agency 

Geare-Marston, Inc. 

Gibbons-O’ Neill, Inc. 

Don Kemper Co., Inc. 

Lennen & Newell, Inc. 

MacWilkins, Cole & Weber 

Maury, Lee & Marshall 

McCann-Erickson, Inc. 

R. ]. McFarlin & Co. 

A. Martin Rothbardt, Inc. 

Howard Swink Adv. Agency, 
Incorporated 

J. Walter Thompson Co. 

Wildrick & Miller, Inc. 

Young & Rubicam, Inc. 


regke 


von Sternberg, A.1.A., Executive Editor for full color reprints of the first 7 issues of SHOW-HOUSE. 
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Available Market Data 


In this issue, for the seventh consecutive year, ADVERTISING AGE 
presents its listings of available market data as a service to the field. 

The listings this year include more than 1,400 items issued by 
newspapers, magazines, business publications, radio and tv stations 
and networks, outdoor companies, and a variety of others. Included 
are all kinds of market data booklets, pamphlets, leaflets and studies, 
each bearing on some phase of the United States and Canadian mar- 
ket. 

The listings are carefully arranged under a number of appropriate 
headings, and coupons scattered through the text make it simple 
and easy to request whatever data may be desired. The coupons are 
addressed to ADVERTISING AGE, which processes them and forwards 
requests to the various organizations which have published the ma- 
terial, which in turn mail the material directly to the inquirer. 

It should be made clear, however, that ADVERTISING AGE acts only 
as the forwarding agent for requests. We have no extra copies of 
any of the material which is listed, and are unable to do more than 
to pass requests on to those who issued the material. 

While the page after page of listings are not quite as interesting 
as the latest detective story, AA readers have given ample indication 
of the value they place on this unique tabulation. The volume of 
requests for data has grown steadily year by year. Last year it hit 
an alltime record of more than 38,000 requests, and this year there 
is every indication that the total will be considerably in excess of 
40,000 requests. 


Time Out for a Personal Gripe 


We’re annoyed, and we’re appropriating the space occupied by 
this editorial for a personal gripe, instead of—as usual—dedicating 
it to deathless prose discussing an important problem of the field as 
a whole. 

A couple of weeks ago we reported how E. B. Weiss was finding 
his writings played back to him—without benefit of credit—in vari- 
ous speeches. Now we are finding our definitive report on advertising 
agency billings played back to us without benefit of credit, and in 
clear violation of our special copyright notice. 

We have had several such annoyances. The one that finally trig- 
gered this formal protest is explained in the following letter which 
has just been mailed to the editor of World’s Press News, a wéekly 
published in London: 

“Our feeling of hands-across-the-sea friendship and brotherhood 
suffered a rude shock when we saw your issue of the week of April 
5, in which you picked up—without the slightest effort at attribution 
—the copyrighted tabulation on advertising agency billings which 
ADVERTISING AGE published in its March 1 issue. 

“Quite obviously, the ethics of publishing in your city are somewhat 
different from those which we observe here. This is conclusively 
demonstrated by the fact that at the same time you were reprinting 
our figures without indicating by the slightest nod in our direction 
that they were ApvERTISING AcE figures, we were reprinting some 
of yours on the same subject—with complete and proper credit to 
World’s Press News. 

“Our story in our April 5 issue net only credits World’s Press News 
as the source of the figures in the very first paragraph, but mentions 
your publication by name three additional times, including a credit 
in the box tabulation. 

“You will admit, we are sure, that this is somewhat different from 
telling your readers that ‘America’s advertising men have this month 
been studying the latest figures showing how much business the 
USA’s advertising agencies handled during 1953,’ without giving the 
slightest clue as to where they were studying these figures, or who 
developed them.” 

As we said, we’re annoyed—damned annoyed. 
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“And we're going to lose another account if he tries to tell the client that adding 
10% vermouth will make it a super-dry beer.” 


What They're Saying 


Economic System Built In 


ics of its own. Therefore every- 
thing it does must be subsidized by 


far, advertising has given televi- 
sion its sole economic sustenance, 
with some limited exceptions. .. 

Personally, I am amazed that ad- 
vertising economics has been able 
to underwrite as much television 
facilities and service as it has. It 
has not been easy, as the groans 
of advertisers attest, and the worst 
is not yet. Color television will in- 
deed add a lot of color to tv’s eco- 
nomics—especially red. But color 
tv will have no more economics of 
its own than has black-and-white 
tv. 

Subscription television, by con- 
trast, is not only a complete and 
instantaneous tv distribution sys- 
tem, but it also has its own built- 
in economic system. There are no 
subsidies, no indirect economic 
deals, no third-party patronage in- 
volved. 

However, this distinct differ- 
ence between the economic status 
of regular television and that of 
subscription television should not 
| —as it frequently does—lead to the 
conclusion that they are antagonis- 
tic or—to use a tv term—“incom- 
patible.” On the contrary, it is the 
good fortune of both tv and sub- 
scription tv that they are highly 


complementary —-or “compatible.” 
—From an ac.:ess by Dr. Millard C. 
Faught, econo: :ic consultant to Zenith 
Radio Corp., before the New York So- 
ciety of Security Analysts. 
Take Me Out ‘> the Beergame 
Drinking an’ smoking seem to 


be the stuff at 
made of. It ma! 
for the kids 
holds such fas: 
| frightening to 
itle monsters v 
his parent into 
ball game afte 
|it played on tx 
a small voice ; 
of a home ru: 
Blast—A Whi 
It’s a far cr 
day when bas: 
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es darling viewing 
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nation. It’s a little 
itch one of the lit- 
> has maneuvered 
iking him to a live 
weeks of watching 
vision and to hear 
ieak above the din 
“It’s a Ballantine 
Owl Wallop!” 

from that bygone 
all heroes used to 
tell the kids . »out the breakfast 
cereal the chan »ions ate that made 
|them champio:;. What happened 
to those kids? That’s easy. They 
grew up to be big, strong, ulcer- 
ated advertising men who write 


The Achilles heel of regular tv| 
is that it has no intrinsic econom-| 


some other economic function. So) 


the copy for the beers and cigarets 
in the baseball commercials on 


television these days. 


—Goodman Ace, in the Saturday Re- 
view of Literature. 


Attacks on Advertising 
Particularly short-sighted is 
copy which knocks advertising as 
such. It is also misleading in that 
it invariably charges advertising 
with being a source of unreliable 
information whereas the great 
bulk of advertising is trustworthy. 
When, after extolling the merits 
of his product for several para- 
graphs, a large detergent advertiser 
proclaimed, “That’s not just ad- 
vertising talk,’ NBBB was quick 
to point out to the advertiser the 
damaging effects of such copy on 
all advertising, including his own. 
The advertiser was equally prompt 
to cooperate by eliminating the 


feature from his campaign. 


—From “A Report on Operations for 
1953,"" National Better Business Bu- 
reau Inc., New York. 


Urges Return to Hard 
Selling of the ‘30s 


There isn’t any reason I know of 
why we shouldn’t have the kind of 
selling that we had in the ’30s 
when the going was tougher. We 
didn’t have the personal savings of 
over 500 billions of dollars stacked 
up in the hands of consumers as 
there is now, and we didn’t have 
the situation where savings were 
piling up month after month as 
there is now. Certainly this de- 
notes the poor selling job that all 
of us are doing at the present time 
...and nobody in the economy is 
benefited at all by savings that 
aren’t put to work. 

I know that in our retail groups 
where we've developed practically 
new sets of executives during this 
seller’s paradise, we have to begin 
all over again with our training. 
We're putting a lot of effort into 
that aspect of our business today, 
as I’m sure that many of the rest 
of you are. 

—Fred Lazarus, president, Federated 


Department Stores, speaking before 
the New York Sales Executives Club. 


Price Advertising 

One of the shrewdest carpet 
men in the country declared that a 
store sells a price tag when it 
has nothing else to sell...and that 
extreme price promotion consti- 
tutes a confession of failure, of 


bankruptcy in salesmanship. 
—R. Richard Carlier, director of 
advertising and sales promotion, 
Bigelow-Sanford Carpet Co., speaking 
before the Metropolitan Carpet Club, 
New ‘York, April 21. 


Advertising Age, May 3, 1954 


Rough Proofs 


Everybody criticizes tv programs, 
with the exception of those winter 
vacationers who were unable to get 
their favorite shows while away 
from home. 


Casey Stengel doesn’t seem to be 
too happy over the prospect of 
some of the other American League 
clubs giving the Yankees a bit 
more competition this season. 


Ballantine’s beer, low in calories, 
makes an advertising molehill out 
of a very modest mountain by ad- 
mitting that no beer contains very 
much of the stuff that expands the 
belt line. 


=) 

Pabst’s Blue Ribbon has a 
stronger claim on the loyalty of 
fight fans, since its decision to con- 
tinue the Wednesday night scraps 
on CBS-TV made headlines on all 
the sports pages in the country. 


University of Wisconsin men are 
getting better grades in home eco- 
nomics than the co-eds, the United 
Press reports. Some of them may 
be aspiring to help Betty Crocker 
demonstrate General Mills goodies 
on tv. 


* 
Sen. McCarthy’s much publi- 
cized battle with the Pentagon was 
considered by editors to be of such 
world-shaking importance as to 
push the siege of Dien Bien Phu 
right off the front pages. 


J 
President Eisenhower's appear- 
ance as the chief speaker at the 
ANPA dinner at the Waldorf sug- 
gests that the present occupant of 
the White House is willing to con- 
cede the power of the press. 


* 

One group of experts which 
evidently doesn’t believe what it 
hears about a business recession 
consists of people who keep bid- 
ding up the prices of securities in 
the stock market. 


e 
Enthusiasm over the beautiful 
ladies entered in the Mrs. America 
contest rose to a new high when 
it was learned that they not only 
had to look good in bathing suits, 
but also had to demonstrate skill 
in cooking their husbands’ break- 
fasts and pressing their pants. 


* 

Rumors that automobile sales 
are somewhat tougher this year 
don’t seem to be supported by the 
advertising, most of which con- 
tinues to be completely uninforma- 
tive on the little matter of price. 


+ 

The box office success of ‘““Exec- 
utive Suite” indicates that the 
movies can still produce solid hits 
without depending on wide screens, 
Technicolor or chorus girls. 

* 

Constance Bannister’s versatile 
babies are making life pleasanter 
for readers of York air condition- 
ing advertising these days. 

* 

Chances are that Jerry Lewis 
and Dean Martin, the high-salaried 
comedians, don’t see anything fun- 
ny in the property liens filed 
against them in the income tax 
cases by their Uncle Samuel. 
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MECHANICAL “COPY TESTER” used in leading Philadelphia department stores! 


Here’s a copy tester without a peer (apolo- 
gies herewith to Messrs. Gallup, Robinson 
and Starch!) It’s the machine that tallies 
each day’s sales in Philadelphia’s depart- 
ment stores. And because these stores 
demand fast action every selling day, their 
FIRST choice is THE INQUIRER. 


And THE INQUIRER stands FIRST in 


national advertising, retail advertising, classt- 


fied advertising and total advertising. Good 


reason then for THE INQUIRER to be 
FIRST on your schedule in America’s 
3rd market! 


Che Philadelphia Mnquirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 
NEW YORK CHICAGO 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 


EDWARD J. LYNCH 
20 N. Wacker Drive 


Wes? Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 


DETROIT 
GEORGE S. DIX 


Penobscot Bldg. 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


155 Montgomery St. 
Garfield 1-7946 


Retail sales in 
DELAWARE VALLEY, U.S.A. 
top national average 


Retail sales per family in Delaware 
Valley, U.S.A. are 4.6% higher than 
national average. Here, 2.9% of 
U.S. population accounts for 3.1% of 
total retail sales, 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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Supersalesman 


*Trendex, Oct. '53-Mar. '54. 


**On the two most recent 
occasions when sponsored 
programs were broadcast 
at the same time over the 
leading networks, they won 
a 29%—and a 96% —higher 
rating on CBS Television. 


S 


It’s no little trick to make a tentful of people laugh. © 
But it’s something else again to get a nation-wide 
audience laughing—at the same instant. 


And laughter, as every salesman knows, is a most 
effective sales tool. And so are all the other moods 
an entertainer can evoke. For they help you shift 
your prospect’s interest —willingly—from whatever's 
on his mind to the product on yours. 


This, perhaps, is television’s greatest value to an 
advertiser. It creates a receptive mood in 30 million 
homes for more than five hours a day. It is always 
part-entertainer, part-salesman. 


This, certainly, is why CBS Television has always 
made creative programming its most important 
activity. And why, in the major markets where the 
networks compete—and popularity can best be 
compared—CBS Television consistently wins the 
largest average audience: 11 per cent larger at night, 
and 27 per cent larger in the daytime.” 


Advertisers have found that placing their programs 
on the most popular network gives them a headstart 
in ratings"*—and a headstart in sales. 


That’s why their investment on CBS Television for 
the first quarter was over 45 per cent greater than 
a year ago. (And in 1953 it was the greatest in 
broadcasting history!) That’s why it’s still growing. 


CBS Television can bring you the most receptive 
audiences in all America, because it has most of the 
programs most of your customers want. 


CBS TELEVISION 
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Taylor-Norsworthy Moves 
Taylor-Norsworthy Inc., Dallas, 


Signal Hill Names Scheuer 
Signal Hill Telecasting Corp., 


has moved to larger quarters in St. Louis, has appointed John D. 


the Trinity Universal Bldg. and 


has added three executive staff 


members. They are Melville M. 
Mercer, copy chief; Marie Calla- 
han, account executive, and John 
Young, librarian. Mr. Mercer and 
Miss Callahan formerly were with 
other Dallas agencies. 


Scheuer Jr. exec. v.p. of the cor- 
poration and general manager of 
its station, WTVI. Mr. Scheuer, 
who has resigned as executive as- 
sistant to the general manager of 
WFIL and WFIL-TV, Philadelphia, 


effective April 23, will assume his) 
| new duties May 1. 


Have you heard 


about this 


oe 


in 


see page 78 


fonthly 

lio Activity 
vertising Bureau, 
»ympleted plans for 
ily reports to its 
o business activity 
kets. The markets 
Boston, Buffalo, 
inati, Cleveland, 
City, Minneapolis, 
iladelphia, Pitts- 
and Washington. 


BAB Plans Bi-' 
Reports on Rx 
Broadcast A 
New York, has 
regular bi-mo! 
members on ra 
in 14 major m 
jare Baltimore 
Chicago, Cin 
Detroit, Kansa 
‘New York, ! 
‘burgh, St. Lou: 


The BAB re; rts, which will be 
|based on tape ‘cordings made by 
Broadcast Ac ertisers Reports, 
Philadelphia \onitoring group, 


e advertisers and 
nount of air time, 
a and announce- 
in each market. 


will indicate 

‘what stations, 
|type of progr 
— they us: 


traveling salesman ‘American Tractor to Andrews 


American Tractor Corp., Ft. 
Wayne, Ind., | is appointed An- 
drews Agency, \lilwaukee, to han- 


Min nea polis ~ St. Pq U | ? dle advertising .nd sales promotion 


for its Terratr:e line of crawler 


tractors and matching  attach- 


ments. 


lH. J. MITCHELL, formerly assistant to the 


exec. v.p. of Eureka Williams Corp., has 

| returned to Avco Mfg. Corp., Cincinnati, 

as market development manager of the 

Crosley and Bendix Home Appliances divi- 

| sions. Mr. Mitchell was director of sales 

| training for Bendix until last fall when he 
joined Eureka. 


Armstrong Heads WEAN 

A. N. (Bud) Armstrong Jr., for- 
merly general manager of WCOP, 
Boston, has been named general 
manager of WEAN, Providence. 


Arthur R. Wiley, National Warehouse Manager of A. G. Spalding & Bros., Inc., tells w! 


He’s famous for his fast delivery! 


“Imagine the stands filled,” says Spalding’s Arthur Wilcy, 
the major league teams in their dug-outs, the mounting ex- 
pectation — and no baseballs! 

It sounded like an ‘emergency.’ The balls used in all 
major league games are specially tested for perfection. The 
club was half-way across the country from our Chicopee, 
Mass. plant and a double-header scheduled. 

“But we're used to delivering fast. We solve situations like 
this week-in and week-out by relying on Air Express. 


—___& AlirExpress 


called Air Express on this job. The balls were 


cost less with Air Express 


“So, we ji 
flown west, ere delivered and actually in play on the field 
a few hours | ter. 

“We use . r Express throughout the year to ship all kinds 
of sports eq: »ment throughout the country. 

‘Practical’ all these shipments 
than with an other air service.” 

It pays t. express yourself clearly. Say Air Express! 


Division of 


ailway Express Agency. 


—y— 


GETS “HERE FIRST 


via US. Scheduled Airlines 


CALL AIR EXPRESS ... division of RAILWAY =<xPRESS AGENCY 


a 


Advertising Age, May 3, 1954 


‘“McCall's’ Breaks 
84-Year Tradition, 
Seeks Male Readers 


New York, Apri! 27—For 84 
years, the women have come first, 
|last and always for McCall’s. But 
beginning with the May issue, now 
|on newsstands, the magazine’s ed- 
itorial sights will be on family 
life, with men, women, and chil- 
‘dren getting an equal shake. 

Otis Wiese, editor and publisher, 
‘explains in an editorial that to- 
day’s “wider range of living” is 
being achieved by men, women 
and children “together.” 

“From this day forward,” he 
adds, ‘“‘McCall’s will be edited to 
meet the needs and excite the in- 
terest of all of you who are or wish 
to be partners in this way of life 
the life of McCall’s. And through 
exploring, interpreting and report- 
ing that life we shall do our very 
best to help you—as a family—to 
live it well.” 


= Advertisers are being told that 
this “broader editorial base will 
mean a wider appeal...a greatly 
‘increased readership potential. ..a 
multiplication of the market he can 
reach through McCall’s. Through 
this new editorial secope—McCall’s 
will stimulate interest in and use 
of a greater variety of products 
..-Will get more products used.” 

Mr. Wiese said the change would 
be reflected in all departments of 
the magazine, differing “from the 
| So-called ‘dual readership’ ap- 
proach of the weeklies, the shelter 
books and general magazines in 
that McCall’s will not publish ed- 
itorial material aimed at men as a 
/sex or women as a sex exclusively. 
Articles will be directed to an in- 
terest rather than a sex. A man 
will be interested to the degree 
‘that he shares the life of his fam- 
| ily.” 

McCall’s, which reported the 
| 12th largest revenue volume in the 
magazine field last year, when it 
took in $13,165,666—a gain of 3.7% 
‘over 1952’s $12,697.512—currently 
guarantees 4,400,000. 


Kennedy, Watson Join JWT 

William H. Kennedy Jr. and Tee 
V. Watson have joined the Chicago 
office of J. Walter Thompson Co. 
as time buyers for radio and tele- 
vision advertising. Mr. Kennedy 
formerly was with Brooke Smith 
French & Dorrance, Detroit, and 
Mr. Watson previously was a time 
buyer for Grant Advertising, Chi- 
cago. 


Two Join Product Services 

Si Lewis, formerly with WPIX, 
and Jeanne Fisher, previously 
with Home Dairy Products, have 
joined Product Services Inc., New 
York. Mr. Lewis heads up the 
radio and television department. 
Mrs. Fisher has been named direc- 
‘tor of the home economics depart- 
‘ment. 


Ad Council Names Brower 
Charles H. Brower, executive 
v.p. in charge of creative depart- 
ments at Batten, Barton, Durstine 
& Osborn, New York, has been 
named to the board of directors of 
the Advertising Council. He will 
serve on the board as a repre- 
sentative of advertising agencies. 


‘Newsweek’ Hikes Guarantee 

Newsweek’s European edition 
will increase its guarantee by 20%, 
to 30,000, and its advertising rates 
by the same percentage on July 
5th. B&w pages will go from $250 
to $300. 


Green Joins ‘Companion’ 

James O. Green iormerly with 
Willard Storage Battery Co., has 
joined the Cleveland sales staff of 
Woman’s Home Companion. 
Charles W. Grim has succeeded 
Charles H. Smith on the maga- 
zine’s Chicago sales staff. 
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2,000,000 men read TRUE, Ar 
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2rica’s largest selling 


man’s magazine. 2,000,000 good customers and TRUE. 
Here is where the man-product advertising emphasis 
should be. In TRUE, the first man’s magazine to be 
bought by more than 2,000,000 men! 


More and more advertisers are heading for TRUE. 
That’s why last year... 


TRUE was Ist among all magazines in pages of alco- 
holic beverages advertising gained... 


TRUE was 2nd among all magazines in the number 
of men’s shoe advertisers . 
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TRUE was 4th among all magazines in revenue gained 
from men’s apparel advertising... 


TRUE had the 5th largest gain in pages of automotive 
advertising ... 


TRUE was 5th in revenue gained through sporting 
goods advertising! 


Look over your advertising list for 1954 right now. 
Then buy TRUE, America’s Largest Selling Man's 
Magazine—delivering 2,000,000 men at only $3 per 
page per M, based on current guarantee of 1,750,000. 


Source: Publisher’s Information Bureau 
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U.S. Navy F9F-6 “Cougar” courtesy Grumman Aircraft Engineering Corp. 


AMERICA’S LARGEST SELLING MAN’S MAGAZINE 


TRUE 


- THE MAN’S MAGAZINE 


One of the Fawcett family... serving millions of America’s families 


67 WEST 44th STREET, NEW YORK 36, N. Y. 
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Vibrograt Names Gramercy Landon Named Sales Head WNBBB, Vending Machine Group Enlist Aid of 'seme™t that offers employment 
| 


Vibrograf Corp., New York, has Industrial Laboratories Publish- | aes fs eye when the real purpose is to sell 
named Gramercy Advertising Co., ing Co., Chicago, has appointed Newspap« rs to Halt ‘Dishonest’ Advertising | ™*°"in«. 
New York, to handle advertising in|Gardner F. (Joe) Landon sales : 7 ae 5. Does the advertisement offer 
the U. S. for its electronic watch manager of Industrial Science &| CHICAGO, Apr) 27—Unscrupulous; classified advertising to a greater|a franchise? If it does, the offer 
timing machine, which is produced | Engineering, a publication circu-|PTOmoters who ave been ensnar-| extent than display space. must be legitimate and not a fran- 
in Switzerland and is being in- lated to senior and graduate col-|!"8 the public 1 worthless vend- chise that was sold previously by 


troduced in the U. S. this spring.) lege students in engineering and 
A consumer merchandising pro- industrial sciences. Mr. Landon 
gram to help jewelers and watch- ‘formerly was New York district 
makers promote watch testing and | sales manager of Industrial Labo- 
repairs in their stores is planned. 


ratories. 


Better Be Bundscho 
Than Sorry 


(ony 
Here Type Can (Bi Serve You 
ay 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 + Chicago 1 


ing machine ve: ures (AA, Jan. 4) 
are about to bc deprived of their 
most potent \. apon—advertising 
space in daily r wspapers. 

With the ai of the Natidnal 
Automatic Me: ‘handising Assn., 
the National B. ter Business Bu- 
reau has issuec . bulletin contain- 
ing a code wh:. 1 will help news- 
paper admen st fraudulent copy 
which promote May try to insert 
in their papers. 

To simplify 1): police action, the 
NAMA is distriouting to newspa- 
pers a checklis: which will enable 
ad departments to analyze vend- 
ing machine copy quickly and ef- 
fectively. 

The Assn. of Newspaper Classi- 
fied Ad Manazers is expected to 
adopt the code and checklist at its 


® The checklist, adopted from the 
National Better Business Bureau 
code, includes the following ques- 
tions: 

1. Does the advertiser’s copy in- 
dicate in any way his affiliation 
with any distributing company or 
manufacturer? 

2. If the answer to the first 
question is “yes,” has the adver- 
tiser submitted evidence in writing 
from the distributing company or 
manufacturer authorizing him to 
insert this ad? 

3. If the advertisement refers to 
specific earnings from vending 
machines, is there proof these 
earnings are factual? 

4. Does the advertisement clear- 
ly state that it is an offer to sell 
vending machines? Some victims 


the same promotor. 

6. If the advertisement offers a 
franchise, does the copy clearly 
state the conditions of the fran- 
chise? 

7. If reference is made to loca- 
tions or routes, has the advertiser 
submitted proof that the locations 
have been secured on contract or 
are available for inspection? 

8. If advertised brand names are 
used in the copy, has the advertiser 
proof that the owner of the brand 
name has given permission for use 
of his name? 

9. If the advertiser claims or im-- 
plies sponsorship of civic, chari- 
table, religious or fraternal organi- 
zations, has he submitted proof of 
that sponsorship? 


June convention in New Orleans.) are duped into high-pressure inter- | Widespread rackets in connec- 
Vending machine promoters use| views through a classified adver-j| tion with the sale of vending ma- 
chines were uncovered by a Na- 
tional Better Business Bureau sur- 
vey conducted in Milwaukee, St. 
Louis and New York. 

Out of 700 complaints, the bu- 
reau found that 182 of the individ- 
uals had actually parchased vend- 
ing machines. Only nine persons, 
or less than 5%, reported making 
the profits promised by promoters, 
'and only 35 persons are still op- 
‘erating their machines. Individual 
| losses ranged up to $1,700. 

The survey disclosed that vic- 
tims bought machines from travel- 
drug and supermert outlets. ing independent distributors who 

conducted transactions in hotel 
rooms after making contact through 
classified advertising. The promot- 
ers used high-pressure tactics and 


AMERICA’S LEADING ADVERTISERS USE. ata ta 


3 . ss R The promoters, it was found, de- 
: e 


manded that the transactions be 
the moistureless, self-sticking adhesive © 


Versatile 

CLUB ALUMINUM 
die-cut stands on product 
or serves as individual 
handy sticker. 


WHITE ROCK trademark for 
walls, mirrors, coolers in liquor, 


Dazzling Mirro-Brite messages 
sell SCHLITZ from many “ex- 
tra” locations in dealer outlets. 


i 


closed immediately, gave worth- 
less guarantees and sold poor ma- 
chines at prices higher than those 
charged by legitimate vending ma- 
chine distributors. 


Got a Promotion Problem? 

|New Brochure Has Answer 

| Thirty-two promotion questions 
are answered by Chace Conley, 20 
E. 35th St., New York, public re- 
lations and publicity expert, in a 
new brochure called “Publicity and 
Its Relations to Selling,” to be 
published by Know-How Publish- 
ing Co., New York, oi May 1. 

The brochure, which will sell for 
$3.50, undertakes to explain how 
publicity complements an adver- 
|tising budget, and is “designed to 
serve the advertising, publicity and 
public relations expert as a client 
‘indoctrination manual.” 


FCC Won't Give Advance O. K. 


| The Federal Communications 
Commission has refused to assure 
Motion Pictures for Television Inc., 
New York, that its new formula 
for tv film shows complies with 
the Communications Act. The 
company said it proposes to offer 
‘films to stations free with the priv- 
ilege of selling commercials with 
‘the films. The FCC said past ex- 
perience shows it is inadvisable to 
give an advance ruling on legality 
/of a new plan. 


Goodman Gets New Package 
| A. Goodman & Sons, Long Is- 
land City, has begun distribution 
|of its macaroni, spaghetti and veg- 
,etable soup in new packaging. In 
full-color, the new packages were 
| designed and produced by Rossotti 
Lithograph Corp., North Bergen, 
IN. J. 


Ginzburg Joins ‘Look’ 

Ralph Ginzburg, formerly a 
copywriter with William H. Wein- 
traub & Co., has joined Look as 
circulation promotion manager. He 
succeeds Edgar Peck, who recently 
joined Grey Advertising. 


Multi-purpose price marker lets 
the retailer display his price 
in the most advantageous spot. 


CIVIC GROUP tells safety Novelty piece slides between 
story in Day-Glo on easy-to- packages, holds firmly to shelf 
see bumper strips. projects ot right angles for 2- 


: side display. 


Simple die-cut and slide-stick 
arrangement provides lifelike 
3-D can for shelf-strip display. 


PEEL and PRESS 
KLEEN-STIK STAYS! 


: Your printer can create advertising that 
3 sells for you! . . . successful point-of-sale 
pieces that dealers welcome use they 
stick without water. . . hold tight on any 
hard, smooth surface. ; 
Printed on a wide variety of paper, foil 
and acetate processed with KLEEN-”. 
STIK, re make complete, . self-con- 
tained displays that get up and stay up. 


serve as shelf strips, cash rey 
back-bar pieces and door d: 
r units, a KLEEN-ST §< 
corner (applied after p: 
hold up a window poster. 
printer or lithographer. 


Instruction or identification lo- 
bels in rolls are ideally suited 
for automatic label machine 
dispensing. 


KLEEN-STIK PRODUCTS, INC., 225 N. MICHIGAN AVE., CHICA’ 31, ILL. 
Pioneers in Pressure Sentitives for Advertising, Labeling 


HAVE YOU JOINED the P.O.P. 
Ideo-of-the-Month Club? If not, 
write for FREE MEMBERSHIP on ® 
‘yeor eoutpony letterhead. 


COLORFUL labels ride export 


KLEEN-STIK h- 4s this handy, 
pockages, double os boggage 
stickers, too. 


flocked chang» pad to wood 
or gloss-toppec -ounters. 


Advertiser exploits vertical 
edges of food store shelves 
with a simple slot-and-tab Pop- 
ovt—seen from both sides. 
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It isn’t often that a magazine pub- 
lishes ads about a competitor. How- 
ever... 

We at The American Home maga- 
zine salute Good Housekeeping for their 
impressive motivational study of the 
advertising impact made by eight mag- 
azines. As far as we know, this is the 
first time such a study has been made. 
If you haven’t seen it, we urge you to 
ask Good Housekeeping to show it to 
you. You'll find it well worth your 
while. 
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PARTNER, Alvin A. Bebrend, Bebrend Bros., Baltimore Ford 
Dealer. “As soon as it hits our desks every Monday morning, 
my partner and I study Automotive News’ columns of news, 
commentary, and advertising. No other publication touches 
it for authentic, last minute news necessary for decision mak- 
ing.” 
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SERVICE MANAGER, B. H. Crandall. “Most valuable publi- 
cation that reaches me. Automotive News’ compact, to-the- 
point editing makes it possible for a busy guy like me to get 
fast the important news and trends that affect my buying 
decisions.” 


PARTS MANAGER, Louis C. Weller, Jr. “Every issue of 
Automotive News is routed to me so that the purchases of 
the parts department can be made with an eye to what other 
dealers are doing.” 


Of Your 


Prime 


Prospects 


Who 
Never 
Miss an 
Issue of 


News | 


Automotive 


They can’t afford to miss the 
weekly news of the industry. 
It’s edited for them. They 
decide and buy from it. Your 
message to this ABC circu- 
lation of 41,000 (and reader- 
ship of over 120,000) gets in, 
gets read, gets action, Use it 
in ’54. Write for mote facts 
or contact one of our repre- 


sentatives. 


PS. 


YOU REAC 4 KEY 
CAR FAC’ ORY 
READERS, ‘OO! 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING ° 
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ork—Edward Kruspok, Advertising Manager, 51 £. 42nd $ 
—J. Goldstein, Western Manager, 360 N. Michigan Aj 
hes Angeles—R. H. Deibler, 2506 West Eighth Street, 0 


DETROIT 26, MICHIGAN 


, State 2-6 
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Advertising Age, May 3, 1954 


Survey of Chain Drug Operators Reveals 
Good Promotion Is Based on Flexibility 


HoLLtywoop, Fta., April 27— 
Chain drug stores buy to promote 
and sell. According to 77%.of all 
chains, their first consideration in 
buying any product is: Can it be 
promoted? Will it move? 

In evaluating new products, 67% 
of chain drug stores consider first 
the volume potential of a product. 
Evaluation of volume required 
varies by product classification. 

No promotional plan will fit all 
chains any more than one hat will 
fit everyone. If a manufacturer 
wants the most return for his pro- 
motional dollar, he should be mo- 
bile and flexible enough to take 
advantage of the promotional fa- 
cilities that work best for each 
chain. 

These are some of the highlights 
of an attitude survey made by Mc- 
Cann-Erickson among members of 
the National Assn. of Chain Drug 
Stores. The survey was presented 
here last week at the association’s 
annual convention by H. L. Grafer, 
the agency’s v.p. in charge of mar- 
keting (AA, April 26). 


# Nine points that will promote 
coordination by chain drug stores 
and manufacturers to assure great- 
er volume and profit were outlined 
by Mr. Grafer. Five of the points 
applied primarily to the manufac- 
turer, three to the chain, and one 
to both. 

In brief, these were: (1) Have 
better informed representatives; 
(2) time promotions more care- 
fully; (3) be more flexible in the 
purchase of general promotional 
facilities; (4) follow through with 
chain executives other than just 
the buyers on all promotions, and 
(5) make more use of the chain’s 
local marketing information. 

The chain should (1) do a better 
job of training sales personnel and 
of following up promotions at the 
store level; (2) not overload pro- 
motional calendars, and (3) inter- 
pret to manufacturers its tv and 
radio abilities more clearly. 

Both the manufacturer and the 
chain should make every attempt 
to evaluate all promotions as soon 
as possible. 


s “The chain drug store and the 
manufacturer have marketing tar- 
gets that are almost identical,” 
Mr. Grafer said. “Both are look- 
ing for more volume and profits. 
Coordinating the efforts of both 
toward that objective will assure 
better results than if each ap- 
proaches the problem independent- 
ly.” 

The survey found that in toi- 
letries, cosmetics and proprietaries, 
the chains regard promotional ma- 
terial as most important, cooper- 
ative advertising second and dis- 
play third. 

However, in departments such 
as candy, tobacco and sundries, 
display was voted most important, 
cooperative advertising a strong 
second, and promotion material 
third. 

The chains say that co-op news- 
paper advertising gives the manu- 
facturer one or more of the fol- 
lowing advantages: It can give the 
product prestige, give local flavor 
to a national product, tie the chain 


up closely with the manufacturer’s 
national advertising, spearhead a 
national campaign, infiuence other 
retailers in the market and give 
added stimulation to the effort at 
the point of sale. 


® The survey found that 96% of 
all drug chains have linage rates 
below the national rate. 

On co-op radio and tv, 76% of 
the chains report: that they have 
some trouble in selling their fa- 
cilities to manufacturers. Mr. Graf- 
er suggested that the chains need 
better methods of presentation of 
their co-op facilities to manufac- 
turers. 

Weakness of manufacturer’s pro- 
motional plans were listed by the 
chains as (1) insufficient advertis- 
ing support; (2) duplication, and 
(3) poor timing. By poor timing 
the chains mean “not enough time 
to mobilize facilities.” 

By duplication they mean that 
too many brands in the same prod- 
uct field are running promotions 
at the same time. 

Most chains need one to two 
months to do an adequate organi- 
zation job on a prumotion, and 
only a few believe three weeks is 
sufficient, the study shows. 


Pottery Co. to Gibbons-O'Neill 

Shenango Pottery Co. New 
Castle, Pa., maker of china dinner- 
ware, has appointed Gibbons-O’- 
Neill Inc., Cleveland, to handle 
advertising for its Castleton china, 
new Peter Terris line of oven-to- 
table china, Shenango commercial 
china and products of the Shenan- 
go refractories division. Consumer 
and trade publications will be 
used and a test newspaper cam- 
paign is being planned. 


Wells Succeeds Robinson 

John A. Wells, assistant adver- 
tising director of Sharp & Dohme 
division of Merck & Co., Philadel- 
phia, is temporarily assuming the 
duties of Paul B. Robinson, adver- 
tising director, who has resigned 
to take a position with Sudler & 
Hennessey Co., New York. 


Rabb Joins Alabama Flour 


Howard W. Rabb, formerly ad- 
vertising manager of Armour Fer- 
tilizer Works, a subsidiary of Ar- 
mour & Co., Atlanta, has been ap- 
pointed advertising manager of 


Alabama Flour Mills, Decatur, 
Ala. 
Wright Adds Fred Morris 


Fred Morris Inc., Santa Cruz, 
Cal., has appointed the San Jose 
office of Wright Advertising Agen- 
cy to handle advertising for its 
automatic water timer. 


Pearson Pharmacal to Lefton 
Pearson Pharmacal Co., New 
York, has named Al Faul Lefton 
Co., Philadelphia and New York, 
to handle advertising for Eye- 
Gene, an eye lotion. 
“ 
Miss Leonard Joins Compton 
Nellie-Mae Leonard, formerly 
with Benton & Bowles, has joined 
the publicity department of Comp- 
ton Advertising, New York. 


Have you heard 


about this 


traveling salesman 


in St. Louis? 
see page 78 
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VERYWOMAN 
NOW ABC 


Every advertising man familiar with chaotic conditions 


in the publishing field before establishment of rigid 


standards of circulation by the Audit Bureau of Circulations 


will appreciate this statement by EVERYWOMAN’S Magazine. 


Virtually all consumer magazines conform to A.B.C. 
standards because advertisers and advertising agen- 
cies universally rely upon its reports in evaluating 
media and buying space. The A.B.C. and its inval- 
uable contributions to accurate, reliable measure- 
ments of circulation has become such an accepted 
part of the publishing and advertising business that 
there is always the danger it will be taken too much 
for granted. 


An A.B.C. audit takes on unusual significance in 
the field of magazines sold exclusively through 
stores because of the employment of a special sys- 
tem which takes into consideration their unique 
method of distribution, as compared to that of 
conventional publications. Among store-distributed 
magazines, only these three—EVERYWOMAN’S, 
Family Circle,and Woman’s Day—provide this proof 
of sale to the consumer at the retail level. 


From its inception, in 1951, EVERYWOMAN’S 
was aware of its responsibility to provide an A.B.C. 
audit so advertisers could be fully assured that its 
swift growth in reader popularity represented solid, 
bona fide circulation. EVERYWOMAN’S estab- 
lished the policies and procedures necessary to 
conform with the strict rules of audited paid circu- 
lation. Advertisers can accept EVERYWOMAN’S 
circulation statements with complete confidence. 


Advertisers and their agents have set the standards of 
the A.B.C. Advertising associations have endorsed 
these standards. EVERYWOMAN’S has met these 
standards—uwith pride! 


rae Oe ae 4 


PUBLISHER 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO TORONTO 
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V7 PS sternally. minded Elks can afford 

\// 7 all that goes into pleasurable living — 

7 travel, sports, hobbies, entertainment. f 
Investigate this million-strong i 
male market where the family 1 income; 

in far above average... Z Z |. \ 
where the telling-selling cost is only” \" 
) $2. 25 per page per thousand. \. 


MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


Label Maker Be tins Drive 
to Prevent Dep ession 

Ever Ready | bel Corp., New 
York, is launchin a national non- 
partisan campai: : “to meet any 
recession and pre ‘ent any depres- 
sion.” Thousand of free labels 
bearing the sloga’ “Be Ever Ready 
to Buy! Be Ever Ready to Sell!” 
are being shippec ‘0 more than 500 
civic organizatio: ;, trade associa- 
tions, chambers © commerce, labor 
organizations an business firms. 

Free campaign abels and public 
relations advice ay be obtained 
by writing Ever | ‘ady Label Corp., 
117 E. 30th St., > w York. 


Heads NBP M. mbership Unit 

Robert M. Sm th, v.p., Medical 
Economics, Ruth rford, N. J., has 
been appointed hairman of the 
National Busine;s Publications’ 
membership co’ imittee. Other 
members of the group are B. P. 
Mast Sr., chairn in of the board, 
Conover-Mast |! \blications, New 
York; Preston J Beil, president, 
Variety Store Me: chandiser Publi- 
cations, New York; T. Richard 
Gascoine, president, Hayden Pub- 
lishing Co., New York; Ewing W. 
Graham, v.p., Putman Publishing 
Co., Chicago; and William A. Wil- 
son, president, Pit & Quarry Pub- 
lications, Chicago 


Christian Joins Chappell 

Warren Christian, formerly in 
public relations and cruise and 
travel service work, has joined 
Loyd B. Chappell, Los Angeles 
publishers’ representative, as a 
‘salesman. Also added to the staff 
\is Lois Dee, formerly with the 
| Wisconsin State Press. Mr. Chris- 
‘tian succeeds Don Houston, who 
‘has joined the Haire Publishing 
‘Co. office in Los Angeles. 


| KTH S HELPS 


ARKANSAS ,,. 
FARM BUREAU 


ro GROW 
AND GROW! 


Marvin Vines, KTHS Farm Service Director, interviews John 
Scott, State FFA winner in 1953 Dairy Efficiency Contest. 


On June 2, 1953, the Arkansas Farm Bureau Pe ee 
Federation and its affiliated service agencies PUbetAxsase 
started sponsoring the first radio advertis- Sn e400) poe 


ing campaign in its history, aimed primarily 
at securing new members. 


ss Meare’ 49,019 
ene 50,016 — Growth, 1.9% 
sale sal 55,718 — Growth, 10.2% 


In commending KTHS for its part in the 


Bureau’s growth, Mr. Waldo Fra: ‘er, Execu- 


Station KTHS was selected. Each morning 
at 6:05 a.m., our Farm Service Director, 
Marvin Vines, brings reliable market and 
weather reports to thousands of farm fam- 
ilies in every one of Arkansas’ 75 counties. 


Now notice how Farm Bureau membership 
grew in 1953, with just six months of KTHS 
sponsorship: 


“50, 600 Wakiek epee we Radic 


Reoraseated by The Branham 


PT % Ped 
pi Tein ies — sai a 
i : inte Si aR 


tive Secretary of the Federatio: 


Thanks, Mr. Frazier. We knew 
this way, when our 50,000-watt, 
house was “turned loose” to do a ob for you. 


writes: 


"We feel that this and other services of your Farm 
Service Department are making great -ontributions 
to the progress of agriculture in the 


hole State”. 


+ would be 
“BS power- 


Advertising Age, May 3, 1954 


Getting Personal 


Random notes from last week’s 36th annual Four A’s convention 
at the Greenbrier in White Sulphur Springs...Two golfers at the 
convention had every reason to be happy—but their reasons were 
somewhat different. Sture Nelson, president of Wm. B. Remington 
Inc., Springfield, Mass., won the Four A’s low gross competition 
with a neat 77; Clay Buckhout, ad director of Life, also played 
golf—but his biggest thrill at the convention came when he got a 
call from his 18-year-old daughter, who had just shot an eagle 2 on 
a 420-yard, par-4 hole at a course in Virginia. Clay couldn't have 
been more pleased if he’d done it himself... 

Add nice gestures at the convention: Fairfax Cone struck the fol- 
lowing lines from his stimulating talk—“When J. C. Leyendecker 
drew the Arrow shirt men—without benefit of butterflies or eye- 
patch.” Reason? He realized that David Ogilvy, inventor of the 
Hathaway eye-patch and new Four A’s member, was attending his 
first Four A’s convention...H. S. Gardner of Gardner Advertising, 
St. Louis, received warm applause when it was announced that he 
was attending his 35th Four A’s convention. Mr. Gardner, 83, 
missed one meeting—last year’s—because he was in the hospital. . 
Jack Cornelius of BBDO, Minneapolis, and his charming wife re- 
ceived “best wishes” from their many friends in the business. Jack, 
one of the most well-liked men in the agency field, will retire at 
year’s end... 


8 SINESS TRIP—Here’s Walter Weir (checked shirt, center), v.p. of Donahue & Coe, 
and his working staff at the Club Nautico in San Juan, Puerto Rico, after 
> trp oe oc the island during which pictures were taken for the 1954-55 campaign. 


New Yo: 


cf the Pur’ Rico Visitors Bureau. Seated, left to right, are Carroll Brooks, Louise 
Vanier, Ms aod Mrs. Weir, and Anne Horne. Back row: Michael Alexich of Hamilton 
\¢- 00. Organization, the photographer, Lee Bennett, and Jim Horne. 


Those sporty tattersall model vests with block M’s which were 
worn by Monsanto Chemical representatives at the packaging show 
in Atlantic City recently were designed by William Lang, Mon- 
santo’s advertising services manager... 

BBDO chairman Bruce Barton was among those taking part at 
the ceremonies unveiling a portrait of the late George Burton Hotch- 
kiss at New York University where the famed professor was on the 
faculty for more than 40 years... 

George Fries, retired general manager of the Cincinnati Times- 
Star, is beginning his 22nd term as president of the Cuvier Press 
Club, Cincinnati. He was unanimously elected at a meeting of the 
directors. . 

Arthur L. Riklin, account executive of KPRC-TV, Houston, was 
recently elected to two posts of honor in that city. At a meeting of 
the Houston chapter of the Reserve Officers Assn., he was named 
v.p. for Air Force affairs. Simultaneously, at the annual election 
of the Houston Junior Chamber of Commerce, he was named 2nd 
v.p. of that organization... 

James P. Wood, assistant to the director of research at Curtis 
Publishing Co., Philadelphia, and author of “Magazines in the 
United States,” has turned novelist. His book, “The Beckoning Hill,” 
has been published by Longmans, Green & Co... 

June 16 is Lippincott’s publication date for “King Size Murder,” 
first book by William Herber, formerly an account executive of 
W. L. Stensgaard Associates and now a partner of Associated Dis- 
play Services, Chicago... 

Nelson A. Demers, ad manager of the Press, Middletown, Conn., 
nationally known in the field of prestidigitation, participated in a 
magic show on WNHC-TV, New Haven, not long ago...TV writer- 
producer Roger: F. Moran, of Earle Ludgin & Co., Chicago, is off 
on a belated winter vacation with his wife Evelyn and the three 
oldest of their four children. After a week in Miami they are going 
on to San Juan, Puerto Rico, and then will visit friends in St. 
Thomas, Virgin Islands... 

Victor A. Sholis, v.p. of WHAS and WHAS-TY\V, is Louisville area 
chairman of the American-Korean Foundation’s fund campaign... 
Arthur E. Hall, general manager of the Chicago Daily News, has 
been named chairman of the commerce division of next fall’s Chi- 
cago Community Fund campaign... 

Robert Meyer, formerly a copywriter at Compton Advertising, 
New York, has had his second book on festivals published by Ives 
Washburn. Companion to the earlier “Festivals U.S.A.,” it’s called 
“Festivals, Europe,” and covers more than 600 festivals and cele- 
brations in 21 European countries. . 

Richard Zavon, former publicity director of WCPO-TV, Cincin- 
nati, was married recently to Beatrice Patterson in Greensboro, 
N. C., where he is now publicity and promotion director of CBX- 
TV...John Pattison Williams, executive v.p. of Air Trails Network, 
who has been a member of the advisory board of the Dayton Salva- 
tion Army for the past six years, has been reelected for a new two- 
year term... 


a 
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USE PORK AND BEANS AS A PROP! 


Iowa Farmers Do and Get 10 Percent Higher Prices 


Yes, sir... we're doing all right. Business 
is good. It looks good for the future. While 
the balance of the nation’s farmers are get- 
ting 90 per cent of parity for farm products, 
Iowa farmers are getting 100 per cent. 

Why is this? Hog and soybean prices. 

Give or take a few, 19 million Iowa pigs 
will go to market in ’54. Along the road to 
the butcher shop they’ll do away with about 
14 million, 100 pound bags of mixed protein 
feeds. In addition, per head, they’ll eat 250 
pounds of home-grown grain. 

Present pricing reflects the benefits of 
farm production, Iowa style. When one group 


of our products is missing the top of the mar- 
ket, another is knocking the top off it. 

And even though you hear little of Iowa 
farming except corn and hogs... better than 
30 different items helped earn Iowa’s 2 billion 
dollars-plus farm income in 1953. 

How are they going to do this year? Fine. 
Better than last. Hogs, corn and beef finish- 
ing will be big items. 

No, sir ... there are no farmers better off 
than those who read Wallaces’ Farmer and 
Iowa Homestead. And no better farmers 
either. 


Published by Wallaces’ Farmer and Iowa Homestead . . . . . Leading Farm Publication in Iowa . . . . . Des Moines, Iowa 


Nosey Editor “Fouls-Up™ 
No-Summer-Reading Concept! 


Who started this false idea of no-summer-readership? Probably someone who 
wanted more vacation time, and figured this was a good way to get it. 


We do know this is phony thinking. 
program and you water its effective- 
ness by 25 per cent. You can’t afford 
this sort of luxury. 

Behind the facts that refute this 
old-fashioned theory of summer print 
blindness are several years of sound 
readership studies. For some details— 
ten years. For others — fifteen. All 
chart figures are percentages. 

The complete results obtained by 
Editor D. R. Murphy through spring, 
summer and winter studies are inter- 
esting to us. Should be useful to you 
in stepping up summer sales activity. 

Consider these scores of Editor 
Murphy’s “Editorials” pages. 


SPR/NG SUMMEL WINTER 
80 + 80 
7) D ee ee +) 
60 /. 60 
dk yy _—_—~-—-- —_— $0 
0i—/ +— /—# 
30 Ev) 
20 MEW MEN —;, 2 
10 wo 10 


Look at the designed-for-dual-read- 
ership department, “Inside Stuff.” 


SPRING SUMMER WiTER 
60 60 
$0 fs 40 
03> [_—— | 40 
30 50 
20 A “women | 2 
/0 {74 


Apply it to an advertising and selling 


representative of the way Iowa farm 
families read for helpful information 
in Wallaces’ Farmer and Iowa Home- 
stead. 

“Cookery Corner,” too, rates the top 
with women readers. 


SP#/NG SUMMER WINTER 
lt hi ro a + 8O 
704— -—_——__—_ 79 
60 4 60 
s0+— $0 
30 30 
20 MEW _| 4 
/0 —T /0 

— 


And the men and women’s reading 
scores on “Workday Pointers.” 


SPRING SUMMER WINTER 
60 60 
$0 $0 
a go #0 
30 TA =a = 
207 MEN women {2 
/0 10 

And chatty female, “Country Air.” 
SPRING SUMMER WINTER 
604+—_———— 60 
50 - ff —+ 99 
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These are amazing figures when you 
compare them with misguided opin- 
ions. Even better, they are true, and 


For a more complete report, just 
ask us. You’ll see why W. F. and I. H. 
sells best for you, year-around, in 
“farm” Iowa. 


Special Paint Survey Available .. . 
made among 1,000 subscriber families. 
Pulled a 64.3 percent return with a 


common lead pencil. 78.4 percent of 
respondents plan to paint or redeco- 
rate inside the home. 65.8 percent plan 
to paint outside. 35 percent of outside 
painting will be done in August, 36 
percent will be done in September. 82 
percent outside will be done by far- 
mers themselves. Inside, the do-it- 
yourself percent is even greater. A 
three cent letter or a two cent card 
will bring the entire report .. . 12 
pages of it. 


* * * 


How To Talk Iowa: Webster defines 
“sty” as a pig pen. But if you hear “sty” 
used, and you think you’re in Iowa... 
better check your roadmap. 


Pus. 
SF. 3S. 1.9 18- 


a ” 


MINORITY REPORT: 


Sheep, lambs, and wool contributed $28,410,000 to Lowa's 


1952 farm income total. You hear little of this phase of lowa farming And it's a 
good example of diversified income source. 


..- and Centennial Souvenirs! 


To this, add auto races, sleek thoroughbreds (but no pari-mutuels), stock 
judging, hundreds of exhibits, and a half-million-plus paid attendance. Roughly, 


that’s the Iowa State Fair... 


Last week the point was made that 
reader preference studies mean little in 
deciding media to be used in an adver- 
tising campaign. Think about it: rate 
per page per thousand means a lot less, 
especially when it comes to buying real 
farm publications. 


* * 


Added Facts Service: The October 2 
issue of W. F. and I. H. will be studied 
for Split-Run and Readership data. 
In addition to checking “A” version 
against “B” you can find out about 
the folks reading your ads .. . how 
old they are, the size of their families, 
how many of what they raise, and 
other facts of valuable market in- 
formation. The October 16 issue will 
be Starched. 


because it does the best job for lowa farmers 


Iowa farmers’ best source of information is your 
best selling medium in this $2 billion farm mar- 
ket. Get the facts from ‘“InFARMation Please 
No. 2’, a study conducted by the Statistical 
Laboratory of Iowa State College. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, l|OWA 


DOES THE BEST JOB FOR YOU 


in session from August 28 to September 6, 1954. 


This year the Iowa State Fair cele- 
brates its Centennial! 

A good many farm folks make this a 
vacation. They come to the camp- 
ground and stay the whole fair. Pop 
gets to see the latest in machines and 
equipment. And look over the pens of 
prize animals. (His are better.) Mom 
sees old friends. And the kids have a 
big time too. 

We'll be at our usual heavy-traffic 
spot in the Varied Industries Building. 
With ice water and soft easy-chairs. 
As usual a lot of folks will tell us 
their families have been reading W. F. 
and I. H. for, well, as long as they can 
remember. 

Coming out? Pay us a visit. And if 
your company has an exhibit and they 
advertise in W. F. and J. H. to tell our 
310,000-plus subscribers about it, 
(most exhibitors do) have the exhibit 
well manned. They’ll meet a lot of 
nice folks and make sales too! 


Write for your 
copy now—on your 
letterhead, please. 
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‘Successful Farming’ Reader Survey Shows 
82% Improved Homes in the Last Three Years 


Des Mornes, April 27—A study)installed by 22% of the families in 
of readers of Successful Farming the last three years. One per cent 
reports that 82% have remodeled bought garbage disposal units for 
or repaired their homes in the last| their kitchens and the same num- 
three years, and another 47% plan | ber purchased dishwashers. 
to take similar action within the} New heating systems were in- 
next 12 months. stalled by 23% of the families in 

Conducted by the research divi-| the last three years. Of these new 
sion of Meredith Publishing Co., units, 49% were operated with 
the study shows that 29% of the fuel oil. 

707 families questioned built new. 


Can Makers Nc me Conant 

Conant & Co. New York, has 
been appointed o handle public 
relations and pu’ licity for Nation- 
al Can Opener \\ eek, May 2-8, on 
behalf of the Can Manufacturers 
Institute. 


Stover Joins Re 1ch, Yates 
Chester A. Sto. er, formerly with 
Dancer-Fitzgeral.-Sample, has 
joined Reach, Yates & Mattoon, 
New York, as cc9y supervisor. 


Williams to True Story 

George W. Williams Jr., former- 
ly sales director of De Both Fea- 
tures, publisher of “Jessie’s Note- 
book,” has joined the eastern sales 
staff of True Story Women’s 
Group, New York. 


Sedita Rejoins ‘Look’ 

Tom Sedita, formerly with Tem- 
po, has rejoined Look, New York, 
as a member of the promotion de- 
partment. 


Advertising Age, May 3, 1954 


Cunningham Joins Agency 

John T. Cunningham, formerly 
with Fulton Bag & Cotton Mills, 
has joined the public relations and 
publicity department of Anderson 
& Cairns, New York. —~ 


WDAY Names Burn S. M. 
WDAY, Fargo, N. D., has ap- 
pointed Bill Burn sales manager. 
Mr. Burn succeeds Tom Barnes, 
who will continue as manager and 


sales manager of WDAY-TV. 


buildings in the last three years| 
and that another 9% plan to build | 
one or more new structures within | 
the next year. Four per cent of) 
this group built homes in the last 
three years and a similar percent- 
age plans to construct new dwell- 
ings within the next year. 

The “do-it-yourself” trend 
among farm families is indicated 
by the fact that 69% of the repair 
and remodeling projects were con- 
ducted in whole or in part by fam- 
ily members. 


= The importance of home enter- 
tainment to these families is shown 
by their purchases during the last 
three years of radios (36%), tel- 
‘avision sets (36%), and pianos, 

%. 

According to the study, appli- 
ance sales to respondent families 
during the last three years in- 
cluded ranges, 34%; refrigerators, 
26%; freezers, 24%; small electric 
kitchen appliances, 61%; washers, 
30%; electric sewing machines, 
18%; vacuum cleaners, 27%; room 
air conditioners, 1%, and garden 
tractors, 6%. 

In addition, furniture purchases 
were made by 47% of the re- 
spondents for their living rooms, 
16% bought for dining rooms and 
31% bought for bedrooms. 

The survey disclosed that 95% 
of the families had electricity in 
March, 1953, with 5% having their 
homes wired in the last three years. 
A total of 15% installed new light 
fixtures, 14% installed new elec- 
trical wiring and 10% installed 
new fluorescent lights. 


s A total of 62% of the respond- 
ents had a pressure water system 
in March, 1953, with 12% installing 
such devices in the last three 
years. Of the new water heaters 
purchased, 57% were electric and 
27% gas. 

New bathroom equipment was 


anyone can do 


Hand-Lettering 


with a 


VARIGRAPH 


LETTERING INSTRUMENT 


LA 


All the “‘heads'' and sample 


Sans.go, Since * 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 155 
VARiIGRAPH CO., INC. 
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Advertising Age, May 3, 1954 


Electromotive Boosts Durbin 


W. P. Durbin has been promoted 
to advertising manager of the 
Electromotive division of General 
Motors, LaGrange, Ill. He has been 
assistant advertising manager 
since 1950. 


General Truck Names Agency 

General Truck & Engine Co., 
San Diego, has appointed Dan 
Lawrence Co., San Diego, to handle 
advertising and public relations. 


Brady Joins Harry B. Cohen 

Francis X. Brady, formerly with 
Ward Wheelock Co., has joined 
Harry B. Cohen Advertising, New 
York, as director of marketing and 
research. 


Harvey Turnure to Sterling 
Harvey A. Turnure, New York 
Chrysler dealer, has named Ster- 
ling Advertising Agency, New 
York, to handle its advertising and 
promotion. ‘ 


NBC Film Names Steibel Bailey Kitchen to Gardner 


Warren Steibel, previously a| Mildred Bailey Kitchen, Boston, 
merchandising plan writer for) has appointed Donald W. Gardner 
Young & Rubicam, has been named Advertising, Boston, to handle its 
assistant manager of advertising advertising. Newspapers, maga- 
and promotion for the NBC film zines and radio will be used. 
division, New York. | 


Perfecto Cleaners to Brennan 
Ruth Bromberg to Gilbert | Perfecto Cleaners, Houston, has 
Ruth Bromberg, formerly with appointed Brennan Advertising 
Sears, Roebuck & Co., has joined | Agency, Houston, to handle its ra- 
the copy staff of Gilbert Advertis-| dio advertising and sales promo- 
ing, New York. tion program. 
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Agency Head Smith 
Joins Spector as 


Creative Director 


New York, April 27—Ned C. 
Smith, president of Smith, Hagel 
& Snyder, has rejoined Raymond 
Spector Co. as chief of the agen- 
cy’s creative activities. He was 
with the Spector agency from 1945 
to 1947 as v.p. in charge of crea- 
tive activities. 

In rejoining the Spector organi- 
zation, Mr. Smith emphasized that 
he had done so because of a very 
flattering offer from Mr. Spector 
and because of the opportunities 
involved. 

The fact that SH&S has been 
embarrassed financially because of 
commitments to media made on 
behalf of the Garden Guild of 
America, when it was a client of 
the agency, and which have still 
to be settled (AA, March 1, et. 
seq.), Mr. Smith said, had nothing 
to do with his leaving SH&S. 

“Trrespective of those circum- 
stances,” he told AA, “I would 
have accepted Raymond Spector’s 
offer.” 


= He said that his withdrawal 
from SH&S would be a heip rather 
than a hindrance and that he was 
disposing of his stock within the 
agency. The accounts he had serv- 
iced have agreed to continue with 
SH&S, he added. 

The situation with respect to the 
Garden Guild remains substan- 
tially unchanged with a creditors’ 
committee, headed by Fred S. 
Fischer, credit manager of Colum- 
bia Broadcasting System, holding 
the bag open for the Guild’s in- 


stalments on its debt. 


‘Gannett Co. Buys Capital 


Stock of McKinney & Son 

Gannett Co. has purchased the 
capital stock of J. P. McKinney & 
Son, New York newspaper repre- 
sentative, from the estate of the 
late Raymond P. McKinney, his 
two daughters, and George J. Al- 
lan. 

Under the new arrangement it 
will be J. P. McKinney & Son Inc., 
with Frank Trip as president, Mr. 
Allan as v.p. in charge of the New 
York office and Charles D. Buddle 
as v.p. in charge of the Chicago of- 
fice. The company will represent 
only those newspapers in the Gan- 
nett group. 


DAY-GLO 

PLUS COLORS mean 
PLUS PROFITS 
for YOU! 


@ DAY-GLO Daylight 
Fluorescent Colors give 
all your promotion the 
plus color values that 
mean plus profits fer you. 


SWITZER BROS. Inc 


First Name in Fivorescent Colors 
4732 St. Clair Avenue 
_ Cleveland 3, Ohio 
Pps: in Canada: : 

STANDARD SALES COMPANY | 
4097 Madison Avenve 7% 
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Advertising offices, 

30 Rockefeller Plaza, New York 
20, N.Y. Other advertising offices 
in Boston, Philadelphia, 
Cleveland, Detroit, Chicago, 

St. Louis, San Francisco, 

and Washington. 
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Americas Class News Magazine 
FIRST IN ITS FIELD 
IN MEDIA PROMOTION 


ADVERTISING 


The men charged with the responsibility of buying space for America’s 

leading magazines, newspapers, radio and TV stations and advertising agencies 
make it a very special point to study, and to know, media and markets. 
Because they build up their own sales and profits only through their ability 

to build up sales and profits for others, they have to know where today’s 
advertising dollar gets most effective, resultful coverage. 

It’s significant that these men place more of their own advertising in 
““U.S.NEWS & WORLD REPORT” than in any other magazine in the field. You don’t 
have to dig far to find why. “‘U.s.NEWS & WORLD REPORT” concentrates on 
the essential, pocketbook news. It just naturally attracts the get-out-and- 
get-things-done type of executive—the man who initiates the idea, the man 
who okays it, the man who eventually places the order. In some organizations, 
that’s one man; in others, it’s ten or a hundred or more. By its unique 
reporting of the news that affects important business plans and personal 
decisions, ““U.S.NEWS & WORLD REPORT” has primary appeal to all of them. 


RKET BUILDERS 


In poll after poll of America’s business and industrial executives, 
““U.S.NEWS & WORLD REPORT” comes out first as the most useful magazine in 
its field, the magazine in which they place the most confidence. 

If you’re intent on building a bigger and more active market for your 
goods or services this year, you'll find “‘U.s.NEWS & WORLD REPORT” your most 
effective way to cover the people with the important jobs in business, 
industry, government and the professions, who can spark the interest you’re 
looking for. That applies to their buying power as consumers too. 

Some 80% of our subscriptions go home, where the family income averages 
$14,503, and where seven out of ten of the wives are also readers. 


MEDIA ADVERTISERS IN “U.S.NEWS & WORLD REPORT” (\agazines, Newspapers, Radio and TV Stations) 


1953 ADVERTISERS: Curtis Publishing Co. The Reporter AND THESE NEW ADVERTISERS 
Atlantic Monthly ee Journal of Commerce of N.Y, | !N 1998 (to May 7th): 
c aliiitionn Dodge Construction Reports iiadteiee Wachiaadien ial 
apper Publications, Inc. ae . iplinger Washington Letters Crosley Broadcasting Corp. 
capeeire FARMER Institutions Magazine y 8 Lorp 


MICHIGAN FARMER Dow-Jones & Co., Inc. Meredith Publishing Co. Crowell-Collier Publishing Co. 
OHIO FARMER BARRON'S BETTER HOMES & GARDENS WOMAN’S HOME COMPANION 


PENNSYLVANIA FARMER Farm Journal, Inc. National Broadcasting Co. 


Macfadden Publications, Inc. 
Crowell-Collier Publishing Co. FARM JOURNAL sis 
AMERICAN MAGAZINE TOWN JOURNAL Wall Street Journal TRUE STORY WOMEN’S GROUP 


COLLIER’S Forbes Magazine Woman’s Day Seattle Times 


ITHAN 675,000 NET PAID CIRCULATION 


|NOT DUPLICATED BY ANY OTHER MAGAZINE IN THE FIELD 
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Favored by Central Location 


Favored by central location, Kansas City is the capital of the 
country's greatest agricultural area. It enjoys immediate access by 
rail, air, water and highway to a vast inland empire, rich not only 
in agricultural output, but in industrial production—factors 

that insure continuing growth and prosperity. 


Amazing Population Growth 


The Kansas City Metropolitan Area ranks 8th in America with 

an estimated population exceeding 867,000—a gain of more than 
50,000 since the 1950 census. 268,500 families reside in the Kansas 
City Metropolitan Area. Kansas City is headed for 

ONE MILLION FASTI 


High Degree of Self-Sufficiency 


Kansas City has a self-contained and highly diversified economy, 
contributing to permanence and dependability of buying power. 
Wheat, tobacco, potatoes, livestock, corn, cotton, oil, coal and 
minerals combine to provide stable, year-in-year-out income. 


Outstanding Buying Power 


Eighteenth in population, the Kansas City Metropolitan Area is 
15th in retail sales ($1,209,883,000), | Ith in wholesale sales 
($3,805,882,000), 9th in bank clearings ($18,446,675,265), 10th in 
retail drug sales ($61,097,000), I5th in automotive sales 
($208,043,000)—quality of market 20% above national average. 


Mammoth Retail Outlet 


In Kansas City there are more than 8,000 retail stores with sales 
totaling over a billion dollars annually. 50,000 persons are 
employed in retail business with annual payroll of 150 million dollar: 
Kansas City retail trade has increased 246% over a 10-year 
period. Distribution in the Kansas City market is quickly attainable 
Four grocery organizations do 64% of the dollar volume— 

three drug chains 65%. 


A City Offering Every Basic Test City Qualification ! = as = 3 


Vast Wholesale Area 


Kansas City's wholesale business exceeds three billion dollars 


annually—indication of the extensive area which considers Kansas 


City its buying center. Transportation and. wholesaling go hand 
in hand. Kansas City excels in both. 


A Home-Based Economy 


59% of Kansas City homes are owner occupied—75% of its 
families live in single, detached houses. Average income per 


household is $5,763—total consumer spendable income exceeds one 


and a half billion dollars annually. 


Gigantic Transportation Network 


Kansas City is served by 12 major trunk line railroads, 6 airlines, 
14 bus lines and 147 truck lines. By rail, 160 daily passenger 

units and 257 freight movements serve the community. Air 
traffic exceeds 850,000 passengers annually. Total freight 
tonnage, rail and truck, in and out of Kansas City, has increased 
46% in ten years. 


4-County Coverage! 
THE KANSAS CITY STAR 


blankets the 4-county Kansas City metro- 
politan area, including four major urban com- 
-munities—Kansas City, Mo., Kansas City, Kan., 
Independence, Mo., and North Kansas City, Mo. 


THE KANSAS CITY STAR 


Morning—344,012 Eveni 1g—352,295 Sunday—372,118 
1729 Grand Ave. 202° S. State St. 15 €. 40th St. 
KANSAS CITY evn 1200 CHICAGO WEbster 9-0532 NEW YORK tad Hill 3-6161 
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Available Market Data Section 


dvertising Age ; 


Census Director 
Sees Population 
Rise Continuing - 


Reviews Bureau’s Work 
in Areas of Major Value 
to U. S. Business Men 


By Robert W. Burgess 
Director, Bureau of the Census 
The population of the United 

States now exceeds 162,000,000 in- 
cluding members of the armed 
forces overseas. 

Most of the food these millions 
consume, the 
clothes they wear 
and the other 
goods they use 
are produced on 
over five million 
farms and _ in 
nearly a third of 
a million man- 
ufacturing estab- 
lishments. Im- 
ports from for- 
eign lands supply 
other needs. 

These articles are distributed to 
them through more than 275,- 
000 wholesale establishments and 
about 1,850,000 retail stores. More 
than 700,000 service businesses 
meet this population’s demands for 
haircuts and hair-dos, laundry and 
drycleaning, repair of automobiles 
and clocks and television sets, ho- 
tel rooms and theater perform- 


Robert W. Burgess 


THE NATIONAL NEWSPAPER OF MARKETING | 


The list of 
Available Market Data 
begins on Page 42 
and goes to Page 130. 


Use the coupons 


for requesting data. 


ances, etc., the long list of services 
which Americans buy. 

Not long ago, the 50 millionth 
telephone was installed and more 


= than 50 million motor vehicles of 


'all kinds are licensed to provide 
|private and public transportation 
| for people and things. More than 60 
|million Americans are working at 
| jobs or in their own businesses or 
farms and other millions have in- 
come from dividends, rents, pen- 
sions and other sources. 


= In the last four years, the U. S. 
population has increased by nearly 
11 millions, a figure equivalent to 
the total population of Pennsylva- 
nia. If this rate is maintained 
during the remaining years of the 
present decade, the 1960 census 
will account for a population of 
well in excess of 175 millions. 
During 1953, the country’s popula- 
tion increased by an estimated 2,- 


(Continued on Page 37) 


Seventh Annual Listing of Available 


Market Data Offered to ‘AA’ Readers 


Over 1,300 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its seventh annual 
descriptive list of the available 
market data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, 
to simplify the problem of obtain- 
ing desired information. 


= Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed in 
these pages are desired. ADVERTIS- 
ING AGE will undertake to forward 
all requests for data to the pub- 
lishers of each piece. Fulfilment of 
these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to handle all reasonable requests, 


| within the limitations of supply or 
‘other conditions which cannot be 
| foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 


money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data_when he forwards the re- 
quested data to the inquirer. 


# For ease of reference, the com- 
pilation is presented in seven sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 

3. Regional and Local Markets, 
which embraces data covering a 
particular region or locality. 

4. Distribution Markets, which 
covers data relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 

(Continued on Page 36) 
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10% Increase in Living Standards 
Could Balance Budget, Reduce Tax 


charge is made, do not send any | 


Johnson Scoffs at Pessimism; Says Purchasing Power, 
Productive Capacity Can Support 10% Rise in Sales 


By Arno H. Johnson 
Vice-President and Director of Research, 
J. Walter Thompson Co., New York 


There is magic in consumption— 
a magic that can be released for 
the good of all of us by aggressive 
selling and advertising. 

As our American economy 
stands today a relatively small in- 
crease in consumer purchases of 
goods and services would have the 
truly magical effect of making pos- 
sible a balanced federal budget, a 
further lowering of tax rates and, 
at the same time, could supply the 
revenue for the kind of a strong 
defense we need. And both the 
purchasing power and the produc- 
tive ability exist for more than the 


|lead to new levels of prosperity. 
|But the attainment of new levels 
of prosperity will depend largely 
on our recognition that expanding 
consumption through mass move- 
ments to better living standards is 
the key to keeping our production 
and employment high—and is the 
key also to a strong defense and a 
balanced budget. 


= This is a challenge to marketing 
because the change from a produc- 
tion economy, heavily influenced 
by government, to a consumption 
/economy of individual enterprise, 


‘and on industrial markets through 
stimulating needs for further im- 
provement in productive facilities. 
_ An increase, for example, of 
only 10% in total consumer pur- 
chases of goods and services fn 
1954-55 from the level of $230 bil- 
lion in 1953 would so broaden the 
various bases for taxes that we 
could balance the federal budget 
—even provide a surplus from the 
'$75 billion such a level of busi- 
ness would yield after eliminating 
excess profits taxes, and reducing 
personal tax rates by 10% and 
reducing corporate profit tax rates 
|from 52% to 47%. This would still 
provide $50 billion for the contin- 
‘ued strong defense we need. (See 
chart 1.) 


\@ Present trends in productivity 
/point to a 1954-55 level of $387 bil- 
\lion-of total production or an in- 


10% increase needed in our stand-/| places the burden on selling, on |crease of 5% over the level of 
ard of living in 1954-55 to accom- | finding needs and creating desires $367.2 billion reached in 1953—a 


plish this. 


The present opportunity for sell- | 


ing and advertising to demonstrate 
their vital importance to our econ- 
omy is well illustrated by the per- 
sonal income figures for the first | 
two months of 1954. In January | 
and February of 1954 consumer in- | 
comes after taxes were well above 
the same period of 1953, but con- 
sumer purchases were down. The 
indicated gap between ability to 
buy versus actual buying jumped 
about $30 billion annual rate. That 
was enough for more than a 10% 
increase in our level of sales. 
January-February 
(Annual Rate—Billions) 
1953 1954 

(est.) 
$283.3 

32.8 


250.5 


Personal income .. $280.8 
Personal taxes ... 36.2 


Income after taxes 244.6 
Personal consumption 
expenditures 227.6 
Indicated gap be- 
tween income after 
taxes versus expen- 
$ 17.0 $ 30.0 


142% Increase in Buying 
Could Offset Defense Cuts 

Much of the pessimism for 1954 
is predicated on expected cutbacks 
in federal cash expenditures for 
defense. It is not generally realized 
that it would take an increase of 
only 1%% in the consumer stand- 
ard of living to offset this decline 
in 1954. Federal cash outlays in 
1953 were $76.5 billion and for 1954 
are expected to be about $73 billion 
—a drop of $3.5 billion. Consumer 
purchases, at the 1953 level of $230 
billion, would need to be increased 
only 1%% to offset this much of 
a drop. Just a 5% increase in living 
standards could offset more than 
a $10 billion cut in defense expen- 
ditures—a far deeper cut than is 
now contemplated. 

We do not need to have any sus- 
tained downswing in our economy 
just because defense needs are less 
or because inflation pressures have 


220.5 


Arno Johnson, whose estimates of the 
accurate during the postwar years. The 


and on improving products or de- 
veloping new products to meet 
these needs and potential desires. 

But there is immediate oppor- 
tunity for a far greater increase 
in consumer demand than the 
amount needed to offset defense 
cuts. 


10% Increase in Sales 
Possible in 1954-55 


Instead of any further down- 
trend in our economy, an analysis 
of our present productive ability 
and consumer purchasing power 
points to just the opposite—to an 
opportunity for a 10% increase in 
sales of consumer goods and serv- 
ices and thus in our standard of 
living within the immediate future 
of 1954-55. And this 10% increase 
in consumer demand for goods and 
services could have a truly magi- 
cal effect on government finances 


TELLS THE SCORE—For the seventh consecutive year, Advertising Age leads off 
its annual market data issue with an analysis of the current economic situation by 


economic outlook have been remarkably 
picture is from Business Week, which re- 


cently devoted a special article to Mr. Johnson’s prognostications. 


growth of about $10 billion per 
year. 

In the 24 years from 1929 to 1953 
our total production, in terms of 
1953 constant dollars, grew from 
$175.9 billion in the “boom” year 
1929 to $367.2 billion in 1953 or 
an average increase of $8 billion 
per year. In the seven years since 
the end of World War II, produc- 
tion has grown from $283.4 billion 
in 1946 to $367.2 billion in 1953 or 
|an average addition of $12 billion 
per year. 
| The growth to $387 billion by 
| 1955, therefore, which would seem 
ito be a minimum expectation in 
line with our past increases in 
|productivity, would mean about 
$276 billion of disposable personal 
‘income after taxes—enough to in- 
crease consumption by over 10% 
jabove the 1953 average level of 
$230 billion up to $256 billion and 


abated—these are favorable rather | and lowered tax rates; on our abil- | still allow a high level of over $20 
than unfavorable factors and can ity to provide a strong defense; |billion in personal savings (over 
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CHART I 
A 10% INCREASE IN STANDARD OF LIVING IN 1954-55 


Guld: Balance The Federal 


Cut Personal Income Tox 
Drop Excess Profits Taxes 
Cut Corporate Tax Rate 10 41% From 52% 


10% 


CHART Il 


INCOME DISTRIBUTION OF CONSUMER 
SPENDING UNITS IN THE U.S. 


There were 6 times « many 


ing units with 


Advertising Age, May 3, 1954 


CHART III 


CONSUMER DEBT IS IN STRONG HANDS 


57%. owed by the Top 26%- Those with Incomes Over $5000 who 
received 53% of Total Income and Held 57% of Assets in 1953 


TOTAL SPENDING TOTAL YEARLY 


and wid Provide — For o— — incomes over +3000 in 954 as were in 194] —eneone a = hlUS 
ane sme. - "prone Tas bt 13% 13% "| Se 
$3870 0 (3a) 55,000,000 LOW \ / 
ie, 1367.2 BiLL:ON 5 200,000 SPENDING UNITS INCOME | 25% | / " f 
PRODUCT ees ~ so | “SR oS 5500000] UNDER UNDER #2000 / g 
LLION 51.8 §U STRONG DEFENSE f 890,000 10.0% $1000 / MIDDLE 
(48.9 
DEFENSE = 131.0 a | "on 7150000 | 100010 Y | ain 30% 31% 36% | INCOME 
ownentsas | +28. ce srewone units «|| 201000 anf SOOO 12000 - "S000 
PRIVATE 52.4 a /}— —" ‘cer 
(NvENTORY +57 . j 
INVESTMENT UNDER 13.311,000 "540.000 | Ox $3,000 
$ 33.9% | 18.0% 
| — - 
[ 17,600,000 | +300010 tera i 
| . INCOME | 49% 
1229.8 (2560 | tile Meee 
anne 1218.1 1000 10 ——‘| 11,967,000 17490000 +2,000- #5000 / 
CONSUMPTION Yio HIGHER STANDARD $2,000 30.5% 33.0% / 
OF LIVING . H 
12,000 10 8 306,000 —_— I UPPER 
13000 211% | ood Bib ) | $32] | S12] | Sot | | 57% | INCOME 
1/,130.000 5000 
$3000 10 15,000 | 4.139.000 210% OVER #5000 
mc hy aes $313.0 uP 10% OVER +5000 _[ ieee —team 
ae “ne aa [a 1941 » 1952(Feb) 1954 (Feb) = ai 
LAST 4 YEAR AVERAGE 
—a we %3 ne rena on meow come ‘1,500 3,200 OVER 15000 
PERSONAL a B : 327 33.0 AFTER JO%CUT IN RATE TOVAL WITH (COME 5,703,000 28,620,000 34,650,000 
cme UABLITY + ia me GAT 10 47% OF PROFITS OVER 13000 (145%) (54.0%) (63.0%) 
roma. Feo revenue 468.8 474.1 475.0 


Expenditure Fiscal Year June 30, 1954 Budgeted at 472.1 Billion 


five times the level of personal about $28 billion before it reached |drive the family car to work reg- | Opportunity for Selling 
the 1940 relationship to discretion- ularly every working day and park Corporate Stocks 


savings of $3.7 billion in prewar 


54 From 


Source \94) From Family Spending and Saving in Wartime US Dept of Labor Bulletin #822, Page 68 
9 Federal Reserve Bulletin in March la tge TI Consumer Finances, Showing 
Distribution of Spending Units in the first Quarter of 


based on 1953 incomes 


1940 and well over the 1953 rate ary spending power of consumers. it away from home all day so that | 


of $18 billion). (See chart 1.) 


Income Growth Is Key 
to Expanded Markets 

Early in 1954 there were six 
times as many families (consumer 
spending units) with incomes over 
$3,000 as there were in 1941. The 
34.7 million with incomes over $3,- 
000 represented 63% of the 55 mil- 
lion total, whereas in 1941 the 5.7 
million represented only 141% %of 
the 39.3 million total. (See chart 
2.) 

Even in the last two years, since 
1952, we have added about two 
million consumer sending units 
and the number with incomes over 
$5,000 has grown by nearly six 
million to 31% of the total. That 
is eleven times as many as had 
over $5,000 income in 1941. 


Discretionary spending power, 
which reached a level of $136 bil- 
lion in January 1954, was over five 
times as great as the $26.5 billion 
in 1940. That is the surplus spend- 
ing power over and above what 
would be required to supply a per 
capita standard of living for basic 
necessities of food, clothing, and 
shelter equivalent to the 1940 ac- 
tual standard of living after taking 
into account present prices. 


Consumer Debt Could Be 
Increased Without Danger 
Total consumer debt is in strong 
hands. In 1953 those with incomes 
over $5,000 owed 57% of this debt 
but held also 56% of the liquid 


assets and represented 53% of cur-| 


rent income. The middle income 
group of $2,000-$3,000 with 41% 
of current income owed 36% of 
the consumer debt and held 31% 
of liquid assets. The low income 
group, under $2,000, owed only 
7% of the consumer debt but had 
13% of liquid assets. (See chart 3.) 

This total consumer debt, which 
includes home mortgages as well 
as short term credit, could expand 
one-third before reaching the con- 
servative 1940 relationships to dis- 
posable income or accumulated 
savings. 

In particular, the short term 
consumer credit—instalment sales, 
charge accounts, etc.—could ex- 
pand substantially and add to our 


current ability to improve the changed living conditions. 
standard of living. A measure of 


‘The present level of consumer 
‘credit is three times the $8 billion | 
‘level of 1940 but consumer discre- | 
‘tionary spending power has in-| 
‘creased more than five-fold. 


That Saturation Bugaboo 

In the consumer durable goods 
market we have for years been 
warned of saturdtion. We were 
told, in 1949, that we had caught 
up entirely with the “deferred de- 
mand” of the war shortages, yet, 
during the last four years (1950- 
1953) consumers averaged $29.4 
billion per year in purchases of 
durable goods at 1953 prices. This 
was twite the prewar level of 
$15.2 billion (4-year average 1938- 
1941 converted to constant 1953 
prices for comparison). 

Passenger automobiles have 
been the prize example of a “sat- 
urated” market since the early 
’20s and now, again, we are “sat- 
urated.” Yet market analysis will 
show that with intelligent selling 
and recognition of real needs there 
can be an annual market for over 
six million new cars for many 
years to come. 


® In 1953 only 60% of the 54 mil- 
lion consumer’ spending’ units 
owned an automobile. That means 
there are about 22 million without 
a car. Income alone is not the re- 
tarding factor, since even at such 
low income levels as the $1,000 to 
$2,000 group some 36% manage to 
own a car. (See chart 4.) If only 
5% a year of these 22 million non- 
‘owning families were sold a car 
this would mean a net addition of 
over one million cars a year. 

The number of consumer spend- 
ing units is growing at the rate of 
approximately one million per 
year. Even at the present average 
\of 60% ownership this represents 
'a net addition of over 600,000 cars 
|per year. The replacement mar- 
ket (scrapped cars) should repre- 
isent 3% million cars per year. 
‘Some 27% of passenger cars in 
/use are over 13 years old. 

But the most important market, 
'where a real need exists, has re- 
‘mained almost untapped. This is 
‘the need for a second car in mil- 
‘lions of homes as the result of 


it is unavailable to any other mem- | 
ber of the family. In over 10 mil- | 
lion of these homes another qual-_ 
ified driver is left home without 


a car. This means that in at least | 
10 million homes of regularly em- | 
ployed workers the housewife is | 


left at home immobilized when the | 
husband takes the car to work. | 


She probably is not fully aware | 
yet of how this handicaps her life 
and hence does not voluntarily go 
to the auto dealer’s showroom 
seeking a car. Yet the real need 
and the purchasing power exist, 
side by side, ready to be con- 
verted by intelligent and aggres- 
sive selling effort in a new or used 
car sale. 

This need is becoming more ur- 
gent in millions of families with 
the trend,toward suburban living, 
shopping centers, larger families, 
higher education level, higher in- 
come, and toward leisure time for 
the housewife as a result of home 
appliances. Intelligent and aggres- 
sive selling should be able to con- 
vert at least 10% of these pros- 
pects into customers annually— 
another annual market for over 
one million cars additional. 


s Thus the annual minimum po- 
tential new car market totals over 
six million cars as follows: 

3.5 million replacement 

1.0 million additional from non- 

owners 

0.6 million additional from new 

family formations 

1.0 million additional from new 

two car fam)lies 

6.1 million total 

And the realization of this added 
growth in numer of passenger 
cars will continue to expand the 
market for gas: 'ine and oil, for 
maintenance an: repairs, and will 
exert added pres ures for road im- 
provements anc home improve- 
ments. 

For almost every product or 
service there arc similar examples 
of latent needs :r desires that of- 
fer opportuniti:s for expanded 
sales in an econ: my such as ours, 
where we-have a high level of 
discretionary spending power and 
a productive ability that can de- 


'Studies indicate that, in 1953, only 


American business has made | 


great strides in learning how to) 
sell its products to the consumer | 
as evidenced by our high and ris- | 
ing standard of living—but Amer-| 
ican business has done a deplor-| 
ably poor job in selling itself to) 
consumers. 


The Federal Reserve Board 
% of the 54,000,000 consumer 
spending units owned any corpor- 
ate stock and that a very low 
level of participation in owner- 
ship of corporations was found in 
all income groups below $7,500. | 
Even among the top 9% of incomes | 
(over $7,500) only 28% owned! 
corporate stock. (See chart 4.) 

Contrast this low level of own- 
ership of business with the fact 
that 60% of spending units own 
automobiles and 48% own homes. 
Even in the middle income group 
of $3,000-$4,000 some 68% manage 
to own automobiles and 44% own 
homes, yet only 4% stock. 


a It is not lack of purchasing 
power that has held back partici- 
pation in ownership. Liquid assets 
of consumers at over $200 billion, 
not including corporate stocks or 
bonds, now total four times the 
level of 1940 with double the real 
purchasing power. The increase 
alone of $150 billion in consumer 
liquid assets from $50 billion in 
1940 to over $200 billion in 1954 
was 1% times the March 1, 1954 
value of all corporate stocks listed 
on the New York Stock Exchange. 
In other words, the consumer in 
America, theoretically, could have 
bought complete control of all the 
major corporations listed on the 
“Big Board” just with their in- 
crease in liquid assets since 1940— 
yet only 7% own any corporate 
stock. 

The high level of consumer pur- 
chasing power and consumer sav- 
ings is further indicated by the 
continued low redemption of ma- 
tured U. S. savings bonds. In the 
first two months of 1954, $1,565,- 
000,000 of “E” bonds matured. 
Only $266,000,000 or 17% were 
cashed in. The other 83% was re- 
invested by being allowed to con- 
tinue. And, in the same two 
months, sales of new “E” and “H” 


velop even greater purchasing 
power if the standard of living will 


expand to furnish markets. And 
|aggressive selling, right now, can 


7 


this potential expansion factor in # Through market surveys, it has | so energize this movement to high- 
our economy is the fact that con-|been discovered that, of the 30 er standards of living that the tide been a powerful stabilizing influ- 


sumer short term credit could grow 
by 50% above the present level of the 


families 
16 million 


million single car 
United States, 


dynamic prosperity. 


savings bonds were 13% above the 
same period of 1953. 


| 
| 
|add to the soundness of our econo- 


‘= Just as this broadening owner-. 
‘ship of U. S. savings bonds has 


in|can be turned from recession to a|ence in our economy, so could a 


broadening of ownership in our 


Source Federal Reserve Board 1953 Survey of Consumer Finances 
Sept 1953 Federal Reserve Bullenn 


business and productive facilities 


my. This may be one of the trends 
in our’ changing concept of 
the “magic” of consumption and 
its relation to utilizing our produc- 
tive ability to secure advancing 
standards of living. 


Further Expansion of 
Plant, Equipment Seen 

In the eight years since World 
War II (1946 to 1953 inclusive) 
about $237 billion has been in- 
vested in producers’ new plant 
and equipment (including farm 
equipment and construction). This 
eight-year total is more than 
double the amount invested in the 
previous 16 years (1930 to 1945, 
inclusive, total $101 billion). 

But this high rate of plant im- 
provement and expansion has not 
been excessive in relation to the 
new standard of living needs 
sparked by the increase in con- 
sumer discretionary spending pow- 
er. With the further expansion in 
living standards new outlays for 
modernization of existing plant 
and equipment should be acceler- 
ated. A substantial volume of pro- 
ductive facilities has become ob- 
solete in view of the new needs. 


# The annual leve! of investment 
in producers’ plant and equipment 
during the last three vears (1951- 
1953) at $36.4 billion average was 
4.3 times the prewar level (three- 
year average 1939-1941) of $8.5 
billion annually. This increase in 
plant and equipment need was al- 
most exactly parallel to the in- 
crease in consumer discretionary 
spending power which also in- 
creased 4.3 times in the same pe- 
riod. 

The high level of capital goods 
investment—new plant and equip- 
ment—of the eight years since 
the war ($237 billion) in itself 
means a vastly increased market 
for maintenance since this repre- 
sents 214 times the investment of 
the entire 16 preceding years. 

To these continuing needs for 
plant expansion, modernization, 
and maintenance there should be 
added the urgent needs for new 
and improved schools, hospitals, 
and roads. The Economic Report 
of the President in January 1954 
estimates some of these annual 
pressing needs as follows over the 
next decade: 

Roads $8 _—scbillion annually 

Schools $6%; billion annually 

Hospitals $1'% billion annually 


Shift to Suburbs Shows 


Changing Living Standards 
In 1940 about 70.4 million or 
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CHART IV 


OWNERSHIP OF AUTOMOBILES AND CORPORATE STOCK 
BY INCOME GROUPS 1953 


CHART V 


POPULATION SHIFT TO SUBURBS 
REFLECTS CHANGING LIVING STANDARDS 


Suburbs growing 5 times « 3 fast as population outside 


Advertising Age, May 3, 1954 


CHART VI 


HOME OWNERSHIP 


BY INCOME GROUPS — 1953 


; TOTAL SPENDING 
TOTAL SPENDMNG | 60% owN AUTOMOBILES of Metrop: itan Areas UNITS 47, OWNER OccuPIED 
7 ’ 46% Increase (54,000,000 ) HOME OR FARM 
(54,000,000 ) OWN CORPORATE STOCK | (123 Miliren) 
' 
! INCOME BEFORE TAXES 
INCOME BEFORE TAXES UNDER #1000 
UNDER 41,000 247%. | (11% OF TOTAL) 467% 
(11% OF TOTAL) 2% y { 
1 
| $1,000 - #2000 ‘ 
4 | aa ToTaL) | | 427, 
$1,000 - $2,000 V7 ]36% | \ 
(14% OF TOTAL) 5% I 
, $2,000 - #3,000 
| 9% —— ¥ penal pa > ot | | 347, 
$2000 - #300¢ | _j4ex | (25 Million increase) 18: nerease 
a |h|lLl!”lU!U!”™!™C!!”C”””””””CM hee er SO eee neeeeenaeeneesca. 76 MRE eae ing s $3,000 -+4.000 : 
AL 5% — $s ——— (18% OF TOTAL) | | 447, 
i 
‘ ps i 
+3,000 -/4,000 | 68% 9% Increase +4,000 - #5.000 
(1% OF TOTAL) 4%. - (eae (18% OF TOTAL) | Sit 
| | a. 
| | ~ - 
44000 - 45,000 } 73% Slots) | 60% 
(15% OF TOTAL ) 8% ' : T 
| | OVER #7500 
15000 - 47.500 L ] 84% US estede of Met Areas M3 Conteal Cities * Suburbs * (9% OF TOTAL) | | 68% 
Urges on) VIEW ( @s large as 60.000 ) Met Areas (outlying parts of 162 Met Areas) H 
pan A | 66.7 million | $12 million | 393 million | 157.2 Million 
: . 7921 > — 48% of 54,000,000 spending units represents approximately 


OVER 47,500 
(9% OF TOTAL) 28% 
' 


Source Federal Reserve Board 1953 Survey of Consumer Finances — 
Sept 953 Federal Reserve Bulletin 


f. 53% of the United States popula-|! 
tion of 131.7 million was 162 met- 
ropolitan areas (J. Walter Thomp- 
son Co. classification) ; 43.4 million 
of this population was within the 
corporate limits of the central cities 
of these metropolitan areas, and 
27 million was in the “suburban” 
or outlying sections of these met- 
ropolitan areas. (See chart 5.) 

As of Jan. 1, 1953, based on the 
estimates of county and city civil- 
ian populations by Sales Manage- 
ment, the “suburban” portion of 
these same 162 metropolitan areas 
had grown by 12.3 million or 46% 
while the population within the 
corporate limits of the central 
cities had increased 7.8 million or 
18%. 

The rest of the United States 
outside the 162 metropolitan areas 
(with no metropolitan center as 
large as 50,000 in the 1950 Census) 
increased in population only 5.4 
million or 9%. 


® Suburban sections of metropoli- 
tan areas increased five times as 
fast as that part of the United 
States outside of metropolitan 
areas. Metropolitan areas now rep- 


Based on J Walter Thompson Co definition of 162 Metropolitan Areos With Sales Management Jan.1.953 


estimate of population of counties and cities 


resent 58% of the total United 
States population compared with 
53% prewar. 

This rapid and continuing shift 
to the suburbs is a reflection of 
changing ideas of living. It offers 
increasing opportunities for mar- 
keting. It has tied in with major 
changes in distribution and shop- 
ping habits—suburban shopping 
centers, with large parking areas, 
and the trend to self-service. 


Trend Toward Home Life 


America is turning more and 
more to family life. This is re- 
flected in an increase in number 
of families more rapid even than 
in population, in a higher per cent 
of our population being married, in 
marriages at an earlier age, in 
more children per family, and in 
the population trend to the sub- 
urbs with a rapid increase in home 
ownership. 

Home ownership has expanded 
rapidly. For 40 years, from 1900 to 
1940, there was very little change 
in the percentage of United States 
families owning homes (40% in 
1900 versus 43% in 1940). In the 
ten years between 1940 and 1950 


home ownership jumped from 43% 
to 55%. Currently, estimates are 
that, by 1955, 60% of United States 
families will live in homes they 
own. 

In terms of number of homes the 
Census showed a 54% increase in 
owner-occupied dwellings between 
1940 and 1950 (from 15.2 million 
to 23.4 million). 


# Home ownership has had an im- 
portant growth in all income 
groups. The Federal Reserve Board 
studies indicate that 48% of the 
54 million consumer spending units 
own their homes. Even 46% of 
those with incomes under $1,000 
per year were home owners, com- 
pared to 68% of those with in- 
comes over $7,500. (See chart 6.) 
Increased family living is re- 
flected in the marriage percentage. 
In 1951, 70% of all males and 67% 
of all females over 14 were mar- 
ried whereas in 1940 only 60% of 
males and 60% of females were 
married. Startling changes in the 
per cent married are shown in the 
age group of 20 to 24. In 1940 only 
27% of the males in this age group 
were married. In 1951 48% of the 


| 434 million | ttocan] B17 Million 


males between 20 to 24 years old 
were married. 

The change toward family living 
even since 1947 is reflected in the 
trend of consumer expenditures. 
Those items having to do with 
family living have gone up since 
1947 considerably more than av- 
erage, whereas expenditures for 
other types of items (like spectator 
amusements) have declined even 
though purchasing power is much 
higher. 


# Compared to an average in- 
crease of 32% in total personal 
consumption expenditures in the 
five years 1947 to 1952, equal or 
greater increases in expenditures 
for private education (both adult 
and other), gasoline and oil, pho- 
tography, tv, radio, phonographs 
and records, golf, and magazines 
and newspapers, all reflect this 
change in home life. Against this 
there was a drop of 24% in ad- 
missions to professional baseball, 
a 19% drop in admissions to mo- 
tion pictures, and a 15% drop in 
admissions to spectator amuse- 
ments. (See chart 7.) 

These trends toward family life, 


Boston. 


in total 
paid 
advertising — 


HE|RALD-TRAVELER 


first again in 1953 
for the 27th consecutive year 


with 


lines 


highest in Boston. 
The John Hancock Building. 
a. 4 


26,199,373 


The Boston Herald-Traveler 
for many years has always been 
first choice in Boston for local 
and national advertisers. 


Represented Nationally by 
George A. McDevitt Company. 


26,000,000 owner occupied dwellings indicating that 54% of the 
48,100,000 families residing in private households own their homes. 


Source — Federal Reserve Board 1NS3 Survey of Consumer Finances « 
Sept 1953 Federal Reserve Bulletin. 


suburban living, improved inter- 
est in health, larger families, “do 
it yourself,” and higher level of 
education combined with the high 
level of purchasing power point to 
opportunities for expansion of 


|sales of many items in a better 


standard of living. 


Population of Over 162 
Million by May I, 1954 

The 14-year growth (April 1, 
1940-April 1, 1954) in our popu- 
lation by over 30 million persons 
or 23% represents a new market 
with over double the population of 
Canada. Every month the added 
population is equivalent to anoth- 
er market the size of Omaha, Rich- 
mond or Syracuse. Population now 
is increasing at a rate of over 234 
million per year—the equivalent 
of adding a city one-third larger 
than Philadelphia. 

As of May, 1954, our total popu- 
lation will exceed 162 million, 
compared with 151,132,000 on 
April 1, 1950. 


The Growing Influence 
of Children, Adolescents 


The high birth rate of the last 
13 years as well as the extension 
of the life span have brought about 
very significant changes in the age 
distribution of our population. 

As of July 1953 it was estimated 
that there were 65% more children 
under 5 than there were in 1940, 
and 50% more children between 
the ages of 5 to 9. 

This large increase in the num- 
ber of children under 10 years can 
be expected to have a major in- 
fluence in 1954 and the years to 
come on special needs for housing, 
school facilities, clothing, and food 
and drug products. It is one of the 
great internal pressures for ex- 
pansion in the standard of living. 
(See chart 8.) 

And in a relatively short time 
ahead this will have a major im- 
pact on needs for all kinds of 
goods. By 1960 there will be 26% 
more persons entering the 18-year- 
old group than in 1953 and by 1965 
there will be 61% more than in 
1953 becoming 18 years of age. By 
then, 18 may be the voting age 
and, at that time, this large in- 
crease in those entering the mar- 
riage eligible level will have an 
important influence on new hous- 
ing needs and on new family for- 
mation. 


® The birth rate has continued at 
a level far above earlier predic- 
tions by population experts. 


Births, in 1953, were approxi- 
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To Coin An Industry 


Pine Tree Shillings signalled the birth of the system of finance we know 


Leading Financial Advertisers Reach Their 


today. Modern finance is the catalyst that transforms the inventories 
Management Prospects Through Business Week 


of production into profits from sales. 


American Express Co. Lehman Brothers 
Leading financial firms compete for the opportunity to help busi- Atlas Corp. (Dividend Notice) Lion Oil Co. (Financial Statement) 
. . Bank of America National Trust Loew's, Inc. (Dividend Notice) 
ness develop better production methods, keep pace with consumer & Savings Ass'n Lowry’s Reports, Inc. 
‘ ‘. Bank of Montreal Marine Midland Trust Co. 
demand, expand into new areas and markets. That is why many of Bankers Trust Co. of New York 
;: z P Blyth & Co., Inc. Massachusetts Investors Trust 
the nation’s financial firms make regular and aggressive use of adver- Central National Bank of Cleveland Merrill Lynch, Pierce, Fenner 
ee ° ° ‘ Chase National Bank & Beane 
tising directed to the management executives who make industry's of New York City Metropolitan Life Insurance Co. 
. = eo Chemical Bank & Trust Co. (Annual Report) 
fiscal policies and decisions. Chrysler Corp. (Dividend Notice) Mitsubishi Bank, Ltd., The 
e . - City Bank Farmers Trust Co. Morgan Stanley & Co. 
To reach a concentrated audience of management executives in Commercial Credit Co. Morrison Railway Supply Corp. 
‘ . > ‘ " ‘ ‘ ‘ Credit Union National Ass‘n National City Bank of New York 
business and industry, many financial firms advertise in Business Week. Bechin Detar tet Go. Peoples First National Bank 
. ¢ (Annual Report) rust Co. 
That is because Business Week reaches more management men at less First Boston Corp. Reynolds & Co. 
Fuji Bank, The Robbins, B. Ray, Co. 


cost than any other general business or news magazine. 


Safeway Stores, Inc. 


General Dynamics Corp. : . 
Y, » (Financial Statement) 


(Annual Report 


Glore, Forgan & Co. Salomon Brothers & Hutzler 
Goldman, Sachs & Co. Shields & Co. 
Goldsbury, J. W., Co. Sinclair Oil Corp. 


(Financial Statement) 
Smith, Barney & Co. 
Standard Oil Co. of New Jersey 
(Financial Statement) 
Heller, Walter E., & . Standard & Poor's Corp. 
ge neeree Se. Be Stone & Webster, Ine 
Household Finance Corp. Sunray Oil Corp. (Annual Report) 
Kearney & Trecker Corp. Traveletter Corp. 
(Dividend Notice) U. S. Savings & Loan League 
Source. Publishers Information Bureau 


Grimm, W. T., & Co. 
Guaranty Trust Co. of New York 
Halsey, Stuart & Co., Inc. 
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mately 4,000,000 and births in 
January 1954 were 3.6% ahead of 
January 1953. 


CHART VII 


The increase in the birth rate is | CHANGES IN CONSUMER EXPENDITURES SINCE 1947 


attributable only in part to the! 
increase in marriages. In fact, the 
number of marriages may be ex- 
pected to decline considerably dur- 
ing the next five years since the 
number of adolescents of 15-19 
years who will supply most of the 
marriageable couples of the next 
five years is actually lower than 
in 1940. (See chart 8.) 

A major factor in holding up the 
birth rate has been the change in 
attitude of young couples toward 
having more than one or two 
children. There has been a large 
increase, for example, in the num- 
ber of second, third, and fourth 
children. The number of mothers 
bearing a second child now is 91% 
greater than in 1940 and the num- 
ber of third born has increased 
86%. 


Intensified Selling Needed 
to Meet Possibilities 

All of these factors indicate that 
a relatively small increase in con- 
sumer purchases would more than 
offset any threatened cut in gov- 
ernment expenditures, and that the 
level of purchasing power, changes 


"1 population, and trend toward rant more aggressive selling. 


yme life and family living war- | 


____ REFLECT CHANGING HOME LIFE 


ace 1952 CONSUMER EXPENDITURES FOR 
167 PRIVATE EDUCATION 
166 GASOLINE AND OIL 


164 AMATEUR PHOTOGRAPHY 


1504 151 TV, RADIO, PHONOGRAPH 
AND RECORDS 

142 corr 

140 
TOTAL PERSONAL CONSUMPTION 

132 ExPENDITURES 
130 4 131 MAGAZINES AND NEWSPAPERS 
120 


1947100 


97 RACE TRACK, PROFESSIONAL 
FOOTBALL & HOCKEY 
———~» 92 DISTILLED spiRITS 


90 
a 85 SPECTATOR AMUSEMENTS 
en 84 LEGITIMATE THEATRE 
80 81 MOTION PICTURES 
76 PROFESSIONAL BASEBALL 
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confused, however, with the “hard ,to browbeat or bully 


CHART VIII 


HOW INFLUENCE OF CHILDREN AND 
ADOLESCENTS WILL GROW 
PROJECTIONS 1953 To 1960 vs. 1940 


AGE 5- q (MILLIONS) 


~- 16 35 185 135 167 187 
16.0 . 


1940 ‘53 ‘54 ‘5S ‘56 ‘57 ‘58 “59 *60 


AGE 10-14 (MILLIONS) 116 


wo 167 


1940 53 — ww ‘56 ‘57 ‘58 ‘59 “60 
AGE BB ovens 129 135 140 


108 tL 


1940 ‘S3 ~ ‘SS ‘56 ‘ST ‘58 ‘59? *60 


customers 


Aggressive selling should not be! sell” that implies blatant attempts into buying. Aggressive selling re- 


Displays 


CUSTOMIZED. 
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Advertising Age, May 3, 1954 


quires intelligent understanding of 
markets and people, and the use 
of imagination in recognizing and 
creating needs and potential de- 
'sires. For example, in the ‘satur- 
_ated’”’ automobile market there is 
'a real but unexploited need for 
|'second cars that could boost the 
total new car sales to over six mil- 
lion cars annually for many years 
ahead. 

We have experienced the mir- 


\acle of production. Now, through 


ithe magic of consumption, we have 
the opportunity to keep our econ- 
‘omy dynamic and growing. The 
‘magic of consumption offers an 
opportunity for utilizing our in- 
‘creased productive ability in the 
positive form of a better standard 


- of living. 


| These facts on present purchas- 
ing power and on the changes that 
have created pressures for further 
sound expansion of our economy 
/could be supported in great detail. 
They present both a major oppor- 
/tunity and a major challenge to 
/management. The task is that of 
educating the American people to 
accept and work for the higher 
'standard of living their productive 
‘ability warrants. As the standard 
of living advances along with pro- 
‘ductivity the new or expanded 
markets and new consumption de- 
sires thus created will have a 
magical influence on_ industrial 
\growth and progress, on private 
| financing, and on government rev- 
-enues. 
| Intensified selling in 1954-55 is 
/needed to energize this “magic” of 
|consumption into continued and 
| increasing prosperity. 


List Available 
Market Data 
for AA Readers 


Continued from Page 31) 
struction), rather than general 
/consumer markets. 

6. Professional Markets, covering 
the various professions as markets. 
7. Canadian and Foreign Mar- 
kets, which covers all Canadian 
|material, and all material dealing 
'with foreign publications, includ- 
/ing export publications and foreign 
issues of American publications. 
| Regional and local data is fur- 
| ther classified by state, but not by 
_city. Route lists are grouped sep- 
arately under “loeal,” so that all 
|available items are in one place. 
® In addition to data presently 
‘available, each section also in- 
cludes a list of “soon to be pub- 
|lished”’ data. These have not yet 
been released, but are scheduled 
for early publication. This ‘soon to 
be published” list carries numbers, 
|}and may be requested through Ap- 
| VERTISING AGE, but it is primarily 
‘presented as a guide for those 
readers who may be interested in 
\the studies mentioned, and may 
want to make certain that they do 
|/not miss them when they are re- 
‘leased. 

Although there are over 1,300 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one reason or another, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
|publishers have authorized or re- 
quested us to list. Nevertheless, the 
|compilation is by far the largest 
and most complete of its kind ever 
;assembled, and we hope it will 
/prove of real value to the field. 


Use the Coupons 
in Requesting Data 
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677,000. Components of this in- 
crease were 3,967,000 births plus 
239,000 net immigration minus 1,- 
529,000 deaths. 

The annual net increase in the 
country’s population passed the 
two million mark for the first time 
in 1946 and since 1947 has aver- 
aged more than two and one-half 
millions. Thus during each of the 
last six years the annual addition 
to the population has been equal 
to the total population of such 
states as Iowa, Maryland or 
Washington. 


= The fact that there is a total 
market of 162 million people in 
the U. S. is important information 
for the business man. But it is 
also important to know where this 
population is located and how it 
is classified in terms of such char- 
acteristics as age, sex, color, eco- 
nomic status, and family composi- 
tion. Every 10 years, and last in 
1950, detailed information on the 
distribution and characteristics of 
the population is colleeted in the 
nationwide Census of Population. 
Current information on most of | 
these items is derived by the Cen-| 
sus Bureau’s annual analyses, em- | 
ploying scientific sampling meth- | 
ods and other procedures for 
making estimates for periods not. 
covered by fullscale censuses. Es-| 
timates are limited generally to. 
national totals except for an an-| 
nual estimate of the total popula- 
tion of each state. 


= There has been little change in 
the geographic pattern of popula- 
tion change since 1950 from that 
established in the 1940-1950 dec- 
ade. The West continues its leader- 
ship among the four major regions 
of the country in population 
growth, according to estimates for 
the period ending July 1, 1953. 
Since 1950, the West has had a 
population increase of 2,275,000, or 


836,000 inhabitants in mid-1953. 
This increase represented 29.6% 
of the total continental U. S. pop- 
ulation increase of 7,678,000. The 
West’s rate of increase was more 
than double the 5.1% rate for the 
nation as a whole. 

After the West, the South had 
the second largest numerical pop- 
ulation increase with an estimated 
2,065,000, or 4.4%. The mid-1953 
population estimate for the South 
was 49,262,000. The South’s gain 
represented 26.9% of the U. S. 
total gain but the region’s rate of 
gain was less than that for the 
country as a whole. 


= The North Central Region had 
the third largest numerical in- 
crease with an estimated growth of 
1,998,000, or 4.5%, with a mid-1953 
estimate of 46,459,000. This in- 
crease was 26% of the U. S. total 
increase but the North Central Re- 
gion’s rate of increase also was 
below the national average. 

The smallest gain, both numeri- 
cal and percentagewise, was in 
the Northeast. This region had an 
estimated population increase of 
1,340,000, or 3.4%, to 40,818,000 in 
1953. The population increase in 
the Northeast represented 17.5% 
of the national increase and the 
rate of growth was considerably 
below the U. S. average. 


Age, Family Composition 
Show Important Changes 

Because of the high birth rates 
of recent years, the increase in 


greatly accelerated. At the other} which comprises 
end of the scale, as a result of the from which most of the country’s holds during the preceding year 
continued low death rate and other 
factors there has been a marked | personnel are drawn, numbered | 
increase in the number of older about 93.5 million. Persons 65 
persons, 65 years old and over, in| years old and over were estimated 
the population. 

According to the latest published | 
estimates, as of July 1, 1952, there | were at work. 
were over 17 million children 
under five years old, and more the U. S. in April 1953, the date 
than 33 million in the 5-to-17) 
years of age group. The group be- 
tween 18 and 64 years of age, 
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the reservoir | an increase of about 950,000 house-|had two children under 18, 3,- 
744,000 three, and 2,790,000 over 
three. The average number of 


children for such families was 2.16. 


civilian workers and armed forces | over the April 1952 estimate of 


45,876,000. The average population 
| per household in April 1953 was 
3.28 persons. 

Of the estimated 41,020,000 
families in April 1953, 21,794,000 
families had children under 18 
_years old and 19,226,000 had no 
children of their own under 18. 
‘Among the families with own 
children under 18 years old, 8,- 
272,000 had one child, 6,988,000 


# Of the 37,100,000 married cou- 
ples in April 1953, 1,540,000, or 
about one in 25, were sharing the 
living quarters of other persons or 
were living in hotels, rooming 
houses or similar types of dwell- 
ing places. The number of married 
couples sharing others’ living 
quarters showed no change be- 


‘at a little over 13 million in num- 
ber, of whom about three million 


The number of households in 
‘of the last survey for which re- 


sults have been published, was 
46,828,000. This number represents 
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With the annexation of Tanners Creek District 
legally effective December 31, 1954 . Ea 


Be 
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with a Population of 


268,166 


Also Virginia's 


Largest Corporate 


3 5 8 6 3 Norfolk... .268,166* 


Total 
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Portsmouth .. 80,039 
The additional 54,653* people 


k Survey: 


South Norfolk 10,434 
Creek gained by this annexation are 


ALREADY HERE! 


and with an A B C City Zone Population of 


4 rfolk Pen eee 80,039 5 7 are 
pasion Rarer ete 10,434 45 0.6 (also Virginia's Largest) 
th Norfolk --- °°” 39,092 
a oO ——€ and City Zone Circulation of 
a 
| _ 343,078 
Corporate ata ABC Audit Report 


1953 
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the number of children of pre- 
school and school age has been 
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tween 1952 and 1953. In 1950, 
about 2,000,000 married couples 
did not maintain their own house- 
holds. ‘ 


Changes in the Pattern 
of Labor Force Statistics 


In recent months, the Census 
Bureau activity which has re- 
ceived the widest attention is the 
Monthly Report on the Labor 
Force, with its estimates of em- 
ployment and unemployment. This 
would have been the case even if 
the Bureau had not instituted a 
new and improved sample for 
measuring labor force changes. 

A plan had been developed to 
replace the old set of 68 sample 
areas covering the 129 counties 
from which the panel of 25,000 
households had been selected for 
interviewing each month, by a new 
and improved set of 230 sample 
areas covering 480 counties. In- 
terviews had been conducted for 
parts of these new sample areas 
in November and December and an 
enumeration for the complete new 
sample was conducted for the first 
time in January. 

It turned out that the estimates 
of employment and most of its 
categories for the new sample were 
about the same as those based on 
the old sample, but the estimated 
unemployment was different from 
the estimate based on the old 
sample by an_ unexpectedly 
large amount. The principal reason 
for the higher unemployment es- 
timates from the new sample ap- 
pears on analysis to have been the 
diversion of supervisory effort to 
the operations required for institu- 
ting the new sample, adversely af- 
fecting the quality of the old 
sampling operation. After some 
special attention had been given 
to securing more careful enumera- 
tion from the February interviews, 
the resulting estimates of unem- 
ployment for February were not 
unreasonably far apart, after al- 
lowing for the usual differences in 
sampling results. 


@ The reasons for the January dif- 
ference are still being studied by 
the Bureau’s technicians and a 
special committee of experts ap- 
pointed by the Secretary of Com- 
merce. This committee recom- 
mended early in March that the 
old 68-area system be discontinued 
to permit concentration of atten- 
tion, and beginning with the March 
1954 survey the Census Bureau’s 
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enumerators are working only on 
the more widely dispersed 230- 
area sample. An adjustment of the 
estimates for unemployment in the 
last months of 1953, consistent 
with the new sample results for 
the early months of this year, is 
now available. 

An analysis of the new figures 
for February and March 1954 and 
comparisons with related figures 
from other sources indicate that 
many of the enumeration problems 
of the immediate succeeding 


months have been solved. The! 


latest report now available, for the 
month of March, presented esti- 
mates of employment at 60,100,000 
and unemployment at 3,725,000. 
Both estimates showed relatively 
little change from February with 
unemployment apparently lev- 
elling off in March following 
several months of sharp increases. 
The total civii an labor force in 
March was esti:nated at 63,825,000. 


® During 1953. nonfarm employ- 


ment set a new record, averaging 
about 55.4 million, or roughly a 
million above the 1952 average. In 
March 1954, nonfarm employment 
stood at 54.2 million. After reach- 
ing its winter low of about 5.3 
million in January 1954, farm em- 
ployment had risen to about 5.9 
million in March 1954. For 1953 
as a whole, average agricultural 
employment fell to about 6.5 mil- 
lion, continuing the long-term 
downward trend over the last two 
decades. 
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Other Current Activities 
of the Census Bureau 

The Census Bureau’s attention 
during the last year has not been 
confined to population data. In 
fact, the extensior-of its sampling 
coverage to the new 230-area sys- 
tem was first instituted by the 
Census Bureau in connection with 
the collection of retail sales infor- 
mation for the Monthly Retai! 
Trade Report. In addition to this 
step to strengthen coverage, the 
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Census Bureau also made ar- 
rangements to improve the timing 
for publishing its monthly meas- 
urement of trends in retail trade. 
Cooperation of a special panel of 
both independent and chain retail 
organizations, representing about 
35,000 retail stores, was enlisted in 
the program to provide for speedi- 
er publication of current estimates 
of sales trends on a monthly basis 
for major kinds of business groups. 
By means of this cooperation, the 
Census Bureau began with Novem- 


ber 1953 the issuance of a monthly 
“flash report” on_ percentage 
change in retail sales within 10 
days after the close of the month 
covered. 

Each monthly flash report on re- 
tail sales trends is followed in 30 
days by the regular Monthly Re- 
tail Trade Report, for the month 
covered, presenting detailed data 
in terms of estimated dollar vol- 
ume of retail sales in the country 
as a whole, for selected kinds of 
business. Trends in retail trade in 


a number of large metropolitan 
areas are provided. Sales of food 
stores are presented on a weekly 
basis in this report also. 


# Other parts of the Census Bu- 
reau’s current statistical program 
which are yielding information of 
value to business men are the 
monthly survey of wholesale trade, 
the monthly and quarterly surveys 
of production and shipments of 
selected manufacturing industries, 
and the monthly reports on exports 


and imports. 

As it has for every year since 
1949, the Census Bureau now is 
conducting its annual survey of 
manufactures, the present one 
covering operations of manufac- 
turing establishments in 1953. 
Final results of the 1952 Annual 
Survey of Manufactures were 
published in the fall of last year 
and presented a figure for value 
j;added by manufacture of $108,- 
477,364,000 as compared with the 


1947 Census of Manufactures value 
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added total of $74,425,825,000 and 
the 1939 Census of Manufactures 
value added total of $24,487,304,- 
000. The 1952 survey reported a 
total of. 15,944,379 employes of 
companies engaged in manufac- 
turing as compared with 14,294,304 
in 1947 and 9,527,306 in 1939. 


@ Under way also are other im- 
portant annual surveys, one cov- 
ering retail trade, another cov- 
ering wholesale trade, and others 
covering selected business and 
personal services, repair services, 
motion picture theaters and other 
amusement places, and hotels and 
tourist courts. These surveys will 
include all large establishments 
and a representative sample of 
the smaller establishments. Data 
compiled from these surveys are 
scheduled for publication in the 
late summer or early fall of this 
year. On the basis of data col- 
lected in its monthly retail trade 
survey, the Census Bureau re- 
cently published a total for retail 
sales in 1953 of $170,739,000,000 as 
compared with a 1952 total of 
$164,090,000,000. 


= One of the oldest continuous 
statistical series in the country’s 
history is that covering foreign 
commerce, which has been main- 


PERPLEXED? 


You needn't get confused trying to 
do business with the 31 million 
consumers in the 8 billion dollar U.S. 
Armed Forces market. Let us show 
you the simple, direct ways to sell to 
Servicemen and their families now, 
AND keep them as your customers 
when they return to civilian life. 
As civilians, these young consumers 
return to the 48 states as “‘ambassa- 
dors” of your product when preference 
for your brand has been established 
through Service-operated outlets. 
Army Times, Air Force Times, Navy 
Times, great Service weeklies and 
Air Force Daily, the AmericansDaily 
in Europe, give advertisers the most 
direct’ media to U.S. Armed Forces 
consumers. 


@ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDI- 
TIONS AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR 
ALL 4 GREAT SERVICE PAPERS 


| NEW! THE MILITARY MARKET 


The Monthly Trade Paper for Military 
Buyers Everywhere. Reach more officers 
who buy for Service consumers. 


| 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, 
| RATES AND MARKET DATA AT NEAREST OFFICE 


‘| ARMY TIMES 
g| AIR FORCE TIMES 
NAVY TIMES 


(All members: Audit Bureay of Circulations) 


AIR FORCE DAILY 
the “AMERICAN DAILY” in Europe 
Sele helene 


HOME OFFICE: 
3132 M St., N.W. WASHINGTON 7, 0. C. 
Branch Offices in: 

NEW YORK + BOSTON + LOS ANGELES 
_ SAN FRANCISCO*CHICAGO : 
LONDON + PARIS + ROME + TOKYO 
«FRANKFURT © CASABLANCA 


pe hy ee Ags Vers oe ra ee Pe I, Realty te ae FE ES, poet era 5 ee ee ee, ie Ae ee ve. a en. a a A, Rm Be tO ae Te) ee BS ee, ee Lw’ 2 ig el @ ae a eet le ee on gu ja. aah i tee ee Roan. ee 4 
Pikes bebe eee ae, OR A arg! aha oe ROBES ON BOSE vie ed ei ballin or tenho aa era erga ce aes Ae ea ae ee oD Met ab or aN eA: be Dae Ed CM rite re, Sk ar; Re ARS: 5s Re eS De EE CP eg GE eC it oi BS as ced TP SAG alt: SOR RTS NT ok 3 cert eo) ONT ee ho? Ny ae em ARN ity pad eS Se 
iN nT Be CS CaS Bi oh BA 3 Fes Pada? re ae SA rape ta: eal.) V2 ee a tan Sea pte cee ys ORT hw ae aoa Ne Beis ae piste (GES NG os ie ee cae, Sern + oe aa oe Soe PEO eae ae Se ae - Re eo 
SE ne eh Gee ge me RR eS ee ocean aR only ale yi don Cet co enmaa vag nes een i area key cae i NG 
pte re ee bes pcs te POMEL Sac Ae pie 2 ae ci Ss Sc Ar Vateeger tN So tata Be da eas cd aaa Of Ae eatmicnn xe la iain kt Epo tJ aie! Tea ee Sate Saat Bech tid aca ee elke kyl oem get th our he Mies GEE ds i eB “ei is oe ee Ne a ice ee SR & Peas) 
- oy: aerae Sore haet P\ 5 iy, Veer vores Ca ake teenet ka oe Wiemann od eg thin ple ee arcane Te NON, SR ORs ES: gt Peat ae Sed ONC Se ae Sir adage Se pheno ey rey cee on’ eg as Ca aan ea See tt ge Ghee Spee Se i > et eee 
OF, ee Ly TR in Cer aie aes gene oe ee od eee UM et ee aes vanes.” eee ie ae 4 | cea Saige Sos Le ae om i eS ceeay aU nn Sabet reat tenn, <A AP eS ne eer, ik aU Nis Se, ha i eg oy ie RE eee tg ee So RS gb |S" STN RO aera Pee ean TY ent: 
Bee ee es eee Ae. ee at ear GRE a eS eS ENC ae crn aren OMe PTE A Roe es en sa eam Ere Ramey, SM ae gg Breer: 
ae ae Pers Ree rN ede ee eo ee RS ON “evo Be Ta 1 i eaae ae ck ia ‘ oe ps d ‘ : : F Roa. te 
i < . ks 
Meo SRG W etetag Sal 
pees. ; bd 
ee = 
7 
' 4 
: | 
q - 
Oa 
' 
: { : 
11] 
ie 
He: 
a | . 
q eal 
it a : aes 
ae « «# Ee 
, pee e 
i } a 
1) 
mm) 
hhh 
| ee 
| ' ; : 
0 da a 
i) PRN RR Tae ae _ ‘ ‘ — — 7 . * . - . . . in . . ‘ crs 
wy es ¢ ‘ 
] 
} : 
{ . rs é y" oe “hy ; 
: } . ~ : 7 ae 
fe ee t ; ee : et ow a Of i ee. 
a = - \ ; ‘ . ’ WP 2 si aa oa we oe Bart ~ 
Beye con } iy) aie ah ae gE eG 2 a ore’ 
ae y ° 5 a ne a op em cari a acai 
hy ene = . oe Ler y GA erg Gt eS ia tc ee aie i nc, PS r 
Teel. at ] ; co ee ae sia tt ee Se ae i te ‘ ‘ ee 
ees vat i LOT Paes ek om ‘im ‘ae ey eee . i 
om 2 on a ee, ro ee ee” ee ene, ee ei 
oe y ‘ i .. : pee eo ee = ge a i: ei a Soaks” ‘ort a Aah. i i i ee 
po . ! i A RE Ts is ese Sy ee ee eo ge. es a ee: Seager * ' = 
A: “ta cua Se a tt ae a Lae ee Se i MER oy Namba nds sie eM om Sees 2. pases 7% 
Micacetinic. a ge ai Be i we ali Relies ean ca ae. ae ge as ee Oh ee a Hee Se kee IR dt, ' Bees 
Ses “ i Oo aa Sill A ere § me ee Getafe eS pts Mi ee cha Seo eee es ect iu gt ORC rita v Tee. eee a Cog * en ..: Paes Ne f é Hee 
ot pecoy . ie aie rete Mad. Oe ites GUE in oe aie ath Se ae i eg gee ee ie ee MO tay a eet ike pe 
ee > ae Beene Ry an EE i OR ao le Meu Se ie mae A Ge eM ae 4 | ee 
Nicene Pa. el ‘ ee Ge a ae ee ee eae Sake ie, sce a Se ee AS tee Mae bee a a ete eek aes! 
he cae | pear Pee Tae iota Be yh Bere en aS eee eds i en ee hn ae po ene a a Ris! ere i oe JO ae aT ata when eee eh a ie oe ee ae | is a 
ive I i ae. ae i Ge om ee ga a Sie ae ae x, wee rest aie ot. ROR TON a UR REI, Site cae SOLE Sa hae ee oun a ia ae oy ee EAS OR Base 
eae { : Fo ae ee sae Be ae Beg RE We Peet ly. RE Me) Reta a : es A Oe RA io paslig 5 he <. - Mena” ee ei ae oe ee aa set aeete, “abe ye. are 
te t ' ee atl ae oi ee Se), wea ' ee ee are te sot Nowy Seat” Se A A 7 A el eee hs ee adds ar oe yc, Sige fea a a Bich aay a ea ee cass ee eae 
5g aoa 5 “ i a, 0 ie Sa ri aie et Var eee Sits ae a ee. sao ce i sabeale at eel eee ee is 
sige hoes valerie, (hs SLI Be ey Ae ee ee Be as ee ae a eae ae ol. gen gee ee Faas ge gee i eee : 
Saar? 3 ) zi ge 2 ae greene 0c (a oe a Gg eR Sa pam iat Dat a ee an ree pees oe ng a SO ape ES ee 
2 TR ie Ae ee ce : co. eres ame ee eee ae Oe ae colle ie Eve 7 = een " * oa os gy Ps > Rat eek ans : gd rc ie 
Bo ¥ BR aati ge ER Re ce ae , nae) Oe eee Pe et Ee ye RS SS ie Fe 
iM ee EE ae Laie rr Pee, Sars aa nt on i oe eve ae RE a ie ee seam ’ » eee OM oe - Ho ge gene 4 
‘ faye a ee deh i eee ls a ae Pat 8 .. ee 'g - wots a eee OR Ea it ee, oe, te a ae sg a ar: ia Pt Se ee on yt, 
hh omen rma — ers eae ei nh ye ie ‘yp Ge Stile =a ,, wan oe a | et ME Cont” > a We ea mm ee” Sea se tee eS OM ee i ee PS ele on See ‘op Tay eee | Get a 
Sane | i hak ware! et Pal od be « ciapapelcae RS ale ‘oly * We “2 pee ies aa ee ai a: iy CT ae fee PS ued CRs) ea | pe ue 
(See ee EL OE ge Ce ite 4 ak ey ae 2 i fe a eg ee a ee ee mee rk se: 
7 SRE } Beg iy eae “ Ra St. ea wee ae an cae: ees, ee 4 et eon Pee: oi gO ae a : ee ae ee ee wet : : 
et ai yal om ie — a ee eae a » AE. S  ) : Peat k ae AF ar x . SS ge’: ee im aS ’ Phor ‘ a = | ¢ 
F - Bi PORTA 2 oleate > = is 2 t= a9 * ij . > ‘ss i &y | s 
¥ ) : sR 46 : : r ee ae ab ~_ = es aad ae ws ; , Sie 
¥ i 5 : Ae oh Bae a! 5 s gle Me iui inh oe a : aa par ae eset oes 2 s ee. f wed 
Sle ’ Parse eiaiy al be os on ees Py aa ph ine oe one | ad are ae ha Te a om, ae te at . See. ° ; 
r } 2 ey Bes: 4 = at ae ty : een tr en CB, 3 eae oe paps ye . of ts 5h a ie = [ ae 7 ... 
Y a eS Coot, ee — See EE Serer ore ee AS ES wigs ae P seal te 3 vt : 
; } : gal we ain: 2 og sm te : shay = ; «. Pee Re ge Be - Sees mt * . » “ ; , 
ee aa iste yy ie % is tt ¥ eI eee ae Se Seen. TM cM Scrat ay* * TS Are wl A oe eRe a lay tae es oe ie cs ne x 4 ror ree ~e “ 
cae Hee er oe a" para fi @ “Beet. a Re i Bey eae au oe ae "i sera ee ‘ a oa ri if oe ig HT pe ‘ ae seas i a - Pe 
nee 7 eae St OT gr ek ee am ek er Wh ae, ae ., > 
; ) } oS ale . roa BP ear ere ee? = ay PSS eS Pepe 4 x dee tg eee oe oll ae te oe 04 hs Ses 0 eae Sea oF + gel eae oe a ie 8 | 
a | . Ch eee es en ne ae . 
were = Wet a ’ * a > 2 a. es aon Oy eee, ; Cie pe a . es ea i‘ F | wl ite Tale G, ve me 
; ey ; ‘ o- = a Mi ee. ce a ee a 7 eae pace ne " “See 2 2S 2 ae 
h ' . ae, 8 a : Bi a Pa eg ia a. oe — 2 ee ee : “ we" 
Ta el —-— veo hie eo gl ae See ec — od tele | —(Cy Benth a 
bak aes i gt = Wet re ee ee ee Be eee wey a # fear ee 
eee i i , P “3 . . < e vie ree Poe ee fe he ae fas. ae gut ag fiber ge Ri ars Be = brett Spat os ie 
ey a ? 5 Ae Rs ee i et ed E See ae nyt. eee OPES a ae. 2 rails ST oe Let a igtonalee sais Piet 
wee ah | Seete ‘Steg coal al Pa iat tial i eee ee Bo as Se RS ‘hae eg ee ee ae i ee ass ae ~ “ae. paar 
ee ce la é at gee BE See ae De ee ee 2 eee ne ae < 2 Cee ay 
ane a a a ee igi Pe a Ts i Oe A 5 ee ees ne ae Sea ae ay ee 
hte iy es ae . oft ‘ 6 oa . ae. we sees pe es Bye we Byer: Re ee hee re Co? Te ee oo ete RS acme Pe i —- .} ra \ a ee ee i oy 
ole — | a» iba Bot Ge ee, ee eS 2 Pe ee ea ee she See sa 
lates rae: nea 3 ‘ , ' ee 7 <a at Rt a iy ota cet aailiies. Ves 3. o. oe eer x ‘dence rata ee —— A Se ee! ~ 
bo uel : pias ig ied a Dag BS ae Gor CS «an aye pg ES ah tas ae ied sg MS. 2 ae Se Sg ae, ee ad ae Ca ee 
ie eas 1 - ptige Fgh Me Pe — TN & oa a ee ar er <a as i $ a ee oer - tee oe 4 —— \= 7 ae = 
ade chad } aos “ 3 .. es ya Day ee a a, ee ea ey i sae 92, ees ea es ee eS ae aah 
a Gee : . “ae — SNE cn ioe” I aia s on, = eee eeeee yet I ea ae Lae -—-_ HSH “ 
i oats th a nll Wie as He ps a Ce a > ue =— “oY i 
Sa a eed seat SMa oe Sed Je ian oe NY = aa ens a nat ae r pe Bee. es tae v- ee ae et ae ; mY ao Pod , a7 a = Lat 
cae hg oe 7 a ver aes.” ee ey ee, it hoaigeeeia hs RAD oy ee eae ena, or ke, IO 918 gel Mee See sues aan se . : ag SS Ae eee - 
eS A ae ; # he OT GARR jn a eee as esi <a NO ne ga is, hal hea eg es: Ae ae xr * SRR aie ie 
eee. ee va os eal ig Ch A Ee Stes Lee temas ©. ban 1: < Pe LE Sew te sg jk. aes aoe co eh Bee ee ee So eae a — ae 
A ae ie ee , ei Pins det egieatc i Fe ee pest os ee | ea ee ee ott Sg an ee ee Tee aft awe ae * Tea naa = eo ae ._ oie 
Sg ae 4 tae Mtn et aan eae. Sree ice a lc We mere ee Uae ea a ak i Te oS en eee SNS so, ee Sen kr = F nS wz, vent ai 
4 ie isa . oo pee eee st sae = elie he ea aa SN as ates 2 a aga Cpe 7 eee i ts aed oe fai er 4 ae +e oS —" — & a Y a =—— ee: 
a eee ee t wh a wes et ; Fehr txt .. yf PR agora A ae aa J Rags ae ii as Pane gt far : ea tbe fio eg | — ac ese bec 
Pee ieee ae ai. ‘ aa Oe ‘ i Nia | ts SERA a RN eS de, Sa ep, Coe AS cig See ot eR ioe ee mle | — £ 7 aS 
ae : ewe as FE). CR | SOM MS ot east a SY ot PO _ 7 4 oa 
ee ae | e — eee € - - eS ep mils: fy) An oy ee OAS aie 5 toe, eee We. a a ete We i Bg i wm NE icy a | re = saat 
ee \| 4, ; hes gt See f oy ‘ Yai Bas ae a0 a os Nae ee ie. Ns ya re ee ee a rks cee eae cs er vee aoe A yee | ‘ Be Es a woke 
Fea had abd Se : gi i «x pe oe % ‘p a ape a ay ay A EERE Tc Macatee Zp Ma Re ata d\n Pe Tait Gas Sem er a Me et Fey 2)" ae eee - . a , a — Slate 
to eatin aoe Wi i ail ; aii f te Mie HR ae Dra ene ae re Wee ene fo ORE ee Dae ae, ce gle aa ei en. oe, a a b ams ae aes eae 
co fe eet : te RS li a AcE le, tae * aelgee terete a aa! . = ne 
5 : 5. gee xia we ~ < ge “ae lean i Ste Wien: a oo aT eect ea maace A age ears: ee, as eae ae nae a rath *. eet i i 
eat i . — 4 ee * Bee ; 4 ‘ eee on Rast ohae cae, pce ig ries nates a a e 2 ee ee visita 
Bile ‘eg * i, ee oe a ee ; SPR oe Se eae bec in Ree ee cco = ee i ‘4 
Vt eS ae! me AS ere sens Ny 8 ote Nie. cue ee, «Se a ;' | 
en f oe * : ¥ wa » oye cio = dls d H o. fii bl f le : litera, te bleak _— ae — oor oe 
Lanes , Fe. oth tte RRR eee ay A a t’ : t fo} i RS atin Sa ile segs spies aa or 
2 eee , =e ie et at ee, SUN eg etre ae By, ed an sa pro rable song r sales-min eee dy. eee Hees sae oe ae or 
Priester ets ar * - ” ae ort ies od pe ere lt CAN . , ae ; 5 - J gn” CIs, dapiemrae epee ree ita Oy 
cape ne NE cop ght ‘ re : : ‘ ee i” ee. ie Ee et nats as Sal 
sce pie in os i _ ee °- Be are [Xa ee Soca GY RNG. EN : é ‘ z . aa es Wiis eo ae ve oe i itis Ral der 
_o toe te. se sae ¢ i Sa 25d SE at ymca” Soe . . fame Tt Pe kagh eis (re 
a y aI ote “. a Bes et : nea onne : ; ete Pa ‘eee WA, Ee ae "Rew 
aoe ij busine 1. Millions of extra listenersmean sate 
ieee seo eee a . ree ke a : 8 ; ee Rica «ams eyes) SB NY ae eee 
erarescld ti) is : . ae “ Be ic PN a cater . ee i oda ae Pies « aia oe ae Re © ea is 
i A Co ee ee Bae he is 
ae 6h! eget oe aie ve Bana cre oa 
iteceh ak os } } »ee oe Maxt; ee ae SRE Bea ie ee ae ua Me ae. 
ee ae ad ae oan Se ee OE ema BOON Me | : = anes Sth YS aeere Sek oe ee Co an eae Taye 
aad oe" RS ee tcae SM A SRNR, Sgt SA Ng OL eh Sets arate se ace 
te pe  , : ie Po tens _ eae ee Lec eaneesd Bat ook ee ‘i ae 4 TD ae MRT 8 = oes 9 Sox ofan 
ste aes. he) SPR Cae ne Rear ey ee a ETT aS a IE as amg ‘ a> Aaah: ee Tes TEL Sec ee 
a. nn I a ree ee aT owas 
Eo aes 8€6=36h3FlhCFlmlmtC<i~*é‘éSCS* Chave been Voted “most listened to” by the Ee Oe 
Sere 8 -- “~~ have been vo isten See Ghote ue 
Fi Be " a ¥ - ee es Le sete tu a Sen hee eee te Se * ‘; ny oe we + Bas siege oe bets 
ee Se 7 ae Be Re so mee: se Cor i ae . goed inet 2 in ae 
pag as > a ae tay E os deere. eae a ne te Ae RS 2 Pe ee i 4 
ye eg j be ; Ny Peak’ 4, Fe a ” = ha ae Re ee in si aot h udi me RAL SD sd #3 m: : OG: 
; a, she “ pe sen F it ded 2 ; oe re ten a We a , F =) : 
) Sa ever-increasing out-of-home audience. od | : 
ae ens 2 * * i a. f eee ; ile a ie Ware cage Gs cae He ieee we are 7 i 8 a Bes, 
= 0 P ao Oe 4 ne ae Ma ME mare nea Ree x Bs ee a 2 aie te Pe ee aie ee are 
pee os eee . ada I ee tae foo ot rate ek Be ee acelin ie gu gee «ayant ea ee ae ae wee oh Reel ee ae spies : 
Le aad eee 7 a see ie ats a ie og chara freee 5 ee hy oh he an Eeewhs se ee a tes Re : aa Bae ot ss) 
eee $3 1 ¥ oe ty, yr =: tag eS é ey Bie Fis ox tt ee io os can * ee ae = 5 pecs he co (Me faces ‘ ee Feo ey pale a 
pa . i ¥ r a ih ® aes i Rag ie AO % ae Se ea Ae ee P ite Bing ore. i i + ees een aw eel Fae ie get sy tips pe a ee ae J ae ae ie. oe Pa ae 2 ee ae 3 * ee 
ee Pater bs ' iy . “ — 7s ‘ ey 4 Fe. te Bs aS, ee Big ee OAL he Aeoe ess sigh ee a x ae ae ad See ae : a a ne ate eS ee. = fea ae be apes Pe: ie 
neater te ins és ; , ee. $ hie ERS aS apse Shae tele eee ae Teele Ee, Ca Le RR Cease > cane sioeean : Ne ee ME nc a gee oF ia ide ig 
eee ' 8 eet, Mh pigs” ES . < Me Me eee i ae Oey mere aes eae " ee Ee Mee 4 S.A <5 ay Bist 
a ; > eee es i pee a Bate edt nee eee ia ee le a ar : 
S e bie + oR “he Sime 2 ae * . 2 . is eo i S82 a ee Sera a's, ee ele ; ‘ 
Ee hag 5” a eae - = plane ae od “ ate EY Eee hg RS i ee Rea ae ae 
Ew : FC x Yt, eee * Sug ee te ae : 3 ' ae ay 36 ee : Pa Oe ii Ay A Nt ae ee + ee. oo ae 
Soc ge ates ‘oe. & Me ng ys: 4 © a ee Sl are sae Pees ee me oa : : 
t ; Meee er ea rae pis : , ae hat ene ee rr eee eg age eee me sme 
cae 2 me . ~~ Fay a ie | ia: cot, £... age PE sae Be ; Ng ie ig ae wr cas wid Qe ay : ge ie gk a ee ee Ps eos ce eens : 
SUaCRE oe ees ’ MPS. é ae Pp ee ae SP on , ee ae Sie RA eB RE ; a oe Pe at ee Sig a ee ee CO Oe rk a ee, eee io 
iz ; ° Pa pate. 8 ‘a aS . ae : ar 3 at Bie ae , aa * ‘ dere gis = el ee Re AO ee ee eT Gay B 
Shin z ‘ #& Sad : ch ae 8 p> we ie *. . sg Ba - Bee ke hae : * Ae, ae Squaw’. Se We yn oe he ee IRE se TR acti eg: Bod a ae ae ES 
ees ¥ pe a . a ng : 4 = . : 2 og + Pe Fe Cee is ee ae pe ea 5 a 2) Cree. Senn * nae a ; 
i ita E ; a * i Phe: ae ; ge 2 3 PP ag, eae sie OF Gh seteMeny, Le ESE sramegees? 3 a ee, se .9 
eagle A ; tart, } xe ‘ ar? wa me: pat i _—_- hs c ie = re ae oie . a SR a oder mig eet aa % bg mes ad cc § i mos 
ea ie . eon te “ t oa 57 eee . ‘ar Fi he ae + eg 4 pre: {tae Te caf ea ga gine ike milage pe ae a if ; Me pre Aree 
ve die pet > : a ae Le r EF me aa & 7 ae AS o> Cae I ae ee a yore Ke. et ae , ‘Fase: toe ae Sos 
5 | ge ar ata x ye ee - ty hs ea) 7 Rey 3 Pe, *~, r oy — i aa oe “fee Sa i ser seek ed aS S int Oe le oo ity nal | eit 
ete cee) Seem he tl a 4 ant ee omy oe eee ee = ay” a ag ML Be i 
igembater e * ame a. = ee Rein 4 a + ai & Ny ie Bae i Y.-S. a ae eg og? Si. aan ee a tay iG oye 
_ = { Paice ~~ a | ” ee Pe Ron — ; 2 eREe FZ a " 2 ae a Wa & 2 « But ‘ x 5 ote cs 
“seam ee ig nd iia T. logs a ; uae FR ME ee a, = ee i “=a. A a 2 ee Bs es 
ie ae a a wee E ate if ie att, on ' "Yh. Pam e by BPs ao hae 4 ee ae, eee ‘ima * > gaa ae ee re 
fer ies : Se , i ee 7) e “4 ae “ae eS <— ae oe Oy 2 eas Beta de 
Sete a Newscast ea. . ar: 4 Pt Fg 7 ‘ ‘ CM AS ae g =m rate bea ae 4s 
Bait ein aoe « a Z 5 tigr ” . i ’ : ' ? ’ ‘ a dl yin , a: ey mans - z Oe, ah ee x | ae 
EEE a | 4 F ns 7 ¥ : pt Gee 3 by a Qt ey ~- leg, te 2 bile : a . ba =, ' ‘ . a n 
3 = Ota? , | & 4 r a oan ‘er ee 7 bat .\ ty. ? a 
ore ¢ at of 4! al ee ; os 
. ha ee Oe ae | 
meee ee tg ee 6 te de es th ed 
es, % : res ie = , id os jj = 
ee a » ee a ee a 4 e1 4% 4 
ae : f , snail ae aed ~—- a iS -, a * oni ms 
bai , i . ‘ ol a : = AS 
2 : - ae he ae a? ale me 
& ‘ ollie oe AED oo 
} is ‘he ; . e Pee ty : ee aie | 
i : \ tes Ae ee, K ee = ae iia dead Ps = . ¥ Sn | 
ie ; Le te koe MA eg (Ce oe h Rocke 
5 : i rey Sai @renio, Tr Wheelifig anam, egw | 
aie 4 : , wom a | | 
bes ‘ 2 ian S2.% ae Le £ wee - pe *, Y oa oa } 
6 } "See ae 7 ih el ‘is ‘4 "8 e . | ! 
i ue ; ~- % “4 = F ‘ een ” ‘44 oer n 
i ts ahi a hl age ne a ye a gs Ps y - ‘Te * 7 fics 
‘ EAE og SS RE es j ca peas i id : Bee 
2 fie ' a uk < = id " . IES 2 » aig 
4 diel ' Dos tae: 5 Callen A. ee = 4 ra %y, Swe * Sales Mgr. ‘ eee =e 
7. ere eee eee ‘ : . . Sent ks e 
ele aap ee ged RI 2 ae ee. ae: Lek ee . + ty” 7 
sae et Mig Ale > AOI SSeS GAs, Naw Xa 7 © 230N. Michigon Ave., Chicago 1, Frankf 226698. ; Yoga 
ae ee ta hae cere << AD ee ae as 
) s | Sb Be 2 ee 3 ag sate f ; : : : cs AES at | : 
e oe ae ee Mg oe % eo 3 fee :: : ” : he * 
i > nk | = s EE a ere ae N, ae cdl Py ile : , Pigs + a Ae “. : } * fe * 4 Fat ‘ss ig 
 eebganmee me BO ee en ees: ai wars ig nc ihe: gles eee ow os 3 - 2 yi cow iF es 
ne a zt - ‘ a _ . 4 Z : rs . < 48 ¢ 
ia oer Ss = a . * ae ‘ 3 
| pS ees - . = 
+ ae otaes 
4s 3a See ae = Re, ‘ : : 4 " ne 
ve tala 2) Se e hm ‘i f a ~: roi ‘ ; e : es He i! cl rides ee TESA Er F : on, i ad ag i rf ja ‘ wy epee Wat * pt 
re j © ine a Bod ¥ % _ ; ry PF ? : 5; : ; ~ i ‘ee é . ot Ble est E e ee yak a : : oe A " 
Pia 4 RSP ORS ae ; i) ; :. i : et He . = A ics as . Yy " . » . eee hee o- ty ae it i we 
. % * \ es oe) ee Str os a eae a ct ee Sect ea ee ael: ee ae fee AP ean od ak Fe ee nt Pes <i * pee ro ae a lz Wie ie Bae DS Gates Ps J BS ae Wa pire le | as pen ree ies 


40 


tained without a break since 1790,, Full Census Program 
first being published only annually Still Is Uncertain 


but on a monthly basis since 1866. 


Preliminary Census figures for programs of the Census Bureau 
1953 put total U. S. exports at|provide information for making 
$15,747,419,950 and general imports | national estimates and measuring 
at $10,874,180,760. The work of trends, only ‘the fullscale censuses 
compiling foreign commerce data! provide figures for smaller areas of 
the the country. 


performed by 


Department and was 


was_ first 
Treasury 


transferred to the Department of be made covered the year 1948 and 
Commerce in 1923 and since 1941 the last Census of Manufactures 


has been a function of the Census covered the year 1947. Although 
census 


Bureau. 


these censuses to be taken in 1954 
covering 1953, and in every fifth 
While the various current survey Year thereafter, necessary appro- 
'priations were not made and thus 
the scheduled censuses are not be- 
ing taken at the present time. 
However, legislation now is pend- 
ing in Congress to authorize these 
censuses next year covering oper- 
ations in 1954 and has received fa- 
vorable action in a House commit- 
tee after a recent hearing. 

If the required authority is pro- 
vided, a request for funds to cover 


The last Census of Business to 


legislation provides for 
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JESSE H. JONES, Publisher 
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Daily City Home Delivered 
than 2nd Paper! 


Sunday City Home Delivered 
than 2nd Paper! 


Daily City Home Delivered 
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The HOUSTON CHRONICLE DOMINATES 
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ADVERTISING AND Lesubts! 
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Sources: ABC Publisher's Statement, Sept. 30, 1953 


and Standard Rate & Data 
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Houston Chronicle 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


| the cost of these censuses in fiscal 
'1955 will be submitted. A Census 
| of Business will cost about $9,000,- 
090 and Censuses of Manufactures 
and Mineral Industries about $4,- 
000,000 in the next three fiscal 
years. Census law also provides for 
a Census of Agriculture to be tak- 
en in October of this year, al- 
though preparatory funds for this 
census were not voted when re- 
quested for this year’s budget. It 
is estimated that an appropriation 
of $23,000,000 would be necessary 
to cover the cost of the undertak- 
ing in the next three fiscal years. 


= The revival of interest in the 
restoration of the program for full 
scale censuses of business, manu- 
factures and agriculture may pro- 
perly be credited to the very com- 
prehensive report of an Intensive 
Review Committee appointed by 
the Secretary of Commerce sev- 
eral months ago to appraise the 
entire Census statistics program. In 
the committee’s report, “Appraisal 
of Census Programs,” 51 recom- 
mendations for strengthening the 
fact-finding programs of the Cen- 
sus Bureau were made. 

The Intensive Review Commit- 
tee was comprised of nine mem- 
bers chosen from private industry. 
This committee in turn named 11 
panels with a total membership of 
260 informed specialists who de- 
voted their attention to each of the 
major programs of the Census Bu- 
reau. Responses to questionnaires 
were received by the committee 
and its panels from more than lI,- 
200 organizations and individuals, 
including 241 trade associations. 
Represented also were farm or- 
ganizations, labor organizations 
and professional associations. The 
combined efforts of these groups 
extended over a working period 
of three months, resulting finally 
in the comprehensive report ap- 
praising the value of Census pro- 
grams. 


= The report recommended that 
complete censuses of manufactures 
and mineral industries and of re- 
tail, wholesale and service trades 
be taken as soon as feasible and 
that a complete Census of Agricul- 
ture be taken for the crop year 
1954 as authorized by Congress, 
and that a complete census of state 
and local governments be taken in 
1956 covering 1955. It recom- 
mended that the complete Census 
of Manufactures, scheduled for 
1954 on 1953 data, be taken in 1955 
on 1954 data, and continued there- 
after on the original five-year ba- 
sis. The committee also favored 
continuing and strengthening the 
annual survey of manufactures to 
bridge the gap between the com- 
plete censuses, “with particular 
emphasis on the testing and im- 
provement of sampling techniques, 
the expansion of 100% enumera- 
tion to include more industries of 
special mobilization significance, 
and more prompt publication of 
results.” 

The Intensive Review Commit- 
tee favored a census of business 
“with a reasonably complete enum- 
eration” every five years, as now 
authorized, covering wholesale, re- 
tail, and service trades. It asked 
that legislation and funds be re- 
quested to conduct in 1955 on 1954 
data the census of business origin- 
ally authorized for 1954 on 1953 
data. It also recommended that the 
next census of business make max- 
imum use, for reasons of economy, 
of information from tax returns to 
the Internal Revenue Service and 
the Bureau of Old Age and Sur- 
vivors Insurance. In preparing for 
the 1953 census, the Census Bu- 
reau had already made prepara- 
tions to undertake the use of these 
administrative records insofar as 
feasible. 


© In other recommendations on 
business, the Intensive Review 
/Committee called for continued ef- 
| forts to improve the quality and 
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timeliness of the present current 
annual and monthly wholesale and 
retail sales reports secured through 
sampling surveys; continuance of 
the publication “County Business 
Patterns” from Social Security 
records on a biennial basis, and 
development of suitable inventory 
figures for types of stores not cov- 
ered by surveys made by the Fed- 
eral Reserve System. In addition, 
the committee recommended that 
the current statistics program be 
strengthened, particularly the cur- 
rent population survey and the 
foreign trade statistics. It also sug- 
gested that current data on hous- 
ing and construction be improved 
or developed with particular ref- 
erence to the “fix-up” market, re- 
pair and rehabilitation of residen- 
tial properties. 

The Census Bureau is fully 
aware of the dependence of busi- 
ness men on the products of its 
statistical programs. It is also fully 
aware of the value of constant at- 
tention to developing means of im- 
proving methods and speeding up 
its tabulations and publications by 
using new and better inventions. 
More than 50 years ago, the punch- 
card system of machine tabulation 
was designed by Census Bureau 
technicians to improve and speed 
up its work. This was a marked 
advance in tabulating- equipment 
and forerunner of machine devices 
still in use today by private in- 
dustry. 

More recently, the application of 
electronic methods culminated in 
the construction of the Univac, a 
high speed electronic computing 
machine, duplicates of which have 
been built for and now are being 
used by several other governmen- 
tal and business organizations. 
Practical tests also are being made 
of the use of electronic mark- 
reading and coding machines which 
are designed for great speed, and 
which will eliminate manual op- 
erations and reduce chances of 
error. 


= Business men and other users 
of statistical information have be- 
come aware of the results of the 
reduction of financial support for 
the work of the Bureau of the 
Census. Strong expressions of sup- 
port for the Census programs have 
been tendered by business leader- 
ship speaking from all parts of 
the country. At the moment the 
prospects appear geod for a re- 
surgence of the well-designed 
Census programs developed over 
years of experience in the work 
of supplying Americans with a 
mass of important statistical infor- 
mation. 
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In Chicago, it takes 2 — 
to get your story across 


No single daily newspaper reaches even half your Chicago-area 
prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 
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Available Market Data—National | 


To secure copies of data listed, use the handy coupons 


Materials for Industry. 
| This personal interview survey 
was made by Time among visitors 


NATIONAL 
MARKETS 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 1000. A Report on School Of- 
ficials and Administrators. 


This report consists of personal 
interviews with educators attend- 
ing the 1953 convention of the 
American Assn. of School Admin- 
istrators. It includes details on 
their schools, positions, purchas- 
ing responsibilities and magazine 
reading habits. The study was 
made by Time. 


No. 1001. A Survey of the Tech- 
nically Trained Personnel in 


the Monsanto Chemical Co. 

The report, issued by Time, is 
on the positions, job responsibili- 
ties and magazine reading habits 
of college-trained industrial spe- 
cialists, including engineers, chem- 
ists, physicists, biologists, geologists 
~4 agronomists. 

o. 1002. A Study of U. S. Carpet 

Buyers. 

A mail survey, issued by Time, 
was made among purchasers of top 
quality, national brand carpets. It 
reveals their jobs, incomes, family 
characteristics, possessions, buying | 
practices and magazine reading) 
preferences. 


- No. 1003. The Market for Auto-| 
motive Products Among Time | 
Subscriber Families. 

This study by Time was made 
to determine the car buying habits 
of Time readers. It also covers 
tire, tube and battery buying hab- 
its. 


5 RS 


No. 1004. A Report of Transatlantic 

Steamship Passengers. 

This report by Time contains in- 
formation of the travel prefer- 
ences, personal and family char- 
acteristics and magazine reading 
habits of American Export Lines 
passengers. The survey was made 
by mail. 


No. 1005. A Report on U. S. Physi- 
cians and Surgeons. 

This is a personal interview sur- 

vey among doctors attending the 


AVAILABLE NOW 


® FIRST PUBLISHED STUDY 
OF LIQUOR SALES BY BOT- 
TLE UNITS IN OHIO’S DIS- 
TRICT ‘A’ 


® DATA SUPPLIED BY THE 
OHIO DEPT. OF LIQUOR 
CONTROL ARE REPORTED 
FOR HAMILTON COUNTY 
(Cincinnati) AND THE OTHER 
15 COUNTIES IN OHIO’S 
DISTRICT ‘A’ 


® For your copy contact your 
Scripps-Howard Representative or: 


the Cincinnati 
fie Post 


Bs ROBERT K. CHANDLER 
t= = Monager, General Advertising 


'to the 1953 Exposition of Basic Ma- 


annual meeting of the American terials for Indus'ry. It contains 
Medical Assn. It covers the type facts about the visitors’ occupa- 
and nature of their practices and | tions, responsibili' ies, sex, age and 


/magazine reading habits. A sup-| magazine reading iabits. 


plement to this report lists all the! : 
582 periodicals mentioned by the| No. 1007. A Re ort on Leading 


thousand doctor respondents. The 
study was issued by Time. 


No. 


1006. The Market for Basic!and accessories 


Automotive J: >bers. 

Time issued th s report on ex- 
ecutives in the .utomotive parts 
»bbing industry. 


It discusses their positions, busi- 
ness and magazine reading habits. 


No. 1008. A Study of U. S. Buyers 


of Room Air Conditioners. 

This is a mail survey conducted 
by Time among recent purchasers 
of room air conditioners for homes 
and offices. Details include de- 
scriptions of the homes, incomes, 
occupations, buying and brand de- 
cision influences and magazine 
reading habits. 


Advertising Age, May 3, 1954 


No. 1009. A Survey of Leading 
Truck Operators in the U.S. 
Here is a study of general bus- 
iness characteristics and magazine 
reading habits of leading large- 
fleet truck operators. Issued by 
Time, the report includes informa- 
tion on the size of the operators’ 
companies, the number of trucks 
they own, the commodities they 
haul, their positions and their 
participation in truck buying. 
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Know and How They Hav 
Grown. 


This is a report by Time on th 


1940-51 growth of 40 diversified | 
companies. It is a personal inter- 
view survey to find out how ex- 
ecutives of individual companies 


reflect the national growth of th 
management market. 


No. 


Services and Equipment. 
This personal interview surve 


1011. The Market for Plant 
Maintenance and Engineering 


€, was issued by Time. It was con- 

ducted among top plant operating 
e executives attending the fifth an- 
nual National Plant Maintenance 
and Engineering Show to deter- 
mine facts about their occupations 
and magazine reading habits. 


, No. 1012. Where the Clover is 
Thickest. 

This report by Time is on the 
30 top metropolitan markets in 
customers and sales. It discusses 


Time’s concentration of circulation 


y 


in these areas. 


No. 1013. Forbes Survey of Execu- 
tive Readership. 

The survey by Forbes was made 
among 3,804 officers of 584 lead- 
ing corporations listed on the New 
York and American Stock Ex- 
changes. It answers questions con- 
cerning Forbes’ use in business 
thinking and personal, corporate 
and other investment programs. 
The study also is broken down in- 
to categories such as 


industry, 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


utilities and railroads. 


No. 1014. The 1952 Consumer 
Trading Area Map of the 
United States. 

This map, issued by Hearst 
Magazines, shows the 601 principal 
trading centers on a county back- 
ground. The trading area bound- 
aries are drawn for each key city 


Size is 30x50” and the cost is $5 


postpaid. 


No. 1015. The 1952 County Com- 
position of 601 Consumer Trad- 
ing Areas. 

This map, also issued by Hearst 

Magazines, shows the counties and 

portions of counties which make 


-| up each trading area, as well as an 
alphabetical listing of every county 
by state, indicating the trading 
area in which each is located. The 
cost is $5.00 postpaid. 


No. 1016. The 1952 Buying Power 
Index. 

This study points out the per- 
centage of the national market in 
each of the 601 principal trading 
centers and for their respective 
consumer trading areas. The in- 
dex is based on 21 major business 
factors and is a 55-page book. It 
is issued by Hearst Magazines. 
Cost is $5.00 postpaid. 


WE LOVE OUR 
CHILDREN /, 


wha t’s alwa ys 


Pennsylvanias 
arm Market! 


farmers read PENNSYLVANIA FARMER, the 
home-state magazine specially edited to their 
specific practices and environment. 


Pick any town...any day! You'll find farmers 
selling a crop they've grown, livestock they’ve 
raised or some by-product that comes from a fully 
diversified agriculture. 


OF WHICH WEIN RICHMOND 
CALIFORNIA HAVE MORE 
THAN ANYPLACE 
A&E 


AGE AND BIRTH FACTORS BY 
CITIES AND TOWNS 


In this rich, active farm market, the one publi- 
cation that gives you the circulation you need 
(twice every month) ... that produces the results 
you want at gratifyingly low cost is PENNSYL- 
VANIA FARMER. But, don’t overlook two simi- 
lar, big-farm-income states, Ohio and Michigan, 
served by THE OHIO FARMER and MICHIGAN 
FARMER. For the story on the potential of these 
three steady income states write to T1013 
Rockwell Avenue, Cleveland 14, Ohio. 


Something to sell — right around the calendar 
— gives the Pennsylvania farmer a steady income, 
an income that adds up to a big cash total every 
season... spring, summer, fall and winter. 


That's only half the story, however. With big 
money in his pocket all the time, the Pennsylvania 


farmer is a big, steady buyer. %o 5 Yrs. Medion 


BY 
POPULATION: or Under* Age 


100,000 and up 
RICHMOND 


San Diego 


Alameda 13.0 
Burbank 10.7 
San Bernardino 10.4 
Southgate 10.3 


RICHMOND 16.3 
in Ss 


Vallejo 

9.1% 

Ore 78% Om 0.3% Jaa. fa | 84% 84% Ookland 
ag Be 


i| i San Jose 
i Berkeley 
i i H | San Francisco 


j 


Birth to 
Deaths 


To keep their highly developed operations at 
the peak of production, 4 out of 5 Pennsylvania 


16.3 


10.7 


25.9 


30.5 


(Percent Farm Cash Income Received Each Month) 


nm 


*% of population 5 years or under, 
1950 U. S. census. That makes a much 
larger percentage 9 years or younger. 
by now. 


THE PARENTS OF THESE 
LOVABLE LITTLE CON- 
SUMERS OF THINGS CAN 
BE REACHED ONLY BY 
THE 
RICHMOND 
CALIFORNIA 
INDEPENDENT 


War, Pid 
Bext Be) 
- & in de te a is a 


| ane A 


Jon 


all year ’ ‘round! : 


ee ce Eo Mags Based on eight-year study of Pennsylvania Farm Income — 


1940 through 1947 (Government payments not included) 


Harrisburg, Pa. 
The Ohio Farmer, Cleveland, Ohio—Michigan Farmer, East Lansing, Mich. 
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Speaking of well-rounded figures, look at those of the 
South Bend (Ind.) Tribune: 103% coverage of South 
Bend’s Metropolitan Area! That’s complete saturation of 
the 220,600 people in this great market. No other printed 
medium reaches more than a small percentage of these 
consumers. A further look at figures will show you that 
here is America’s top income market. Want to know more? 
Send for free new market data book, “Test own, U.S.A,” 


Che 


Soulh Wend 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


F. A. Miller — Pres. and Editor Franklin D. Schurz — Secy. and T'reas. 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


No. 1018. The 1952 


Advertising Age, May 3, 1954 


Available Market Data—Naticnal 


To secure copies of data listed, use the handy coupons 


No. 1017. Marketing Map of the 
United States. 

This map is a wall edition, 
42x60”, printed in red, white and 
blue on linen-paper stock and is 
mounted top and bottom with 
sticks. It reveals the 601 principal 
trading centers in the U. S. and 
more than 3,700 secondary trading 
centers in their respective consum- 


‘er trading areas. This map has 
/been revised and published six 
times. Cost of this map, issued by 
Hearst Magazines, is $10 postpaid. 


Industrial 
State Marketing Maps. 
This set of 58 maps is issued by 


Hearst Magazines in two sizes— 
'8%x11” and 11x15”. There is one 


‘for each of the 48 states and an- 


‘other for each of the 10 multiple 


| trading center markets. The maps 
‘have a county background and 
show the 601 principal trading 


Successful Merchants 
“in these major cities 


of « et ee OO 


i a TOLEDO, OHIO ST. LOUIS, MO. 
3 VK Te eo L. M. Radovsky N. H. Von Soosten 
ooh Imperial Wayside Von Soosten & Co. 


Furniture Co. 


...tell you where magazine 
advertising pays off best... 


Today, many national advertisers are cashing in on profitable 
advertising the same way leading merchants do—through 
Magazine advertising at the Local Level. Advertising in the 
Locally-Edited Gravure Magazines hits with newspaper circu- 
lation impact—in busy metropolitan markets where it counts! 
In Atlanta, for example, you get 100% circulation coverage— 
in Denver, 90.6% —in Louisville, 91%. With a leading na- 
tional magazine your coverage of these markets is—13%. 
6% and 9%, respectively. All this, plus the advantage of 
Local Editing which attracts high readership consistently! . . . 
The Locally-Edited Gravure Magazines are bringing impor- 
tant results to many national and regional advertisers. Why not 
get the complete story from one of the newspaper representa- 
tives listed below? 


ATLANTA, GA. 
James M. Rudder 
Bennett's Jewelry Store 


NEWARK, N. J. 
Charles R. Davis 
Berkeley Furniture Store 


Compare your circulation 
coverage in these 13 markets! 


% Coverage by 
Leading Nat'l 


LOUISVILLE, KY. 


Wm. P. Kendrick % Coverage 


Kendrick Jewelers O} Market Magazine 
Akron Beacon Journal 100.0% 14% 
Atlanta Journal and Constitution 100.0% 13% 
Columbia State 81.0% 1S% 
Columbus Dispatch 87.0% 1S% 
Denver Post 90.6% 6% 
Houston Chronicle 62.0% 13% 
Indianapolis Star 80.0% 13% 
Louisville Courier-Journal 91.0% 9% 
Nashville Tennessean 97.0% 11% 

was Newark News 58.0% 17% 

Tate Jomeley Co. New Orleans Times Picayune States 80.3% 11% 
St. Louis Globe Democrat 43.0% 10% 
Toledo Blade 84.6% 13% 


For more information about these 13 weekly 
newspaper gravure magazines contact one 
of the following representatives: The Bran- 
ham Compony, Cresmer & Woodward, Inc., 
Jonn & Kelley, Inc., Kelly Smith Co., 
Moloney, Regan & Schmitt, Inc., O'Mara & 
Ormsbee, Inc., Scolaro, Meeker & Scott, 
Inc., Story, Brooks & Finley, Inc. 


DENVER, COLO. 
Emil P. Berkowitz 
New York Furniture Co. 


NASHVILLE, TENN. 
Aaron Morris 
Morris Furniture Co. 


INDIANAPOLIS, IND. 
Alvin H. Johnson 
Johnson Home 
Improvement Co. 


COLUMBIA, $. C. 
Frank A. Brown 
Columbia Air-O-Blind Co. 


NEW ORLEANS, LA. 
Gustave P. Covert 
Covert Shoe Stores 


COLUMBUS, OHIO 


M. L. Lieberman 
Ohio Furniture Co. 


TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY 


ae 


centers and 3,700 secondary towns 
within the respective trading area 
boundary lines. The cost is $6 per 
set in either size. These maps may 
be purchased separately at 25¢ 
each. 


No. 1019. Leading Department 
Stores in Leading Trading 
Areas. 

This study lists 1,560 stores in 
513 consumer trading areas. Stores 
are listed by states and cities. 
Data shown for each store include 
the Dun & Bradstreet financial 
rating, volume of sales, stores that 
are members of a group, resident 
buying offices and 33 columns of 
departmental data showing the 
store’s range of departments and 
products handled. A summary by 
states includes the number of cities 
having department stores and the 
number of stores located in the 
principal and secondary trading 
areas. The Hearst Magazines study 
costs $5 postpaid. 


No. 1020. The Trading Area System 
of Sales Control for Consumer 
Durable Goods Industries Map. 

This map shows 613 principal 
trading centers on a county back- 
ground depicting the trading area 
boundaries for each key city. The 
map, issued by Hearst Magazines, 
was published for particular use 
of manufacturers and distributors 
of consumer durable goods. The 
size is 31x50” and the cost is $5 
postpaid. 


No. 1021. Directory of Consumer 
Trading Areas of the U.S. for 
the Durable Goods Industries. 
The directory, issued by Hearst 

Magazines, shows the _ counties 
comprising each consumer trading 
area and also where each county 
is located on a trading area basis 
for the special durable goods trad- 
ing areas. The cost is $1.50 post- 
paid. 


No. 1022. The Style and Quality 
Market of the U.S. 

This study contains a list of 275 
style markets which account for 
93% of the style market potential 
in the U. S. It shows the concentra- 
tion of the market in three groups 
of states and has a special buying 
power index for each named mar- 
ket. The cost of this Hearst Mag- 
azines report is $5 postpaid. 


No. 1023. Business Market for 

Automotive Vehicles. 

This is a survey by the Journal 
of Commerce, New York, on the 
number of motor vehicles operated 
by a cross-section. of American 
industry. Included are the names 
of companies, number of trucks 
owned by the companies, and 
tractors and trailers operated by 
each. The percentage of leased 
vehicles and the percentage of 
companies doing their ov7n main- 
tenance are given. 


No. 1024. A Securities Market Run- 
ning into Billions. 

The tabulation by the Journal 
of Commerce, New York, contains 
information on security holdings 
of 197 leading insurance com- 
panies, showing the number of 
shares of common and preferred 
stock and dollar value of bonds 
these insurance companies hold in 
American corporations. 


No. 1025. National Travel Index. 

The index by American Maga- 
zine measures total volume of U. S. 
pleasure and business travel in 
terms of man-days traveled. It is 
charted to show a month!y trend. 
Summary data for the year 1953 
is available and shows breakdowns 
of total trips by purpose, methods 
of transportation, income, area and 
size of cities. 


No. 1026. Canned Foods in the 
Home. 
The research department of 
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ditto... ditto... ditto... ditto 
Nothing excels repetition for keeping your product 


constantly in the prospect’s mind. 


Year after year, for over twenty years, Outdoor Advertising 
| has brought buyers into SHELL stations everywhere. 


ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


outdoor advertising reaches the most 
people — most often. — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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REASONS WHY | 


KOA’s Western Market a 
is the best place in the 

U. S. to intensify your 7 
summer selling: | 


KOA’s SUMMER BONUS 
12,500,000 tourists vacation 8.8 days and spend 
over $600,000,000 in the Rocky Mountain States! 


1,854,200 automobile radios provide an additional 
1,500,000 hours of listening! 


KOA...THE SINGLE STATION NETWORK 


increase YOUR 
delivers food sales 
America’s most this summer 


FOOD | Write for the 


coming weeks’ 
promotions. 


food-conditioned 
audience. 


KOA serves more people who cont get TV than 
any radio station in America. 
This regular coverage includes 4,!53,700 listeners 
in 302 counties of 12 states. 


D EN v E R 
‘Covers The. he Oe , | 
Dominant NBC Station — 50,000 Watts — 


WRITE TODAY FOR COMPLETE DETAILS...OR CALL PETRY 


Advertising Age, May 3, 1954 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


‘}and juices. The report contains) 


‘Similar information also is com- 


-Crowell-Collier Publishing Co.,| piled for tires and tubes. 


publisher of the Woman’s Home lo 
Companion, Collier’s and Ameri- No. 1028. Cosmetics in Use—1953. 


can Magazine, has issued a report | Woman’s Home Companion has 


on the usage by American house-|™ade_ this study covering more 
wives of canned vegetables, fruits than 100 different cosmetics and 
toilet articles by conducting a sur- 


breakdowns into categories on in-| vey among its readers. The infor- 


‘|come, regions and ages of house- ™ation includes breakdowns ac- 


wives. It has comparisons with) ‘cording to ages, income groups, 
fresh, frozen and other types of brands and trends. 

foods. The study discusses speaitie| 

kinds of foods, most important fac- 
tors in buying, and quality and 
price comparisons. 


No. 1029. Ranges, Refrigerators, 
Freezers & Vacuum Cleaners in 
Companion Homes. 

This Woman’s Home Companion 

No. 1027. The Crowell-Collier 1954; Survey of readers concerns the 

Automotive Survey No. 18.. ownership, buying plans, replace- 
This automotive survey by the|™ment markets, brands preferred 
research department of Crowell- and other usage data on the ap- 

Collier Publishing Co. covers auto-| Pliances mentioned in the title. 

mobile ownership, makes owned, | 

new or used, multi-car ownership, | 
buying plans, financing, mileage, | 
year of model and sales factors. | 


No. 1030. Laundry Equipment in 
Companion Homes. 

| Here is another Woman’s Home 

Companion study. It concerns 

ownership, usage and buying plans 


a, 2 
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TO TELEVISION! 


\ Now on the air with TOP SHOWMANSHIP = 


\ TOP PUBLIC SERVICE= 
TOP AUDIENCE REACTION! 


: WHO has been preparing for WHO-TV for years . . . as to facilities, 


personnel and talent programming. 


e 
| Operation-wise, our transmitter building, remodeled in 1948, was designed to 
Z include TV facilities. Our special vertical directionalized radio antenna, erected 
in 1951, was designed to carry all possible forms of high-gain TV antennas. 

| Personnel-wise, over the years we have accumulated people talented in radio 


showmanship, as well as having intimate knowledge of stage lighting, acting, 
and all other components that are necessary for outstanding television 


production, too. 


been planned with built-in video potentials. 


Middle West. 


o-rv: amines 


Program-wise,our large talent staff has been signed with a special eye toward 
TV as well as radio. Like our Barn Dance, much of our radio programming has 


We are now on the air. WHO-TV pledges you that in television as in radio, 
the highest standards will be maintained, resuliing in the same audience 
preference and advertising results for which WHO is known throughout the 


wHo -TV 


_ CHANNEL 3 e NBC 


on washing machines, clothes dry- 
ers, ironers, plus supplementary 
information on soaps, detergents, 
bluings, bleaches and starches. 


No. 1031. Heroes—Sport “- Your 

Business. 

This study compares ‘the age 
levels of sports readers with those 
that read other types of publica- 
tions. Included in the survey are 
sports activity of readers, article 
identification and buying power. 
The compilation was made by 
‘Sports Magazine. 


|No. 1032. National Directory of 
Financial Public Relations 
Counsel. 

This is an alphabetical and geo- 
graphical listing of financial pub- 
lic relations counsel firms handling 
financial publicity, preparation of 
annual reports, direction of in- 
_vestor relations and shareholding 
|programs, proxy solicitation and 
| financial advertising. Issued by 
Financial World, it sells for $2. 


No. 1033. A World of Facts. 

This comprehensive survey of 
the circulation of Financial World 
‘has been completed by an inde- 
pendent research organization— 
Fact Finders Associates Ine. Pro- 
vided are a variety of tabulations 
showing the character and quality 
of Financial World’s readership. 


No. 1034. How a Music Lover’s 
Feast Became an Advertisers’ 
Banquet. 

The Saturday Review in this 
study reveals the growth of classi- 
/cal music records and high fidelity 
sound reproduction since the pub- 
lication introduced its “Special 
Recordings Supplements” in 1947. 
'The survey shows the buying 
power of Saturday Review’s read- 
'ers, lists recording and reproduc- 
| tion equipment, and manufacturers 
‘and retailers who advertised in 
the publication during 1953. 


No. 1035. Do-It-Yourself, Ameri- 
ca’s Greatest, Newest, Market- 
ing Development. 

This is a booklet of highlights 
from Popular Science’s do-it-your- 
self presentation. The imnact of 
do-it-yourself on family living— 
/as well as dealer changes in sell- 
ing—are discussed. 


No. 1036. Popular Science Mer- 
|  chandiser. 

Popular Science in this piece of 
market data gives merchandising 
_ information to 15,000 hardware 
‘and building material dealers in 
all parts of the country. The pur- 
pose is to increase interest in the 
do-it-yourself business. 


|No. 1037. The Woman that Taxes 
Made. 

This study covers the editorial 
program of Macfadden Publica- 
| tions and discusses the number of 
housewives that are reached by 
the publications. It reports on the 
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status of wage-earner families, | 


spending power, what they buy, 
etc. 


No. 1038. Beer Report. 

This report by American Maga- 
zine is made for brewers and 
marketers of beer. It covers to- 
day’s beer market; packaged vs. 
draught sales; men vs. women as 
consumers; home consumption of 
beer, etc.; major U. S. beer mar- 
kets; leading states on the basis of 
out-of-state sales, and other in- 
dustry facts. 


No. 1039. Wine Report. 

American Magazine made this 
report, which contains tables of 
wine consumption figures for the 
planning of marketing and adver- 
tising programs. Information is ar- 
ranged to show wine markets by 
types and states. 


No. 1040. National Magazine Read- 
ership Survey. 

The objective of this study by 
American Magazine is to disclose 
reliable data on the average 
amount of time spent on reading 
each copy of the publication, av- 
erage number of times each copy 
is picked up and read, total num- 
ber of readers of an average issue, 
variations in reading habits of 
various types of readers accord- 
ing to age, sex and other cate- 
gories. 


No. 1041. Military Market. 

This report is a collection of the 
latest market data information by 
the Army-Navy-Air Force Journal 
and is available to all who are 
interested in the military market. 


No. 1044. Beauty Reader Forum 
Reports. 

This study by Fawcett Women’s 
Group shows the cosmetics and 
toilet articles used by the majority 
of its women readers (percentage- 
wise), plus a breakdown as to 
brand preferences. 


No. 1047. Index to Subscriber 

Buying Power. 

This index by the Wall Street 
Journal gives answers to market- 
ing and public relations require- 
ments by checking business and 
family buying capacities of sub- 
scribers to the Journal. Note is 
made of occupations, positions and 
functions of those questioned. 


No. 1048. How 604 Companies Are 
Advertising in 1953. 

This is a study by the Wall Street 
Journal, including tabuiations of 
the types of businesses the publi- 
cation reaches and occupations of 
its readers. An example of each 
business advertiser who ran a 
schedule during 1953 is included. 


No. 1049. The Buying Power of 
the Art Director and the Com- 
mercial Artist. 

This survey, issued by American 
Artist, was made by Charles L. 
Rumrill Co. and the Kemp Re- 
search oganization to determine the 
extent to which the art director 
and commercial artist influence 
the buying of products, services, 
supplies and materials in the com- 
mercial and graphic arts market. 
It also determines the earned in- 
come of the art director and com- 
mercial artist, their reading habits 
and editorial and advertising pref- 
erences. 


No. 1050. Key to the Massive Mil- 
itary Market. 

The Army Times Publishing Co. 
has issued this analysis of the mil- 
itary market potential, its media 
and methods of selling. 


No. 1051. Building Market Facts. 

House & Home has released this 
complete file of market informa- 
tion on residential building. It 
shows the value of new construc- 
tion, maintenance and repair; dis- 
tribution of one, two and multi- 
family dwellings; building in 
metropolitan areas, state and 


regions; housing characteristics; | 
| outside and inside wall finish; and 


heating systems. 


No. 1052. A Study of Family Buy- 
ing Influence with Respect to 
Various Appliances. 

This survey by Esquire Inc. gives 
national sample of appliance deal- 
ers and consumer appliance buying 
habits with regard to sex, sales 
potential and the importance of 
gift sales. 


No. 1053. The American Home 
Reader-Consumer Panel Report 
No. 33. 

This report by the American 
Home Magazine Corp. contains a 
summary of replies from 1,583 
American Home subscribers who 
answered questions regarding air 
conditioning, cedar chests, heating, 
home ownership and home im- 
provement plans. 


No. 1054. The American Home 
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FARGO, NORTH DAKOTA 


CITED AS A 
LEADING MARKET AREA in the U.S.A. 


Based on 1953 population, income and sales by STANDARD RATE & DATA. 


% Fargo averages 4% above national average in spendable income 
per household. Fargo average $5,452. National average $5,246. 


% Fargo Retail Sales per household estimated to be 71% above 
national average. Fargo $6,277. National average $3,677. 


%& S.R.D.A. source lists 16,370 Fargo and Cass county households 
with a consumer spendable income of $83,620,000. 


%& Cass county gross farm income is listed at $13,294 per farm. 


THE FARGO FORUM. Morning * Evening * Sunday 


Represented by KELLY-SMITH CO., and the NORTHWEST DAILY PRESS ASSN. 


r. Oversight Misses the Roundup 
in Texas’ Top Cattle -Producing Area... 


He Overlooked The Houston Post ! 


He overlooked The Houston Post in reaching an area where more cattle are raised than in 
any other comparable area in Texas—the cattle state! And in this booming cattle area The 
Houston Post is king . . 
lence . . . capturing a total of 5 AP Editorial Awards in 1953. Extend your brand in this rich 
market. Put the dynamic new Houston Post to work for you now ... write, wire or phone 
your nearest Moloney, Regan and Schmitt office today. 

Starch studies made regularly. Details available on request. 


The Houston Market Today is Sold on... Sold By 


THE HOUSTON PosT 


Now More Than 187,000 Daily = 201,000 Sunday* 


. in circulation gains .. . in pulling power . . . and in editorial excel- 


tt Tokes THE HOUSTON POST 
to Sell the Houston Marker! 


W. P. Hobby, Publisher 

Eugene Lemcoe, Director 
of Advertising 

Robert Barron, Manager of 
General Advertising 


*ABC Publisher's Statement, 
September 30, 1953 


...and still growing! 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


Reader-Consumer Panel Re-' 


port No. 34. 

This 12-page report contains a 
summary of replies from 1,924 
American Home subscribers on 
questions relating to sterling silver, 
silver plate, and stainless steel 
flatware. 


No. 1055. The American Home 
Reader-Consumer Panel Report 
No. 35. 

This report by the American 
Home Magazine Corp. contains a 
summary of replies from American 
Home readers on home ownership, 
life insurance, beds and bedding, 
pillows, plastic upholstery, wash- 
ing machines and clothes dryers. 


No. 1056, The American Home 
Reader-Consumer Panel Report 
No. 32. 

This 19-page report by American 
Home contains a summary of re- 
plies from 1,577 subscribers on 
questions covering dishwashers, 
dogs, frozen meat pies, portable 
broilers, scales, soups and window 
insulation. 


\No. 1057. The American Home 


Reader-Consumer Panel Report 
No. 30. 


f This 11-page report by American 


Home is a summary of replies 
from 1,654 subscribers to ques- 
tions on canned pineapple, cook- 
ing, favorite dishes, recipes, vaca- 
tions and travel. 


No. 1059. Look to Your Future. 

Future, published by the U. S. 
Junior Chamber of Commerce, has 
released this description of activi- 
ties engaged in by subscribers and 
lists their various interests. Adver- 
tising rates and circulation figures 
also are included. 


No. 1060. Liquor Report No. 6. 

True has issued this report on 
consumption of liquor in 1953. 
The report is broken down accord- 
ing to type of liquor and states. 
Comparisons are made with 1952 
consumption and cost analysis 
made of magazines in leading 
liquor markets. 


No. 1062. Fawcett Women’s Hand 
and Nail Care Survey. 

This survey by Fawcett Women’s 
Group reports on the comparison 
of 1953 and 1952 purchases and 
usage of hand and nail care prod- 


20 million bowlers 
depend on 


Belg 


AMERICAN Se CONGRESS 


bo ee 
to cover the news 
of their sport. 

You can depend on 
BOWLING MAGAZINE'S 
market figures about 
the billion dollar 
buying preferences 
of these bowlers. 


Write Dept. 300, 
Bowling Magazine 

1572 E. Capitol Drive 
Milwaukee 11, Wisconsin 


| azines. 


ucts by readers of the group’s mag- 


No. 1063. Fawcett Women’s Group 
Hair Preparations Survey. 
This study of Fawcett Women’s 
Group readers reports on the pur- 
chases and usage of hair prepara- 
tions in 1952 and 1953. Question- 
naires were completed by 825 


readers in 1952, and 1,036 readers 
in 1953. 


No. 1064. Fawcett Women’s Group 


Skin Care, Cleanliness, and 
Fragrances Survey. 

This survey compares 1953 and 
1952 purchases and usage of prod- 
ucts for skin care, cleanliness and 
fragrances by Fawcett Women’s 
Group readers who completed 
900 questionnaires in 1953 and 803 
questionnaires in 1952. 


No. 1065. Fawcett Women’s Group 


Makeup Survey. 

This study reports on Fawcett 
Women’s Group readers’ purchases 
and usage of various makeup prod- 
ucts in 1952 and 1953. Basis of the 
survey was 922 questionnaires in 
1953, and 821 in 1952. 


No. 1066. Fawcett Women’s Group 
Personal Daintiness Survey. 
This survey by Fawcett Women’s 
Group reports on purchases and 
usage of anti-perspiration, deodor- 
ant, depilatory, sanitary protec- 
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tion, oral hygiene and fine laundry 
products. The survey is compiled 
from questionnaires answered by 
1,145 women readers. 


No. 1067. Fawcett Women’s Group 
13th Annual Beauty Reader 
Forum. 

This summary highlights the 
last 10 years of detailed reports 
issued annually on beauty care 
habits of readers of the Fawcett 
Women’s Group. 


No. 1068. Fawcett Women’s Group 
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Here is one place 
so  youkeep getting 
MORE and MORE... 


Circulation oo 


ORR Ne ten ee st come 


Business Daily since 1942: A circulation growth of 
734% achieved with a subscription price of $20.00 


a year ... without any special inducements or 


Here is a picture of businessman-response to the National 


premiums. Like so many of its readers, The 
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Reader Characteristics Survey. 

This Fawcett Publications sur- 
vey contains the reader character- 
istics for True Confessions, Motion 
Picture & Television and maga- 
zines in Fawcett Women’s Group. 
The survey is based on the first 
2,600 questionnaires that were re- 
turned. 


No. 1069. True, the Man’s Maga- 
zine Travel Report. 
This survey by Fawcett Pub- 
lications reflects the business 


trips, travel and vacation charac- 


teristics of readers of True. The a study of smoking habits. It was 


findings are based on 1,436 re- 
turned questionnaires. 


No. 1070. True, the Man’s Maga- 
zine Toiletries Report. 

This study, based on 1,436 ques- 
tionnaires completed and returned 
to True by its readers, concerns 
grooming habits and purchases of 
men’s toiletries. 


No. 1071. True, the Man’s Maga- 
zine Tobacco Report. 
This survey of True readers is 


compiled from 


1,436 returned 
questionnaires. : 


No. 1072. True, Man’s Magazine 
Male Wardrobe Facts. 

This survey of True’s readers re- 
ports on the ownership and pur- 
chasing of men’s clothing, furnish- 
ings and accessories. It is based 
on 1,096 returned questionnaires, 
and to validate the findings, per- 
sonal interviews were made with 
90 men who were non-respondents 
to the mailed questionnaire. 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


| 


No. 1074. A Christmas Story. 
Better Homes & Gardens has 
made this study of gifts bought for 
the home for Christmas, 1953. The 
survey was conducted among read- 
ers of the magazine. Merchandising 
aids also are included in the study. 


No. 1075. Compact Readership Sur- 
vey. 
Parents’ Institute has made this 


71.25% 


42 
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Advertising costs down... 


Here is what has happened to advertisers’ costs in The Wall 


... for LESS and LESS 


Street Journal. During a 12-year period when most sales 


costs have increased sharply, The Wall Street Journal’s 
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CHICAGO 


DALLAS 
711 W. Monroe St. 911 Young St. 


cost per thousand has steadily come down— 


over 61% since 1942!.... Where else 


does your advertising dollar buy 


more than twice as much 


today as twelve years ago? 


Using 1942 as the base year, 
chart shows how cost of reach- 
ing 1000 Wall Street Journal 
subscribers with any consistent 
unit of space has declined. Thus, 
in 1954 a Wall Street Journal 
advertiser can reach 1000 sub- 
scribers for 38.15% of what he 
paid in 1942. 


- “aa et 
Sem ol 


THE WALL 


STREET JOURNAL of 


SAN FRANCISCO 
415 Bush St. 


survey of teenage girls who are 
subscribers to Compact. Respond- 
ents were asked about spending 
money, family and personal pos- 
sessions, social life, food purchases 
and preparation, clothing and cos- 
metic purchases. 


No. 1076. Soap Study. 

This survey of Parents’ Maga- 
zine readers concerns soaps used 
to bathe babies and to wash dia- 
pers. Respondents were asked the 
age of their baby and the brands 
of soaps used. 


No. 1077. Food Survey. 

Parents’ Magazine made this 
survey on food usage and food 
buying habits. The study includes 
children’s luncheon habits and 
menus, frequency and type of 
cereal served, baby foods, soups, 
salads, fruits and juices, baking 
items, fats and oils, desserts and 
other foods. Some data is analyzed 
by the ages and number of chil- 
dren in a family. 


No. 1078. Frozen Food Survey. 

This Parents’ Institute survey of 
Parents’ Magazine subscribers re- 
lates to purchases of commercially 
packaged frozen foods. The data 
includes the amounts and types of 
frozen fruits, juices, vegetables, 
poultry, bakery goods, fish and 
meat purchased. 


No. 1079. Dried Fruits and Nuts 

Survey. 

This is a survey conducted 
among Parents’ Magazine sub- 
scribers on the use of dried fruits 
and nuts. The study examines the 
frequency of use, methods of use, 
types of purchase and ages of 
children when these foods were 
first used. 


No. 1080. Reader Heat Study. 
This is a study by Crossley Inc. 
on the degree of reader interest in 
Parents’ Magazine. The study com- 
pares five magazines on the degree 
of interest, helpfulness to the 
family, confidence in products ad- 
vertised and product seals, and 
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SELL THE 


‘Golden Market” 
G yo AMERICA’S 


NEGRO POPULATION 


WDIA-- 
50,000 WATTS 


Here is a new “golden market” 
of 1,466,618 negroes! 37% of the 
total area population .. . one- 
tenth of the entire negro popula- 
tion of America! And it can't be 
reached except with WDIA, the 
first and only 50,000 watt station 
to broadcast exclusively to the 
rich negro market. 
TOP HOOPER AND 
PULSE RATED STATION 
IN THE MEMPHIS MARKET! 


WDIA—sumems, rem. 


REPRESENTED BY 


JOHN E. PEARSON CO., 


DORA-CLAYTON AGENCY, SOUTHEAST 
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Available Market Data—N ational 


To secure copies of data listed, use the handy coupons 


the reference value of the maga- 
zine, 


No. 1081. Who Buys the Most? 
This report by Parents’ Institute 
presents a special analysis for ma- 
jor products, such as homes, furni- 
ture, refrigerators, washing ma- 


chines, automobiles, radio and 
television sets. Purchases are re- 
lated to total purchases by family 
status and the amount spent. 


No. 1082: Laundering Methods. 
This survey was conducted 
among Parents’ Magazine subscrib- 
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ers on the types of garments and 
fabrics washed by machine and by 
hand. Washing qualities of syn- 
thetic fabrics are evaluated. The 
material includes data on owner- 
ship of washing machines, auto- 
matic dryers, electric irons and 
hot water heaters. 


No. 1083. Parents’ Magazine Cir- 

culation in the Cream Markets. 

This is a city by city listing of 
population and retail sales for 
the 162 “cream markets” where 
two-thirds of all U.S. sales are 
made. Parents’ Magazine circu- 
lation is analyzed by city and 
county for A, B, C and D markets. 


No. 1084. Photographic Finishers 

Survey. 

This survey by Parents’ Insti- 
tute was conducted among pho- 
tographic finishers who were 
asked which subjects are most 
often photographed by amateur 
photographers. The survey shows 
that babies are photographed most 
frequently. 


No. 1085. Mattress Survey. 

Parents’ Magazine subscribers 
were surveyed on mattresses used 
in their homes. Respondents were 
asked about their plans for extra 
sleeping accommodations, number 
and types of mattresses purchased 
when first married and the num- 
ber now owned. Mattress size pref- 
erences and cost estimates are in- 
cluded in the study. 


No. 1086. Fruits and Juices. 


This study was conducted by 
Parents’ Institute. It deals with 
fruits and juices used by families, 
including data on avocados, lem- 
ons, lemonade, oranges, canned 
fruits and juices. Emphasis is giv- 
en to citrus products. 


No. 1087. Toy Survey. 

This survey conducted among 
Parents’ Magazine subscribers con- 
cerns the types of toys received by 
children and their preferences in 
toys. Toy purchases and prices are 
analyzed in relation to the ages of 
children. Included is information 
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on place of purchase, purchaser 
and time of purchase. 


No. 1088. Home Sewing 

This survey conducted among 
Parents’ Magazine subscribers dis- 
cusses the sewing habits of sub- 
scribers and their preferences in 
fabrics. Data on types of garments 
made, for whom they are made, 
clothing fasteners, knitting, cro- 
cheting and ownership of sewing 
machines is included in the study. 


No. 1089. Crib Mattress Survey. 

This survey of Parents’ Magazine 
subscribers concerns tue owner- 
ship of crib mattresses. Ownership 
is analyzed by brand, price and 
time of purchase in relation to the 
birth of the child and number of 
children. The survey shows that a 
crib mattress is usualiy used for 
more than one child. 


No. 1090. Readership Siudy of Life 
Insurance Company Officials. 
U.S. News & World Report is- 

sued this study on top management 

in all life insurance companies 
listed in the life insurance com- 

panies section of Polk’s Bank Di- 

rectory. The report covers their 

reading and their estimate of the 
magazines in the news and man- 
agement fields. 


No. 1091. Readership Study of Peo- 
ple Listed in ‘Who’s Who in 
America.’ 

Prominent men and women 
listed in this standard directory 
were surveyed regarding their 
reading habits and preferences for 
the major news and management 
magazines. The report is issued by 
U.S. News & World Report. 

No. 1092. Readership Study of 

Newspaper Editors. 

In a U. S. News & World Report 
study, editors of all daily news- 
papers in cities of 25,000 or over 
were asked which news and man- 
agement magazines they read reg- 
ularly. The editors rated the pub- 
lications according to usefulness 
and confidence. 

No. 1093. Readership Study of 

Those Listed in ‘Who’s Who in 

Commerce: and Industry.’ 

U.S. News & World Report has 
issued this evaluation of six ma- 
jor news and management maga- 
zines by executives listed in this 
standard directory. Included in the 
tabulation is usefulness of the 
magazines and degree of confi- 
dence in editorial content. 

No. 1094. Readership Study of 

Those Listed in *Poor’s Regis- 

ey 

In this U.S. News & World Re- 
port study, executives and direc- 
tors listed in “Poor’s Register” tell 
which news and imanagement 
magazines they read regularly, and 
which have the greatest impact on 
their opinion. 


No. 1095. Readership Study of Of- 
ficial Washington. 

U.S. News & World Report has 
conducted this study among mem- 
bers of Congress, the cabinet heads 
of all important offices and agen- 
cies in the federal government, 
and men listed in the “Congres- 
sional Directory.” The respondents 
list their reading habits and pref- 
erences among the major news 
and management magazines. 


No. 1096. Income Survey of U.S. 
News & World Report Sub- 
scriber Families. 

This study by U.S. News & 
World Report shows the average 
income of subscribing families in 
1953, lists the percentages of sub- 
scribers in each major income 
bracket, and compares these find- 
ings to those established in four 
previous studies. 


No. 1097. Occupational Survey of 
U.S. News & World Report 
Family Heads. 


This survey by U.S. News & 
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Wouldn't you buy 


V7 colour 


(yes... 549) 


It’s a question dozens of leading Canadian 
advertisers have already answered with an 
emphatic, “Of course’. Take a look 
through any issue of the Star Weekly’s 
colourful, well-printed “‘Roto’”’ section and 
see for yourself. You’ll be taking your 
place in mighty fine company if you take 
advantage of this outstanding colour “‘buy”’ 


Take the Star Weekly’s big coverage— 
961,000 Canadian families every week—and 
the low, page-full-colour cost in the 
Rotogravure section on the 12-time basis, 
and the cost-per-family works out to just 
5.43 cents. And when you compare, 
remember that the circulation of the Star 
Weekly is audited, paid A.B.C. circulation 
—verified—and not duplicated anywhere 
in Canada by any other Canadian 
publication. 


Take all the factors that make your 
advertising effective into consideration and 
it’s a fact: A campaign of 12 full pages in 
four colours in the Star Weekly will cost 
you only 5% cents per family. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


World Report was 
among a broad cross section of 
subscribers. It classifies the maga- 
zine’s circulation according to 
types of businesses and positions. 


No. 1098. Transatlantic Travel. 

U.S. News & World Report con- 
ducted this survey to determine 
who goes to Europe and why. It 
is a cross section of all passengers 
on the eastbound manifests of 
American Export Lines’ “Consti- 
tution” and “Independence” dur- 
ing 1952. The study determines 
the characteristics of those who 
bought passage and the extent to 
which magazines isolate and cover 
this specific market and its po- 
tential. 


No. 1099. How Business Forms Are 
Bought and Used. 

This survey by U.S. News & 
World Report was conducted to 
determine the extent to which 
business forms are used by all 
kinds of businesses, types of busi- 
ness forms used, present need for 
business forms within industries 
and levels of responsibilities that 
aes the need and approve the 

urchase of these forms. 


1100. Readership Study of 
Class 1 Railroad Officials. 

This U.S. News & World Report 
study covers traffic and operating 
executives in all U.S. Class 1 rail- 
roads. It tells what news and man- 
agement magazines they read and 
ranks the publications according to 


No. 


conducted | “usefulness” 


and “confidence” 


placed in them. 


No. 1101. Insurance Buying Habits 
of Higher-Income People. 

This study by U.S. News & 
World Report was conducted 
among a cross section of high-in- 
come families, showing ownership 
of automobile, fire, personal prop- 
erty and liability insurance. In- 
cluded is the extent to which fami- 
lies periodically review their 
policies and increase purchases. 


No. 1102. Readership Study of Ex- 
ecutives Most Important in 
Making Advertising Decisions. 

Issued by U.S. News & World 

Report, this survey was conducted 
among presidents of agencies bill- 
ing $1,000,000 or more annually 
and presidents and other officials 
of 100 leading advertisers. The 
study establishes which news and 
management magazines they read 
and how they rate them. 


No. 1103. Readership Study of 
Commercial Bank Executives. 
U.S. News & World Report has 

made this study of reading habits 

and preferences of board chair- 
men, presidents and v.p.s of the 

300 largest commercial banks in 

the U.S. 


No. 1104. How to Get the Most Out 
of an ABC Statement. 

Purpose of this U.S. News & 

World Report study is to show that 


‘there is a wealth of information in 


the Norfolk Market 
with aone station buy 


Uw Up 


WTAR-TV dominates America’s 25th market 


| made during the period from three 
| months before to eight weeks after 


|types of weddings and _ honey- 
/moon destinations. 


every ABC statement to help the travel habits. It reveals how many | lation, 


Advertising Age, May 3, 1954 


including ages, incomes, 


advertiser judge the ability of any | ‘Photography readers plan their purchases, entertainment habits, 


specific magazine to produce re- 
sults. This booklet shows how and 
where this qualitative information | 
is found and what it means. 


No. 1105. How 
Grown. 

U.S. News & World Report has 
produced this booklet to review 
the growth of American business 
and industry since the end of 
World War II. It covers the num- 
ber of U.S. businesses, plant ex- 
pansion, use of raw materials and 
power, and number of executives 
occupying key positions of respon- 
sibility. 

No. 1106. American Girl Daughter- 
Mother Study. 

This survey shows the influence 
of teen-age girls on the purchasing 
of a wide range of family and 
personal products. The survey was 
conducted among American Girl 
subscribers and their mothers. It 
illustrates personal and family 
characteristics of subscribers, plus 
their interest in homemaking. 


No. 1107. A Study of Camera 
Buyers. 

This study by Time covers re- 
cent purchasers of 35mm camer- 
as, including information on their 
incomes, jobs, personal character- 
istics, photographic equipment 
ownership and magazine reading 
habits. 


No. 1108. A Report on U.S. Home 
Builders. 

This personal interview survey 
by Time among builders attending 
the 1954 National Assn. of Home 
Builders convention in Chicago re- 
veals information on the extent of 
building activities in 1953, plans 
for 1954, purchasing responsibili- 
ties for various types of construc- 
tion material and magazine read- 
ing habits of builders. 


No. 1109. The Must-Buy Market— 

A Study of the Modern Bride. 

This study by Ziff-Davis Pub- 
lishing Co. defines the portion of 
the bridal market reached by 
Modern Bride. It includes a de- 
tailed examination of the buying 
pattern and actual expenditures 


Business Has 


the wedding. Also covered are the 
principal products and_ services 
purchased, plus added data on in- 
come levels, ages, employment, 


No. 1110. An Analysis of the Pho- 
tography Magazine’ Vacation 
and Travel Market. 

This Ziff-Davis Publishing Co. 
report analyzes the influence of 


picture taking on vacation and 


trips to take pictures and how 
their photos influence other va- 
cationers. The study covers vaca- 
tion expenditures, trip destinations 
and the income levels of Photog- 
raphy readers who were respond- 
ents. Comparisons are made be- 
tween subscribers and newsstand 
buyers of the publication. 


No. 1111. Photography Magazine 

Reader and Market Analysis. 

This study shows how Photog- 
raphy readers spent $135,486,719 
for photographic equipment and 
supplies in one year. Included in 
the survey is information on the 
value and type of equipment 
owned, kind of pictures taken, in- 
come levels, percentage of home 
owners, photographic magazine 
reading habits and a comparison 
between subscribers and news- 
stand buyers. 


No. 1112. Beauty Secrets—1954. 

This Good Housekeeping con- 
sumer panel report covers the per- 
sonal grooming habits of more 
than 1,700 persons, plus brand 
preferences. 


No. 1113. Women and Advertising. 

This investigation by Good 
Housekeeping covers attitudes, 
motivations and _ behaviors of 
housewives in relation to their 
reading and use of eight leading 
magazines. 


No. 1114. If You Had $2,500—What 
Would You Buy? 

Some 5,000 Good Housekeeping 
panel members were queried on 
what they would do if they had 
$2,500 to spend in any way they 
wished. Questionnaires were re- 
turned by 4,234 persons. 


No. 1115. Ranges, 

and Freezers. 

This is a Good Housekeeping 
consumer panel report on ranges, 
refrigerators and freezers. Ques- 
tionnaires were sent to 2,500 mem- 
bers and distributed in exact 
proportion to the total U.S. cir- 
culation of Good Housekeeping. 
Replies were received from 77.9% 
of those sent questionnaires. 


No. 1116. Product Endorsement. 

Study Number 2. 

Issued by Good Housekeeping, 
this study by Crossley is based on 
2,531 personal interviews’ with 
women between the ages of 15 and 
65 and covers their attitudes to- 
wards stamps and seals of ap- 
proval. 


No. 1117. A Cue Primer. 

This survey, conducted in Feb- 
ruary, 1954, is a guide for adver- 
iisers and agencies. 


Refrigerators 


It contains | 


beverage consumption, vacations, 
automobile ownership and other 
related facts. The study is issued 
by Cue. 


No. 1118. College Freshmen Sur- 
vey. 

This survey by Seventeen covers 
the buying and reading habits of 
first term college freshmen wom- 
en. It was carried out on campuses 
of 39 of the nation’s colleges and 
universities. 


No. 1119. Fenvale Population 
Changes. 
Seventeen issued this study, 


which consists of two charts. The 
first chart is teen-age girl popu- 
lation projections from 1953 to 
1963. The second chart shows fe- 
male population changes from 1954 
to 1960 in teen-agers and in 
“working women—young mar- 
rieds” 20-29 years old. 


No. 1120. The Girl Under 20— 

Home Furnishings Survey. 

This mother-daughter survey 
explores the reasons, influences 
and extent of home furnishing ac- 
tivities in the 5,500,000 homes 
where teen-age girls live. Seven- 
teen issued the study. 


No. 1121. A Survey of Business 
Buying. 

This is a comprehensive survey 
to determine the number and per- 
centage of Newsweek subscribers 
who influence the specifications 
and purchases of 19 industrial 
classifications of merchandise. The 
study is broken down by industrial 
affiliations, positions and func- 
tions. 


No. 1122. The Newsweek Record 
and Record Player Market. 
This is an analysis of record and 

record player ownership and buy- 

ing plans of Newsweek subscribers. 

Emphasis is placed on high fidel- 

ity equipment. 


No. 1123. Photography Survey. 

This report is on camera and 
camera equipment ownership of 
Newsweek subscribers. It covers 
present ownership and future buy- 
ing plans. 


No. 1124. A Study of Business 

Travel. 

Here is a report on the amount 
of business traveling done by 
Newsweek subscribers and their 
references in travel and transpor- 
tation accommodations. 


No. 1125.The Industrial Market— 
Its Size and How It Buys. 
This is a comprehensive analy- 

sis of the size of the industrial 


_market according to individual in- 


dustries and positions. Buying in- 


comprehensive market data on | formation is based on 25 individual 


certain strata of New York’s popu- 


‘ease histories. 


Both buyers and 
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This discussion of Sunset’s 


editorial policies is reprinted 
from April Sunset —The me sea Pee 
Magazine of Western Living : Only one magazine 
carries more pages — 
_ of horticulture 
_ advertising than 
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‘Western customers, gives your advertising Publishers of Sunset Magazine and Sunset Books 
_ MENLO PARK, CALIFORNIA 


Advertising Offices: San Francisco, Los Angeles, Seattle, New York, 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


sellers were contacted in the course ;among Newsweek subscribers. 


of the investigation. Issued by 
Newsweek. 

| bile Market. 
No. 1126. Survey of Consumer This Newsweek report covers’ 


automobile ownership and buying | 
This study, conducted among plans of subscriber families. 

Newsweek subscribers, covers | 

ownership and buying plans for No. 1129. New Subjects that In- 

household appliances and home) terest Opinion Leaders. 

workshop equipment. | This is a comprehensive analy- 

sis of editorial subjects of prime 

No. 1127. Some Cold Facts about a | interest to the nation’s opinion 
Het Market. ‘leaders. It is issued by Newsweek 
This survey by Newsweek shows 

air conditioner ownership and No? 1130. 18th Annual Grit Reader 

buying plans. It was conducted Survey. 


Buying. 


450 W. FORT ST., DETROIT 
NEW YORK 

4 ws CHICAGO 
BEREA, OHIO 


AIR CONDITIONING BUSINESS ARD 


The Information Authority © The Advertising Leader 


This study by Grit Publishing 
Co. concerns the brand preferences 
of 23,275 Grit families in the small 
town market. It contains five-year 
comparisons on automotive, drug, 
cosmetics, grocery, home appli- 


|No. 1128. The Newsweek Automo- | ance, tobacco and insurance buy- 


ing habits. 


No. 1131. Grit—Y esterday and To- 
day. 

This is a sketch of the founder of 
Grit and a record of his achieve- 
ments in developing Grit in small 
town markets. It also shows the 
recognition by industry of the 
stability and value of families in 
small population centers. 


No. 1132. Merchandising Survey of 
Packaged Laundry Soap, Toi- 


let Soap, Shortening, Pipe and | 


Drain Cleaners and Glass and 
Window Cleaners in the Negro 
Market. 

This merchandising survey was 
carried out by Ebony’s merchan- 
dising representatives in 10 prin- 
cipal cities. 


No. 1133. Ebony Salutes. 


This folder, issued by Johnson 
Publishing Co., recognizes the 
_American food industry for culti- 
_vating the Negro market and 
-making it brand conscious. 


| No. 1134. The Field & Stream Mar- 
ket for Alcoholic Beverages. 
This is a cross-section of 7,500 
readers of Field & Stream, inter- 
_viewed by mail and with 12.7% 
‘returning questionnaires. It con- 
tains data on consumption by type 
_of liquor, wine and beer; brand 
_preferences; liquor purchases and 
consumption on hunting and fish- 
ing trips. It includes income and 
age breakdowns. 


No. 1135. Field & Stream Market 
for Cameras. 

This is a cross-section of 2,500 
Field & Stream readers interviewed 
‘by mail. A total of 14.7% of the 
questionnaires were returned. The 
study contains an analysis of own- 
ership by types of cameras, brand 
| preferences and film consumption, 
/as well as data on ownership of 
| projectors, table viewers and light 
meters. 


OREGONIAN 
DAILY LEAD 
OVER 2ND PAPER 


OREGONIAN 
LEADERSHIP 
OVER 2ND PAPER 


| WITH CIRCULATION LEADERSHIP 


9,019 City Carrier Lead 


WITH ADVERTISING LEADERSHIP 


1,148 624 lines Retail Advertising Lead 
796,467 lines General Advertising Lead 
3,264,751 lines Classified Advertising Lead 

5,431,792 lines Total Advertising Lead 


4,025 ABC City Zone Lead 
4,080 Retail Trading Zone Lead 
39,543 Total Circulation Lead 


Sources: ABC Publishers’ Statements for 6 mos. ending Sept. 30, 1953; 


Media Records total 


Keep your sales growing 
with Oregon's growing newspaper 


Largest Circulation in the Pacific Northwest | 


advertising, less AW, TW and Comics, 1953. 


226,445 Daily 
285,142 Sunday 


Represented Nationaily by Moloney, Regan & Schmitt, Inc. 


the Oregonian ........0. 


Advertising Age, May 3, 1954 


!No. 1136. 1953 Magazine Audience 
Study in Mexico. 

This 812x11” folder, issued by 
Reader’s Digest International Edi- 
tions Inc., deals with coverage by 
the top six magazines of the popu- 
lation in seven Mexican cities. 


No. 1137. Leading International 


Advertisers in 1953. 

Issued by Reader’s Digest Inter- 
national Editions Inc., this booklet 
lists 2,000 companies with prod- 
ucts advertised, and who have 
used the international edition of 
the Reader’s Digest during 1953. 
In addition to actual records of 
sales results, the booklet contains 
statements pointing out that “in- 
ternational business is good busi- 
ness.” 


No. 1138. Reader’s Digest Latin 
American Editions. 


This study includes basic infor- 
mation about circulation, coverage 
of advertisers and rates for the 
seven Latin American editions of 
Reader’s Digest. The study fea- 
tures a map of Latin America 
keyed with the editions and circu- 
lations of the Reader’s Digest used 
by both consumers and industrial 
advertisers during 1953. 


No. 1139. Portrait of a Reader’s Di- 
gest Family—lItaly. 

This report by Reader’s Digest 
gives the findings of a mail survey 
conducted in April, 1953, among 
readers of the Reader’s Digest 
Italian edition. The questionnaires 
were tabulated and findings re- 
ported by an independent mar- 
ket research organization, Societa 
Italiana Per Le Richerche Di Mer- 
cato. 


No. 1140. Audience Study in Seven 
Mexican Cities. 

This is a complete survey made 
by Reader’s Digest in seven Mexi- 
can cities. It covers the number of 
readers reached by each of the six 
leading magazines in Mexico and a 
description of their characteristics 
as consumers. 


1141. A Personal Interview 
Magazine Survey Among 4,565 
Dealers, Distributors and Pro- 
fessional People in Six Latin 
American Countries. 


This booklet, issued by Reader’s 
Digest, incorporates some of the 
highlights from a survey con- 
ducted by International Public 
Opinion Research Inc. among dis- 
tributors and professional people 
in Colombia, Cuba, Mexico, Pana- 
ma, Peru and Venezuela. Actual 
survey results are available in 
mimeographed sheets on a coun- 
try-by-couniry basis, or on a 
dealer, distributor and profession- 
al classification basis. 


No. 


1142. A Magazine Audience 
Study in 17 Cities of Latin 
America. 

Here is a mimeographed report 
issued by Reader’s Digest and 
based on nearly 5,000 personal in- 
terviews amsng proved readers of 
leading Spanish-language maga- 
zines. The survey contains com- 
parative data on the penetration 
of each magazine among the total 
literate population of the cities 
studied. It also includes data on 
sex, income, education, occupation 
and home ownership of magazine 
audiences in these cities. 


No. 


No. 1143. Household Magazine Sub- 
scribers’ Report—Products Sold 
by Food Stores. 

Issued by the research depart- 
ment of Capper Publications Inc., 
this study covers a wide variety 
of products bought by small town 
families in food stores. A total of 
940 brand names are studied cov- 
ering 94 principal products sold 
by food stores, including break- 
fast cereals, fruits and vegetables, 
soups, dairy products, meat and 
meat products, desserts, candy and 
nuts, toilet goods, paper products, 
cigarets and household supplies. 


j 
ia 
5 


oka se : oe ‘ tom a ee Mie o5%, seg dn pe ees RI ee Sse Oe, Es Seema 
Hs — 
e | ie 
_ = Pe 
ee | Po | 
— Bt | ‘ie 
a 7 
Ps = | 
A - 
| «AIR CONDITIONING & apito NZ P| —e 
i REFRIGERATION (/ °° 4 
i © eee 
| Bs 
a silenced lineata ltrs aeeenaesttaattseesieeaenttteeeeaantriaantass| ae os 
£g i= 
S “~ = ee 
, the *Oregonian... Bh 
2 H | | ees 
: a “3 | fee 
? WV, | Be me 
: se SY EVER O i 
S — Fa hal Ss | aga 
| a eA) WA 2 Be 
; ~ ome, | eae. 
QQ C ¢ (A = (Aes Ziv | ae 
: E/ * ‘¢ ie = 2 
i ae rey Et Pe ; 
: | rh rel sn — = je | ‘Beer 
us a 60 | = 
: C ~ iiss. LT a  __ 
AS O ~ wae on | a 
a ete pveRTISED CO) ‘ 4 cue : 4 
- Aen N THE Sai 
INT N i ae 
: OREGONIA — ——S 
3 4 . re 
& / Re 
| ei | 4 
: | aa 
reaches more es 
| fe ite ——-—---—--—-----4 | oe 
; women i es | ee 
ig | | | ee 
Raabe 
Ee ee a ae. ( - : 
ee De — 
FFT ooo - * | 
ia 
| 7 e 
eS es 


fad? see SA x Sd Es Mee OOS Te a RE fc gent me RN outa! Wax on amen icant er Co Vile PE Rea HCO ee SARI Be 1A VO ek) Re as RS op Haan MegecSaN 05 wo cr wee Hn, e RE So ape 
Sich ere Seg Sa POG le ae ee Ca ee bie laerieg Op Ca kee % ig ake ee a og Cen vt SRE lg a ae a ant as Tae, ies gee ano hg Oa este pei oir te on bog oN ns hae ee rene. Pg MEE, GO ae Lg MART te oes pm el poe? ade i ys omer t Ws gala aca Sine a ae Be: Baa kes 
acer Se cat Ph Ue aaa esses BOS oneal ear ws icion, na ok, Sema tee alls ai oti Ee a LT peer eat Re aMA Sgr ck ves aur aS Pas sci Rae Sie ete t Be ht Pa Ns) ial gids 2 paca RN aes PR re) ne ata REP eg eth eas ice aha oa Ae Stee 
mf "hgh Paredes Poms a a ete eee ae De tee ee ceo eran Nia Seema a RCs se : Sega tee ee Ne aa ee ea RRS epbrew toca Wee tatty st as Se gee Baht Wes eis ideas. FORM aT NaC ae ahaa axceaae a eaves aaa ‘gee bce rome Baa eed, tne oy Caen maa 
7 Sarg) Cais Oe ee ane Rew eRe A FCGEMRE, bie gt arAnicus Meh Gi (roma: cn em T oA ty. Ewer LN Re tele at, we nae ceme. CY) ake | ene ay a guen Alm ett oe a oye a pat aR cage oe ot trek NO A uae pen EN ene PN ead ie! F vine ct 9 ene gi. Aaa ello Gee ie ube cea Un G 
GTi eae aan sa, Tei ck”, Ps ata yw Ati, eer ity Sed ae Cos <i f Sai, eee RR Se nee = Se Al ade Pr aae BS 2 NPR an ae cee gi Wage ee py eM imap recor nh oh Ran Mei Cade ae ok Daren ei Det ee Are bs rl Mem fee a |e aie Me NB 0h Nea Sa ae 1 A Th Mata A ee eee Ned Aide Wee Ps | ~ 
aj gence oe) OES <n hapa ays hs al, wae es Wi. : ear itd am Belge say Be ine ore od MAGES be cet, ka ae cee pW Re it tea a a TAC, beets aa Ne ey ea ea kite ey ee erate bar ee Sg... Poe, Set Eee nh ee 
a ake ee Rie. tt). ag ea seca ROR RM SSE hy UR hy We a eNees 2 Ney eee ge et ee Se aes aR eM ah eh a oid ye BE iy, erteeageerte fh, Wika On “ ety aaa Phe a aa PY gee SN = ab hal ore Sh Ss stipig tc ie, SN R= SS RN ee ath a ee GE Ne! A yi a Pao a 
Rene pS gm og aR SINE aC EEE. APT RR ic aie SNL ee ee ee ee ee en nn nS ea Petpet ey mee a we “ar oe « 
ty periws, * : el : Bt. 2a pe ‘ Pt é ‘eee 
>. A eae) ? ie 

ES dati —_ ” tt 

2, Ae Si ae " 

ae eS : \ 
+. 

ee 

i 

i c h 

# { e 

w : 

3. A 1] | 

+4. 

4 4 

ee 

iM 

bt 

Ps : 

oa 

a4 5 j 

RE ; 

ay to 

ye ‘ 

y | 

. 7 

a 4 

a 

mt 

a : 

j m 
. | | a 

ee 

————— 

a ae f ) 

4 , ( — 

Bi, I ig 

i, j ——— wie 

Fy ——_ ay 

aa ht |. ee 

ity , — : ae 

+ + aR) a 

a ; - ore 7 td, 2 

ah 7 Dy, ae i 

az rs 2 -? fs » 

Bh ~ Neat. Ba e os a Mal is 

eA 5: ie a = oe st sme - «ae 

Bie, — ean ete See cae Sg Whig) 9 aaa ee od 7 ay 

a ; = ae ae ee er a. baer 

' if eee! |S 4 tee Sythe aoe i Mah) art A COE Ae oe aS — 

a hee - 1 : ST onl Vinita ‘a he Ne 2 MRIs Go . Seg 

28 a yea fi Beas: oa * iia ss a es ay ‘ . ae Pe hos a eeD Bee tie ge e nae © NES 

: a M\} Sy ee ‘ Ea. oh, ga eect ae 

an ———————_— Sain” oe dus ae a ee, bo 

1 US eaepereaiee See Baad eee es aaa a aes Be re eat aa eo dag ee a a Sigs 
“Si ety mieten Fi Palins Ae ha Me sag ie . at ix x cy i ae ce SoS Lavat, 217g —— pee 

ee DS i eS che aN 63 ad i ; tee pace < see Be piano. Se re. i a ae 

(eee Ee UL einen Pe" ses tenn : Pieae: ‘ ra Sis Re Pe. Sha egal ; 

@ isi wee ) epee : a ‘ i ia a = feet ee i" wig oy Oe Gn ae ee ve uae een rere te ae . vy, 
on eaten i s ie - oh gee es es, Se eae ial omg 5 ne Mo aie 

|, es hia gee asaya mala to Sn OSE ee, va 

| ali eae ( Ai 2 an re cls Rey ah oP se ae aa a ee eat a ‘ a 
a > vi ee wont Ce y earag = o> os - Pees ones BC Gc rhs ey el 2, 

‘; oo ne \) am ; y oe ini : : Le Fe crane a raf ee 
cag 4 eae Ki ‘ is = 3 X Pe Re Ree RT Nal % “aes: Gi, iets ‘2 ) es 
Poon as ‘ : x! Sean 2 EMP oe TC Srey ow Se a a ee 1 oe 
Scie is Mare ¥ yee sa wills Sa eee on an eee et Bp os ale RS . Fil 

ee ee ay , Sap . . aaa saute accrues tag's er ued at Ar — ee 
| aS eee | i ee Calin ads eae phe | eg ee. ie Zit 

Te 5 Sees eee . MF Sa pea is Beg ne eae ae pie * Sean al ae e a 

Le r . EP pe | Me Ne halon tate pam oameatce os a yi 
la Reet eee { “ht re Sere ed optegc ac eet ye ee eae ineoos cee sn ext 
me) A yn ' Be Cher och) a aoe ERG ‘efi sesh $ Ete: 
lip ee te ; ‘ue = ge er cd es ee ake 
ct SU iegeaeen a » \) { 5 | RR NET e ES Lh) Sec > ie M eit 

ae oS ge ey et ee ene oe ee Oe ee a 

Sg ate | j ere 2 F e ay a ies sesh iat x Oe ae Send i. ie aed ae 
ee Ce a : ; ? Y MRM en ea ET Sle aire eed: . 

» LE aoe = 7 ‘ “gee ewe lo a ch aaa * 

Pere ee , u tes + eae 
eto ee i { : ‘ ie i i aa! Te oy i r) 

) ae ihe) a . 4 4 7 

5 : . Wt) em > gi tse. eae a 
a 3 : : fs a ere Cee = 

? es : galangal Le RD tS EOS Ci eee a SE oe 

| ere i “ rot ce es Ee ae nee 3 7 

ls a 2 < " pe ne ee SoG ae f ep ee eae Ry , ai 
vont het | ' . hee “eee BG eee : ae me ee =i i fen . 
We z | sats ie aes ee os eee ec — 
| oe Baie } 4 1 getter ae ae % 
: Pe ine paige egies ie : A 

i | I ‘ 2 eet ae & id - { 

i. fe ) Wisi ay astWemeteg? Since t ; : : oy 4 ; 

if faa , | ‘i aes ok ‘ mee Neer : pag eg fe ee an 

on habia ney Ory oe ea ; i ? > y bhestas Pie 

‘a o bs : = vet eho gier it ee ee ie. : ‘ ca te 
res + e a ; , eal S coat Pe: ‘ cis ee *' 

y Et ae 4 me 5 gies: oe ae: spe "itor ae é 

pe ced Ay: 1] “2 : pti Dis, iceman Penne) fh ee a eee P SiG ae cng = ae Gh Se os 

a5 ee on pe i sme ri vy dees ant hg, aon | LE \ wae E : ae ie _ 

a: ae ms cary : : eae rs rhe re eee 2 Seen ce ¥ Nate + oe 4 

tae ree Aik 5 spain RT a aoe es er en : a ; 

1 ae : tm oa = eS . 

; a a be pen ‘s ‘ ; al cg . dh = - ee 
| , pea ; i om ee tied WEN art. ee fee = Au i aah eae GD - » Be 
piace \ Pee Sa ae I he eee ee ‘ Snake aca ete ee Nees ee a 4% ee 

Rene ; aE eG et a es ae poe A < ae ; "1 

7 Lt . 7 ase Jig = Pee! > 4 ea oa Wee: > 7 ® he & 

oe com } ere: Pee. ee ee al ren ang * moe Sores —— 

4 sid i i ; ; i i FO, ee ra ges Cee hg guna DM a RB, ReN hoop ei ie 

5 ase eee ! gece NI ey Termes eee eee eee oe . tee te ae 

Rae ie ee a ee eg ee et es ene ep a eeetar het “Ea i ret a ie la a © Hi gt 
ete: , } Spee Spy plete 8 ae se es ie ees ig yea perks we nies) | a ee eee nae 

mee F \ ’ Ba a Rg ion te RR RM al iene te ana ad 2 vip ee a ee 7 

ee j a a Sh ea Ea ala Site ; - Bh ate ae = % oe 

at oe ! Cee hel tk NEON ay apts ak . 5 peat Ses a” vor 
foo | | a i Pie dT Nhe a ae 2, ‘ “er te Pall’ egeeh eal i : 

ee fish. Ps Nang : pitta 5 cae pea rate hee 
St Ge eee ,)” ee Si 2a le ie he er. co ee 
be ee ie Freee ere ae A aes ee 4 Le 
| Soa ae ee ani a : 
aie e a naa. peer . aaa 

1 Se | Bea's ee te Se eee as e. ‘end 

ae eee a <a neme Feil? ES) ip i hs : os 

gy ea. es oa aes" abe Tica eae ~ eg ¥ ele PA METRES Fi 9 hay 4 ies 

Migd!  akl Bape 2 i SS ea RB: oe eae fro a re Ce ee ee a eat 

ee j Mg aie uate aie ee RNR Maree ean Tae me ae ee rete ce ee ee i. oe 

‘ ie is: dea iat 2 Ce SNA Mae ee yr oN er tevcole great ae a ? Be 

yt ip x ") ‘ ar age ig : a - pet Sopa dade fener pe ; — bain 

coe Me ed He Oa a knee 5 ws Ae ME Sie SSPE RET ARN tes, Vag” Biss ‘ ork as : el 
ee ‘ H)) eae ie oti! Bee, - ie Rola Seek Red a eae has : - , A th re 
| y » ag a aa gto oF Be ioe pe Se a. 

Mt aa Pit ey the riko Pee ey i ie orange ~ Pett wie acest a ah <a :  £ ‘ 
es ' : : ne sth 2 oy i . 
es ‘ 1 i Ste ea Ble * roe eT SS , Hn 
se Z pee ee a Ue ee a Pa 4 a ; str 

ri amie BEEP ae ange Nis ghee eg em ee ie wi i 4 se 
ae eae rane ee Sr PIR : : ve ug ac 
f Boer Y Re re nelle ies eee wea i Ce hee % Lees 
m= | Poteet: fein he ce nk ; oe: 
ae } oe Mire om A. heal pepe aerate : i, a - e; q om 
re, ny | Se ES yd ee : i Tee Ft ce 
es tae BY Pita a si ee eri aA OE ip a \\) ag se 
wr 8s are ss By gy ae en gti eee ST ae rears pe : ie z sek 
i CT Oa As ‘ a ed hia Dice Sa.’ = ere a: Soha hae & ea eh 13 w 4 ie 
se DDS Se coe er sa Ais SLES NS a pin Et nies 
Cr ae oe Ne ae a pes Er a te = oa r , Wis 
a ma Rg teeter Re SMe a ieae = PE te fens pe St sf 
ae Spi Pe nar Ae mee a gs ce 4 ae Sea et egg ae Rr sinc eee Pe " Tak 
ee hy) ec ee ee: ganna x oa b) So nee 
ag a ee ie ae ] = at ag alee a ag) Seen J he bs é “Bae co! fe _¥ we 7° oy: 
Bo RS al wal ae eee: >, SNe 5 ec ‘ Sia ie Mee . i eee S UG ee : prites 
ee Mek vail ee ee = eB ge) nena Ee pe A en ar een ig 
i gr a. yy) | a eae el paeiets ccc ee ae ie oy ee al e \\) Lie 4 Og Rae 5 
Pie Ae a ’ ECS ae. 2S ‘ ee ee Re a |g OE G : ok au 
nae ne a Ce ee, is See i og Ca ee er \4  \ x iar oa eo. 
baste iy \ ~ Pinks 1 a oe Bs Be TEN AG tlre a Sr ee ae te: OR a ve bb hs nae ee eS Les Raps os oy! 
a |) : ni eee PN sm ih ace AES PN sO SRAES A ADA SRE SON St \4 ‘oy ae rate 
’ las om Ip) Be ste ci a eae ee rae eee aaa ree rere aS ade is) + \ *. bs ee a 
sestetiiaks f Bel ee, od ee ae ere a A ia ee eee sega, ee as 4 e vei neuer “he 
ae by " ii . Ne gs Ses Saale La eae : fe ih. eee: a # e cy <0 ‘> Aba 
: ee meee ies ) BPN giao i ie fm a nae q Fe ented iced ce <¥ ; 
ile ee i 2 2 gw yes " Si 
Re ct ae me : tis er ce ey ie oh a6 piccces ans 
eRe bel 4)! ie ee iy Sra cel Ca oe See Si ee a a ye e air tah ee ari 
a Pe ee ae ee eee 0 yw td ge 7 
. N : 5 - 4, aes Wee Fea , ce * 
ae \ eae” Sie enka) tae ule. Gee me ae vee ce fe Se ene ‘< eiteapt Bee 
a os I es in ine ee er meen 1 ele te Serer Re ih Pa oe? Le peeaae ohae a — oe as 
nial ssi j : AES Nea Os ci, Cae cae Sh) re joy PSE Se Hi GRR Bag tr ae ae Ye pee Css ae Be e459 Lis 
at cn nah ho cgi ee RO ae ee | ge at ai dy area a Ps ag ae ae Mare ga eR a e Pea, og ey gs *. ae Tr 

Ns eee ee eee ae oe wn Lt Oe Ae Sia Ue ee oie Ua’ rot ogee ees Ry i : 

“ ale es mes pe ei ae ie : slice ee Doe Sea ee Ber Ae \\ A cic aSOE tecray BR rare oe 
re enn f ae} Bair! Fa en RAR an “pr aes ON SS SE ae Ne eS eae ae neg aang ster an: 2 ON RT ND eS Ge ua ae te ‘ 
a ee . a Ta eG a ae ‘ te K : ih wa aa pie ; coke xe fee A 

Lee | naa gl MR eee Bat ? : ‘ : : Re a F i - $ ae 
oe ee > I ‘J . oe. on ogee ot or, eis eye ese ae i 7 fae . " 4 Z ae ie ‘- abies 
. ‘ j ae ie : ithe ce : we 5 : fe: ae se is Ts: ; 
3) 1 ; ee We tee : es : ; een Bie Bee a * eee " "hg wes ; 
4, ene : A = 20 ied CE Soc eee eR Th sik , wae a5 
Pike ids eps Seles: reads. ae Ba Pe re eee ‘gn ie sp 
j ee cal Z ‘ Se ie hake a 5 ee ye ate hae re i Pei. Pa Reh doit PREC nv Se Tin brag q 4, g on 
ees Pee i ne a ae ik : vie Soe i 5 ieee’ oie Me tee tetas tees = ) Bags ? 
H =e oy fp act, Sr eee FG a eS 2 Beas nates ap paar ee lo ae iS ie p c GO ; = ae 
RY Saar % aie loa a BE a, ce eet eer stags aa eA SOV ERRILD) 9°, WaMu 9 on a ed “ “e mA rena 
eo Be { Pon Tie ws uments ea en On dea Pe ee ee epic maint . me Fg WIGAN AVE. i Aas 

eda tae ae <i - % alee able? eect 5 HINT ee er UN Si ce Ch aRer s eo Eee ee St ih ae 
ee ws £ : eee BT UC PO ass a Seka : eae ge. alee aaa @20 s. mic pEw YORK $ “4 2 a. os 
ee a= Oi = f fot ~ i has Cee Svan : rc ah ea A Rl ‘ " s en 
ae ni P / On ie 5 EO tn A A A eae aaah Diy eae ted t - - ; * pce. 

i id on : v i is ‘ Soe OTS aot ope monn ararneratin. creges: ae ac, te ae: ii ei ce, oe ‘ a2od $ cg os ANGELE PEs. spre f ‘ sea A 

eels mee Oe one So ay in a oe Ce ee a ear rhe eon eiha. 2 . $5 M- suiRe BiIND.. 1; ; ne 
Sh alt A 122 Sees REN) SN cheek! og eer Niko nt AL Aral a ? AER iene Nee mara Wore Bas Sa e 
ie ee i = OE a riage Coscia fous Maines aie ieee a: Ara ae VPI: ae ie Whee eee _ 

: Se ak eis aoe a ye, z iM amare ern Sry er eee ere ae Mertens Catton ec ae \127 wit 4 . . 

Ed heey b> oa ae oe ee aes ee to ma es ee ne et et ped ep bod = Ped ai Rec 

— 7 ae as ee cea ea ae aN Ry i! es oo Th gee ® wee oe a ee 

ee . fo eT a ee ee al MM fee oe yet We . ; : a 

RESO Re = tis GO ae Nhs ot LN WR tian, Ste mina Ua Ae MeN: Sia teem 8g reg fy te ua lad ate ee s « ie 7 . iat 
Hecate eect! ee ie Oe a it Pa en Sp Nae Me | . : «es ee > “sass! J ae 

Ress i i Ee ee eid Pe SL te | See | : 2 mo vais 

Re Aa eacr } “ON Roc em aie ar igen aes i) oe ase neta eee ’ eo Cae 
Pais OE ” / Bee Ga ings ba e wad. it ae "i, 3 
eg Se SA ae seas ie ah ig 1 ™ ai vas 
ee ‘ ie ee @ : 8 ae) ae E in ae 

cs yh ’ : ieee tae Se = 

aes 3 1 : Pe | 9's + as r 

Bcc A ALL : bts 2 2 
ane : A el A tnpe oa s Re 

oe q io) ) — st 

eee oe f ‘ _—- £2 ee i hye . ie ray ae 
Ae i Sis s cng 4 a ‘ 

rf W ki ee a ee gales ; ‘ 

: > ee f 1 a a 

| iar es r short cut! | 

ih a + fn . or : 

: ie a = ¥ a re 
ine 5 , a ; 

Re be fi 3 oy 

Pa ‘ | he Bie 
2 . ‘ * say. ane 

ss re y 
ee ae oe 
ees Tay is - NS) 
Laat ‘ ' ‘ Ta eae 
: ett ae i ; a) 
\ it: Meena : 3 ‘ ee 

) es ae es . * ie 5 ms J i i 
(Soha aay tae ms panty 

. Ba wae f bi rs Pee ‘ : , “i 

ues : . 
panes 
" Woe meee i 
ee at 
t i ‘ é 7% p h ¥ Rp 3 . 4 ae biel! age im. oe et! ae ir i x i Bae Se eta : ie diet Mh yn Re ee amc Bee NP ME tad) oy At Me FE Obi be 1! ae ee Oe PR a ey Or 
f ‘ ye ay) oF eg me Z . . Rn lie eed, Ht ay vas As Sage a ep ee eee PS iat gat ie ee (Me bes al a Meneses ei, “ Laie: Loe Saye ee, mee | Be 4“ es ii. i ~~ a eee 
Oss aero A sae rome tr STS ee eave J ee eh Ay Bog 8 ee, te pe aft Te pee a ke ae eae ar ORME, Sapte NRW id th Allee 5 ph ee ee, See ae a Prag. . Tek - * 


56 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


No. 1144. Household Magazine; 
Subscribers’ Report—What’s 
New in ’52. 

This is a Household study show-| 
ing 1952 purchases of household, | 
automotive and garden equipment} 
in small towns. Home ownership, | 
population of towns and types of) 
employment are given. The study 
is issued by the research depart- 
ment of Capper Publications Inc. 


No. 1145. Business Week’s Audi- 
ence. 

This survey of Business Week 
subscribers shows average income, 
home ownership, car preferences 
and other data of interest to ad- 
vertisers. It is conducted by Mc- 
Graw-Hill’s research department. 


No. 1146. How Advertising Can 
Favorably Affect the Value of 
Your Company’s Securities. 
Issued by McGraw-Hill Pub- 

lishing Co. on behalf of Business 
Week, this study contains the com- 
bined results of surveys of indus- 
try management, underwriting 
firms and officers of leading in- 
vestment banking concerns. It de- 
scrjbes the role of advertising in 
improving the sale and stability 
f securities and shows how in- 
vestors and investment companies 
rank the comparative effectiveness 
of magazines for this type of ad- 
vertising. 


Tomorrow’s 
Reading 


No. 1147. What Are 
Business Executives 
Today? 

This study by Business Week is 

a survey conducted among deans 

and professors of schools of busi- 

ness administration. It shows what 
business magazines are used and 
recommended by the business pro- 
fessors and their students. The 
study is conducted by the McGraw- 
Hill research department. 


No. 1148. Business Week Reports 
on Laundries. 


This Business Week survey cov- 
ers presidents of large laundries 
and describes the types of business 
goods and services regularly pur- 
chased by laundries and the in- 
fluence of management on these 
purchases. The study also reveals 
the magazine reading habits of 
these laundry executives. 


No. 1149. Dairy Executives. 


This Business Week survey 
among presidents of large dairies 
measures the importance of dairies 
as prospects for sales of business 
goods and services, and shows how 
management executives influence 
purchasing decisions. The study 
tells what magazines are read by 
dairy presidents. 


No. 1150. Sales Managers. 


This report by Business Week 
concerns the influence and partici- 
pation of sales managers on com- 
pany buying decisions. It contains 
excerpts from letters written by 
sales managers, describing their 
roles in purchasing. 


No. 1151. An Appraisal of the 
Business Market. 


This Business Week appraisal 
of the size of today’s major busi- 
ness markets and their growth 
shows how Business Week can 
help reach these markets with 
maximum economy. 


No. 1152. Executive Participation 
in the Selection of Advertising 
Media. 

This is a booklet describing the 
role of management men in the 
choice of media to be used in their 
company’s advertising. It shows 
what magazines are read and pre- 
ferred by management executives 
in 609 major companies. The sur- 


No. 1153. Your Best Prospects in 
Europe, Africa and the Middle 
East. 

This survey by Time Interna- 
tional is conducted among readers 
of Time Atlantic, with data on the 
public in Europe, Africa and the 
Middle East. 


No. 1154. A Survey of Magazine 
Audiences in Mexico City. 

Readers of Life en Espanol, Se- 
lecciones and Vision are studied 
with breakdowns according to eco- 
nomic groups, occupations and pos- 
sessions. There is additional data 
on the Mexico City market. The 
survey is conducted by Alfred 


Politz Research Inc. and was tak- 
en from 1,000 personal interviews 
and a probability sample of the 
Mexico City population. The study 
is issued by Time International. 


No. 1155. Reading Preferences of 
Highway and Public Works Of- 
ficials Around the World. 

This Time International survey 
covers highway and public works 
officials around the world. It is 
conducted by Erdos & Morgan Re- 
search Service from a list of per- 
sons named in the International 
Road Federation’s Directory of 
Highway Officials. 


No. 1156. Survey of U. S. Interna- 
tional Advertising Expenditures 
1953-54. 

Issued by International Adver- 


tising Assn., this is a survey of 
firms in the U.S. engaged in in- 
ternational trade, their interna- 
tional advertising expenditures 
and ad plans for 1954. The study 
is broken down according to me- 
dia. It was conducted by mail, 
plus interviews by Dun & Brad- 
street. 


No. 1157. Reading Preferences of 
Leading Business Men in Latin 
America. 

This study by Time-Life Inter- 
national is a survey of presidents, 
owners and partners of Latin 


American companies, as rated by 


Dun & Bradstreet. The survey was 
made by Erdos & Morgan Research 
Service. 


No. 1158. Reading Preferences of 


Advertising Age, May 3, 1954 


Leading Distributors Around 
the World. 

This Time International survey 
was conducted by Erdos & Morgan 
Research Service among leading 
distributors of U. S. products in all 
parts of the world, as listed by 
Dun & Bradstreet and the Com- 
merce Department. 


No. 1159. Boys’ Life Data Book. 


Boys’ Life has issued this study 
of all media and audience infor- 
mation relating to its publication. 
The research includes data on per- 
sonal possessions, sports equip- 
ment, premiums, food _ buying, 
hobbies, dogs and dog food, mon- 
ey matters, family composition and 
income, bicycles, boats and out- 
board motors. 


rs 


of 4 Cafeterias in the plant 


of Frigidaire, 


Covering a Billion Dollar Market 


18,000 per day. 


An important New Magazine 


@@ This magazine will help us develop bet- 
ter employee relations wit 
run Cafeteria.@® 


‘ 


our Company- 


Mrs. Helen P. Vivian 
Bunte Bros., Personnel Dir. 
Chicago 


@@Was impressed by its scope and treat- 
ment of inplant feeding. @®@ 


Kenneth Sabella 
Conn. Light & Power Co. 
Conn. 


@@Should prove of great benefit to persons 
responsible for industrial feeding.@®@ 


@@We look forward to receiving Inplant 
Food Management.@®@ 


Socony Vacuum Oil Co. Inc. 
J. F. Hamm, Ind. Rel. Mgr. 
California 


Edward C. Myers 

Asst. V. P. United States Steel Corp. 
Industrial Relations Dept. 
Pittsburgh, Pa. 


@@ We recognize that this publication could 
fill a need that has long existed.@@ 


@@You have made an auspicious start.@@ 
M. J. Dooher, Editor 
American Management Association 


H. M. O’Haver 
General Supervisor 
Southern California Gas Co. 


@@ Just what the Doc ordered—suggest 
menus with prices and portion sizes. ©@®@ 
John Struke, Jr. 
National Biscuit Co., Chicago, Ill. 


@@Our organization has much to benefit 
from your publication.@® 
Bob C. Bartlett, Mgr. 
Beechcraft, Wichita, Kansas 


@@Inplant Food Management fills the need 
of companies such as mine, where it is neces- 
sary to furnish generous portions of attrac- 
tive energy-giving food. I am especially in- 
terested in ratio of cafeteria labor to meals 
served.9©& ‘. 

William K. Porter 

National Steel and Shipbuilding Corp. 

San Diego, California 


vey was conducted by the Mc- 
Graw-Hill research department. 
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Advertising Age, May 3, 1954 


No. 1160. Youth Market Newslet- 
ter. 

This is a monthly publication, 
issued by Boys’ Life, and is avail- 
able to agencies and companies in- 
terested in the boys’ market. Each 
issue contains government statis- 
tical information, advertising and 
promotional news, premium infor- 
mation, reports on youth surveys 
and products and trade informa- 
tion on all phases of the youth 
market. 


No. 1161. An Analysis of the 165 
Major Metropolitan Market 
Areas. 

This booklet by Better Living 
compares store distributed maga- 
zine coverage in 165 major metro- 
politan areas, including a supple- 
ment showing comparative cover- 


jage in 60 potential metropolitan 


areas. 


No. 1162. Facts on Better Living— 
47th Consumer Magazine Re- 
port. 


Fact sheets measure and com- 
pare Better Living’s readers with 
those of store distributed maga- 
zines, weeklies and women’s service 
publications. Bar charts compare 
the composition of households by 
age and sex, income, number of 
children and percentage of house- 
holds spending more than $40 per 
week for food and groceries. 


No. 1163. Sectional Edition Refer- 
ence Folders. 


Individually printed, standard 
file folders contain marketing and 


circulation data for each of Better 
Living’s sectional editions—east- 
ern, central, western, southern and 
Canadian. Folders compare Better 
Living’s circulation with corre- 
sponding figures on retail sales 
by states, metropolitan areas and 
regional totals. Stores distributing 
Better Living are identified by 
city, including the number of units. 


No. 1164. The 36 Wholesale Drug 
Trading Areas. 

This American Weekly analysis 
of the drug market shows drug 
store sales, households and circu- 
lation of The American Weekly 
and other leading magazines. 


No. 1165. The 184 Wholesale Gro- 
cery Trading Areas—September 
1953. 


The American 
|Weekly shows the percentage of 


This study by 


U.S. food store sales made in each 
| of the 184 wholesale grocery trad- 
‘ing areas, as defined by the US. 
Department of Commerce. Also 
shown for each area are the num- 
ber of families and circulation of 
The American Weekly and other 
magazines. 


No. 1166. Lloyd Hall Editorial 

Charts—February 1954. 

Here is a series of six charts, is- 
sued by The American Weekly, 
showing the editorial service lin- 
age carried by The American 
Weekly and other magazines. 


No. 1167. The Real American Mar- 
ket—November 1953. 
This American Weekly folder 


sales in this new 
BILLION DOLLAR market 


SELL THE ‘AT WORK” MARKET...THE UNIT OF SALE 
IS LARGE...THE COST OF ADVERTISING IS LOW 


Silently, swiftly, the change came. 


There had been no debates—no 


headlines. Employer and employee were always in full agreement 
that it was better for men and women at work to eat a good hot 
meal from the company’s own kitchens. War and postwar events 


accelerated the change. 


And with this change comes a corresponding switch in the 
marketing of food, kitchen machines and equipment; and restaurant 
furnishings and supplies. Where once the salesman called on the 
Grand Hotel... successful steak houses ...or tea rooms he now 
has a prime prospect in most factories or business houses employing 


250 or more persons. 


This huge “at work’’ market had 
no trade journal serving it exclusively 


until Inplant Food Management be- 
gan publication February 1, 1954. 
Veteran advertising men who expect 
first editions to be scant on advertis- 
ing were surprised to see page-after- 
page of big-name advertisers in 
Volume I, No. 1 issue—prepared and 
placed by many of the best-known 
advertising agencies. 

The reason is simple: Here is a 
market where the odds are heavily in 


iN PLANT FOOD MANAGEMENT 


the advertisers favor because the unit 
of sale is so large and the cost of 
advertising in INPLANT Food Man- 
agement Magazine is so low. You can 
reach each of our readers with a full- 
page advertising message at a cost of 
about 3 centseach—lessthanthe cost of 
mailing them government postcards! 

See information in SRDS. Adver- 
tisers and their advertising agencies 
are invited to call us for full informa- 
tion. Advertising forms close the 10th 
of each preceding month. 


The Magazine for Inplant Food Services 
and Better Employee Relations 


és 


volume market for 

Food 

Beverages 

Kitchen Equipment 

Dining Room 
Supplies 

Vending Machines 

Etc., Ete. 


INPLANT PUBLISHING CORP., 444 Madison Ave., New York 22, N. Y. 


NEW YORK: Henry Publishing Corp., Plaza 3-0155 


CHICAGO: John R. Rutherford & Associates, 230 E. Ohio St., 
Whitehall 4-6715 


LOS ANGELES: Duncan A. Scott & Co., Dunkirk 8-4151 


SAN FRANCISCO: Duncan A. Scott & Co., 
Garfield 1-7950 


Representatives: 


They're 
Really 
Eating 


The 


Allentown 
Pennsylvania 


Market 

Spends 

MORE 
FOR 


FOOD 
per family 


than any other 


market in 
Eastern 
Pennsylvania 


3rd in 
Total Food 
Sales in 
the State 
° 


40th Food 
Market in 
the Nation 


Get your share of this 
great food market 
where 4 out of 5 fomilies 
buy through advertising in 


CALL-CHRONICLE 
NEWSPAPERS 


Allentown, Penna. 


The Morning Call 

Evening Chronicle 

Sunday Call-Chronicle 
(Area’s only Sunday paper) 


National Representatives: 
Story, Brooks & Finley | 
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contains charts showing projec- | No. 1175. Gardening. 


tions of the Federal 
Board’s 1953 survey of current fi- 
nancial data on incomes according 
to various occupational groups. 


No. 1168. Population Distribution. 


The research department of Cap- 
per Publications has issued these 
six separate studies on behalf of 
Household. They analyze the pop- 
ulation of communities under 50,- 
000 persons, showing the number 
of families and types of dwellings. 


1169. Furnaces and Water 
Heaters. 

This is a series of three studies 
issued by the research department 
of Capper Publications on behalf 
of Household. They cover the mar- 
két for electric water heaters, own- 
ership of electric water heaters 
and warm air furnace purchases. 


No. 


1170. Appliance Ownership 
and Purchases. 
The research department of Cap- 
er Publications on behalf of 
usehold has issued this series 
27 studies on appliance owner- 
hip and purchases in small towns. 
The studies cover kitchen cabinets, 
ventilating fans, freezers, electric 
dishwashers, electric ranges, elec- 
tric refrigerators, dishwashers, 
vacuum cleaners, electric food 
mixers, electric toasters, electric 
shavers, electric roasters, electric 
waffle irons, electric steam irons, 
electric irons and ironers, auto- 
matic washing machines, electric 
sewing machines, television sets 
and electric heating pads. 


No. 1171. Retail Stores. Lumber 

Dealers, Auto Dealers, Etc. 

The research department of Cap- 
per Publications, on behalf of 
Household, has issued this series 
of 31 studies covering small towns. 
The studies include wall-to-wall 
carpet purchases, retail fuel and 
fuel oil dealers, retail lumber yard 
and building material dealers, re- 
tail hardware store sales, retail 
plumbing, paint and_ electrical 
store. sales, retail food stores, re- 
tail motor vehicle dealers, retail 
tire, battery and accessory dealers, 
retail gasoline service stations, re- 
tail dry goods and general mer- 
chandise stores, retail variety 
stores, retail department stores, 
retail women’s ready-to-wear 
stores, retail family clothing stores, 
retail furniture, furnishings and 
appliance stores, retail drug and 
proprietary stores and retail sport- 
ing goods and bicycle stores. 


No. 1172. Home Purchases. 

Issued by the research depart- 
ment of Capper Publications for 
Household, this study shows the 
number of small town families 
buying homes during 1950, 1951 
and 1952. 


SOON TO BE PUBLISHED 


No. 1173. Our Home in ’54. 

This study by the research de- 
partment of Capper Publications 
will be issued about July 15. Itisa 
continuing study of Household re- 
ports on home ownership and home 
living in non-metropolitan Amer- 
ica. The survey discusses families, 


No. 


Reserve 


homes, furnishings and equipment, 
automotive equipment and future 
purchases. More than 100 items) 
are included. 


No. 1174. Vacation and Travel. 

Issued by the research depart- | 
ment of Capper Publications, this | 
study includes vacation and travel 
data gathered from a survey made) 
by Household. It will be available | 
June 1. The survey covers states, 
territories and foreign countries | 
visited, type of transportation, 
miles traveled, duration of vaca- 
tions, packaged tours, and future 
vacation plans. 


About June 1, the research de- 


/partment of Capper Publications 


will issue a Household subscriber 
survey reporting on gardening and 
garden equipment among families 
living in small towns. Included 
are facts on size of lots, fences, 
sizes of gardens, nursery stocks, 


ly and other leading magazines. 
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gardening supplies and equipment | No. 1177. Boy Power. 

and the next major yard improve-| This full color film strip by 

ment that is planned. Boys’ Life tells about the boys’ 

market. The fi i 

No. 1176. Metropolitan Market | and aa pling ge ag ‘her 
Data Sheet—June, 1954. _ ~ |Market, specific details about 
This analysis by The American Boys’ Life readers, their product 

Weekly will be issued in June. It! preferences and ownership and 

will give data on 165 metropolitan | complete information about Boys’ 

markets and 68 potential metropol- Life. The film will be issued in 

itan markets. It will cover retail September. 

| sales by store types, families and) 

circulation of The American Week- No. 1178. Your Best Customers in 

the Pacific. 
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This survey by Time Interna- 
tional, to be published in July, 
1954, covers Time Pacific readers 
in Asia, Australasia and the Pa- 
cific. 


No. 1179. Accounting for Latin 

America. 

Life International will publish 
in June, 1954, a study of Life en 
Espanol subscribers and news- 
‘stand buyers in Latin America. 
The survey was conducted by per- 
, sonal interviews and mail through 


You get "1,083,900 television homes when you buy WSTV-TV— 
but “684,500 of these homes are pure gravy! This powerful VHF 
station offers you rates based only on the Steubenville-Wheeling market — 
52nd largest in the Country. But you get a bonus of the 8th largest market— 
because WSTV-TV beams a clear, primary signal right into Pittsburgh! And 
that’s not all... you get a bonus of Canton and Youngstown too! 


If you've rattled the door to the important Pittsburgh market—only to find it 
closed to all but a few early-bird advertisers—here’s a new and exciting key! 


Cost-Free Key to Pittsburgh 


WSTV-TV gives you Pittsburgh on a silver platter! 
) 


WSTV-TV's 
bonus market 
of 684,500 sets 

is eee 


BIGGER than Milwaukee (with 644,973 sets!) 
BIGGER than Washington, D.C. (with 580,000 sets!) 
BIGGER than St. Louis (with 450,000 sets!) 


All this—and the hugely prosperous Steubenville-Wheeling industrial area 
too! Can you afford to pass up a buy like this? Ask your Avery-Knodel 


man for full information—today! 


Wstvw STEUBENVILLE-WHEELING —anotner 


“CBS Research: U. S. TV Ownership updated to Jan. 1, 1954 
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To secure copies of data listed, use the handy coupons 


the International Public Opinion 
Research and Eros & Morgan Re- 
search Service. The study also 
contains market data on the pub- 
lic in Latin America. 


plans. It is the fifth such release. 


No. 1181. New Techniques in Sell- 
ing the Negro Market. 

Sarra & Associates is working 

on a film strip which will be made 


No. 1180. Popular Mechanics Fifth. @Vailable to advertisers and agen- 


of Ebony Readers. 


Daniel Starch has just com- 
pleted a survey on market char- 
acteristics of Ebony readers. The 
study, which will be made avail- 
able on Sept. 1, 1954, by Johnson 


No. 1185. The American Home 


Localizers for 1954. 


radio store sales, general mer- 
chandising store. sales, lumber 


Automotive Study. 


On approximately July 1, 1954, 


cies on July 1, 1954, by Johnson 
Publishing Co. Along with the 
film strip, a manual will be pub- 


Popular Mechanics will issue a 


Publishing Co., will show brand 
preferences and buying habits for 
more than 150 products. A bro- 


American Home will soon pub- 
lish a complete sales analysis with 
maps of each of the 43 top mar- 


yard sales, hardware store sales, 
total retail sales, net effective 
buying income and total house- 


Pa lished listing what to do and what 
study of the magazine’s readers, : 
: regarding 1954 automobile and, 2° to - when selling the Negro 
; automotive parts ownership, brand | ™@T*et- 
iq preferences, buying habits and|No. 1182. Market Characteristics 
? 


chure condensing the study will| kets. The study will include the, holds for each market. 
be mailed to agencies and adver- latest available data on food store 
tisers who wish to evaluate the} sales, drug store sales, furniture 


Negro market. store sales, household store sales, 


NO GUESSWORK about the number of 


TV homes covered by 


No. 1183. New Edition of Ameri- 
ca’s New Buying Power. 

This study by Macfadden Pub- 
lications will be published in Au- 
| gust, 1954. It discusses the changes 
and growth of the American mar- 
ket. 


No. 1184. Markets Are People. 


Here is a summary and analysis 
of the studies of the leading social 
scientists. It covers social class 
and opinion influences’ within 
each class. It will be published in 
the summer of 1954 by Macfadden 
Publications. 


No. 1186. The American Home 


WATER & SEWAGE 
ie: NPORRS 


VHF-Channel 9 ~ 


ee 


Leads the 
Field... 


TELEVISION 


1. Highest ABC Paid Circulation 


Better than 74% of WATER & SEWAGE 
WORKS subscribers are in the first 5 ABC 
classifications. These are the men who do 
the buying, recommending or specifying of 
equipment and materials. 


2. Highest ABC Renewals 


High reader interest year after year is 
evidenced by the highest percentage of re- 
newals (ABC) in the field—well over 70% 
during the past 9 years. 


3. More Advertising Pages 


WATER & SEWAGE WORKS carried more 
advertising than any ABC publication in 
the field during 1953, and is considered 
to be the “bible” of the industry. 


4. Editorial Excellence 


Headed by Linn H. Enslow (water and sew- 
age engineer, chemist, plant operator, re- 


FIRST PRIZE! OMEGA WATCH 


Man’s or Lady’s—Value $105.00. 


50 Mil search engineer and inventor) the editorial 
es staff of W&SW provides factual, practical 
j from Tower SECOND PRIZE! OMEGA WATCH guidance to the men in the field and keeps 


Man’s or Lady’s — Value $71.50. 


them abreast of all worthwhile news and 
developments. 


5. Consulting Engineers 


WATER & SEWAGE WORKS has the largest 
circulation among the foremost consulting 
engineers in the field. The consulting engi- 
A | neer is the man who serves many commu- 


nities and is responsible for recommenda- 
Contest Dept. STATION WSTV-TV Steubenville, Ohio 


tions and specifications. 
My guess is that there are..........-. keys in the 
photo shown above! 


YOU can win one of these prizes 
FREE (and easy!!! 


Just guess how many keys are in the pile photo- 
graphed above — and fill out the coupon on this 
page. Contest closes June 10, 1954. Nearest correct 
answers will be judged the winners. In case of 


Write for factual 24-page folder 
“A BLUEPRINT of the Market" 


ties, earliest postmark decides the winners. NAME 
11 ADDITIONAL PRIZES ! TITLE —s 
’ 11 smart Forstner Key COMPANY as 
Rings in 14 Kt. gold — - a 
REPRESENTED STATION Value $31.00 each. ADDRESS ORKS 
CITY ZONE STATE 
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which bears a price will be billed And total number of irrigated 


> 


'True Confessions’ readers and 


- Advertising Age, May 3, 1954 
Reader-Consumer Panel Re-|No. 1187. The American Home |tires and tubes and gasoline and FARM No. 2006. An Analysis of the Irri- 
port No. 37. Reader-Consumer Panel Re- | oil. gated Acres in the Sure-Crop | 
American Home will soon pub- port No. 36. | MARKETS Area. i 

lish a A reagoned of replies go apg Home be _ |e goon ed ra nag Food Western Farm Life analyzes its , | 

“ its reader-consumer pane on lish a summary of replies from | & Househo roducts Survey. . : 5 circulation territory by state and — 
i questions pertaining to automo- its reader-consumer panel on| This survey by Fawcett Publi-| NOTE: Most items listed here are in thi t. giving total 
: , : ; available without charge, but not |COUnty in this report, giving 2 

= biles. questions relating to insurance of cations will be released later in lL Th ti ge, ‘al number of farms, irrigated farms — 
is all types. (1954. It was conducted among“! ose requesting materia a 
* | i 


: F acres. 

|No. 1188. Ebr the Man’s Maga-| covers food purchases and usage, |°Y the publisher. 

es zine eader Characteristics) with emphasis on babies’ and P :._ |No. 2007. Rural Families Buy Food, 
: PATERSON | Survey. children’s products. Other infor- ae og Analysis of Rural Mis- Too. ‘ 
; NEW JERSEY _ Later in 1954, Fawcett Publica- | mation in the study concerns baby This booklet a in oe Population, farm income and ip 
hi ard — Covered With | HONS will release a report on re- | toiletries, diapers, bottles, etc. The , as peep y Mis- p rg Ree F dunt. iy 
a Olty — sults of the tabulation of question-| survey was conducted by means souri Ruralist, a Capper publica- | food ae ae lg iy 
a por . : tion, contains county statistics for|lies in Oklahoma and Texas are ; 
VS PRVENSSN Ones. encanto prienlhonaeel “ace aan af mail questionnaires. Missouri fetal eiberion, outlined in this folder prepared by is 
In 1952 the Paterson Call carried pofiect characteristics of readers renege Praciog Pi agye ve a Se FOTOS, 

; ~- characteris- 

32% MORE . and their families. ties. d No. 2008. Cost of Doing Business. hy 
Department Store advertising than No. 1189. True, the Man’s Maga- One of a series of annual studies, i 
the other Paterson paper. ‘eine Autemetibe Survey Use the Coupons No. 2001. Analysis of Rural Kan-|this Farm Equipment Retailing re- h 

REQUEST MORE FACTS—ADVERTISE IN THE CAL) F Publicati i * Sas. print report covers trends and 

i ei pilot ae ey _ r Statistics on sizes of principal Margins, expenses, sales and prof- 

Questionnaires were mailed to the | in Req uesting Data crops, livestock herds, farm income its of farm equipment dealers for 

WARD-GRIFFITH co. wen reader-panel early in 1954. and goer gor ee reagan 1953. 
Se eee |The survey will report on owner- are listed for Kansas counties in . 
in all principal advertising centers ship, purchasing and repair of this booklet issued by Kansas eS aes Uae Le ( 
automobiles, auto accessories, Farmer, a Capper publication. ; 


This Farm Equipment Retailing | 
No. 2002. Which Type Will Buy? (study is based on a nationwide 
Livestock farms, dairy farms, | survey of farm equipment dealers 
poultry farms and other farms 'to determine their preference for 
are compared in this Breeder’s|three trade publications in the 
Gazette tabulation of 1950 census | field. Tabulation is by an inde- 
figures. Breakdowns include in-:|pendent research organization. 
come, size of farms, value of land 
and buildings and numbers of sev- | No. 2010. Farm Income Data, 1952- 
eral types of farm machines. 1942-1932. 
A detailed report of commodities 
No. 2003. The Agricultural Situa- |representing principal sources of 
tion. farm income by states with 10- 
The Corn Belt Farm Dailies pub- | year comparisons is contained in 
lishes this newsletter survey of |this booklet by The Nation’s Agri- 
crop and livestock conditions and culture. Data is based on Depart- 
trends each February, April, June,| ment of Agriculture surveys. 
August, October and December. 


A 


No. 2011. Buying Intentions Sur- 
No. 2004. Cream of the Crop. vey. 

This report by The Cotton Trade| Trends of 1954 purchases of farm 
Journal is based on a survey of |equipment, household appliances 
grower and ginner subscribers and and building material of Illinois 
Shows total acreage, cotton acreage and Indiana farm families are con- 
‘and ownership of tractors, me- tained in this Prairie Farmer book- 
chanical cotton pickers and other let. 

‘implements. 


No. 2012. Livestock Maps by | 
|\No. 2005. Agriculture Reference | States. 
| Book. Distribution of livestock in Illi- 
| This 24-page booklet contains an nois, Indiana, southern Wisconsin 
‘analysis by states of acreage, pro- and southwestern Michigan is 
| duction and farm value of crops, compared with that of all states 
| livestock and poultry and includes in this Prairie Farmer report. 
'10-year averages. It is issued by : 
Western Farm Life. No. 2013. Livestock Maps by Coun- 


Y hy 7 . : ties. 
ou ste t € rien y The number of hogs, cattle, dairy 


cows and poultry in the Prairie 


FREE PRESS Everywhere! SORRY! | fiaity coinitrin dita 
& 


No. 2014. Crop Production by | 
Because of the States. 

This Prairie Farmer report lists 
production of corn, oats, soybeans, 
wheat and hay for each of the 48 
states. 


market data No. 2015. County Crop Map. 
This report consists of maps 
showing by counties acreage of 


vast volume of 


STER 
FRIENDLY, FA 
Use the ress to reach 


GROWING Free x 


er information corn, oats, soybeans, wheat and 
hird home in Americas hay in Illinois, Indiana, southern 
every thir zs the Detroit ~~ Wisconsin and southwestern Mich- 
$ —— igan and is prepared by Prairie } 
* “Motor Empire Farmer. 


et—1,420,000 house 
nding capacity 
ion dol- 


the usual features, 


such as In PEORIA It's the 
‘Creative Man’ JOURNAL STAR 


Earl H. Ma 
and ‘Salesense Adv. Director says: 


e TEST and SELL 
this $600 Million 


area mark 
holds with a spe 
of more than eight bill . 
lars. Use the newspaper : 
is best read, best liked and mo 


wanted every day- 


in Advertising,’ Market at ONE 
LOW COST! 
ee —— ie ae e POPUATION 
i Z is gga f = have been omitted. Trade Area. .545,000 
iy, : i sae Doles mre as Metropolitan 260,000 
> e Daily Net Paid 
; vit Free Press They will all ay Oe 
, : : ; Hf Ne 2 ae as e Ratio-to-Homes 
Bio Sigler i eae ae wiih in Metropolitan Peoria........... 98.7% 
cae a S. KNIGHT, Publisher : be back WRITE FOR YOUR NEW PEORIAREA FACT FOLDER 
Naticnaily Represented by N 
| next week. WARD-GRIFFITH CO. 


The Ward-Griffith Co. mointains offices 


in all principal advertising centers 
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AMERICA’S UPPER MIDWEST 


secede 


The next 25 years belong to the Upper Midwest 


Here’s a picture of the exciting and 
important developments in oil, taco- 
nite, lignite and the Missouri River 
Basin Project which—added to an 
already thriving agricultural and in- 
dustrial economy—promise years of 
exceptional growth in the great 3% 
state market area called the Upper 
Midwest. 


North Dakota’s three-year-old Wil- 
liston Oil Basin now has 14 proven 
fields, more than 280 producing wells. 
Production should exceed 250,000 bar- 
rels of oil per day by 1960. Refineries 
and pipe lines are already under con- 
struction. 


New towns and new plants are 
springing up in northern Minnesota 
where taconite is adding another cen- 
tury of production to the state’s 
world-famous iron ore ranges. One 
mining firm alone has scheduled a 
$300 million investment in this new 
industry. Total investments may reach 
a billion dollars. 


Electric power already has begun . 


flowing from Fort Randall Dam in 
South Dakota—one of five huge dams 
in the Missouri River Basin Project. 
Next will be Garrison Dam in North 
Dakota, scheduled to start operations 
in 1955. 


“NEW WEALTH IN THE LAND OF HIAWATHA” 


In just five months this 26-minute, full-color film story of the 
great new developments in America’s Upper Midwest has been 
shown 550 times before 90,000 people. If you are interested in 
seeing this picture of America’s newest high-potential market, 
write to the National Advertising Department, Minneapolis 
Star and Tribune, Minneapolis, Minnesota. 


Keep in mind this picture of 
America’s Upper Midwest. Its tre- 
mendous developments will be making 
headlines for years to come...its great 
new wealth, and more than $5 billion 
annual retail sales, make it a market 
of ever-increasing importance. 


Now only 4 cities in the United 
States (New York, Chicago, Los Ange- 
les and Philadelphia) have Sunday 
newspapers with larger circulations 
than the Minneapolis Sunday Tribune 
...now more than 


620,000 


in Minnesota, North and South Da- 
hota, western Wisconsin. 


Minneapolis 
Star axd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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Available Market Data—Farm 


Business Is Better Than Ever... in 


To secure copies of data listed, use the handy coupons 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.09, more thar 
double the State average. 
Per capita Drug sales—$46.14, more thar 
double the State average. 
One of the nine largest cities in the State | 
Sell in this rich market through advertising 
in one medium offering complete coverage 
THE TELEGRAM 
Evening and Sunday 
Write for new market data folder now available 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


No. 2016. Automotive Ownership 


by States. 


Ownership of tractors, motor 
trucks and automobiles in farms 
in the Prairie Farmer circulation 
area is compared with that of the 
rest of the nation in this report. 


'No. 2017. Automotive Ownership 
| Maps. 

| The number of farm-owned au- 
tomobiles, tractors, and trucks in 
ithe Prairie Farmer area are shown 
by counties in this series of maps. 


No. 2018. Cash Farm Income Map. 

Another Prairie Farmer publi- 
cation, this report lists farm in- 
come of its circulation area by 
counties. 


No. 2019. Electrified Farm Map. 

This Prairie Farmer map shows 
the number of farms with elec- 
tricity, by counties. 


No. 2021. Farm Telephone Map. 

The number of telephones on 
farms in its area is listed on this 
Prairie Farmer map. 


\No. 2020. Farm Machinery Maps. 
_ This series of Prairie Farmer 
‘maps lists the dollar value of soil 
tilling, cultivating and harvesting 
equipment in its area. 


No. 2022. Running Water Map. 
This Prairie Farmer map shows 
the number of farms with run- 
ning water in its area, with a 
breakdown by counties. 


No. 2023. Fertilizer Consumption. 

Fertilizer consumption by coun- 
ties is listed in this Prairie Farmer 
report on its area. 


No. 2024. Vegetable Acreage Maps. 
Amounts of land devoted to pro- 
duction of tomatoes, 


W77: 


Yes, Oklahoma's heart beats to the tune of 
WKY Radio! Check its Pa/se and you'll see. 

WKY has just had a check-up. A total of 
8,200 interviews were conducted January 4-24, 
195-4, by Pulse, Inc., New York City. In the 42 


BEAVER 


TEXAS 


Bear in mind, the area surveyed 
in the new Pulse study involved 
only WKY's primary market 

of 42 counties. But, the station's 
influence extends to an area of 
68 Counties populated by 
1,713,600 . . . with more than 
half-million radio homes! 


TOP 10 EVENING SHOW 
and ' 

TOP 10 DAYTIME SHOWS - 

are ALL on WKY! 


EVENING 
f —Dragnet 


... the ls 
in the heart of OKLAHOMA 


6 AM to NOON 


Primary Counties (NCS 50-100% 
WKY, Pulse showed WKY with a 


) served by 


larger share 


of radio listencrs morning, afternoon and eve- 


ning, than all other Oklahoma City stations com- 


bined! 


Pr ad 


RADIO SETS IN USE 


NOON to 6 PM 


6 PM to MIDNIGHT 


2 —Truth or Consequences 


3 —Father Knows Best 24.3% 23.4% 19.8% 

4 —Rocky Fortune 

5 —Bob Hope 

6 —Oklahoma's Front Page : veiw , 

7 —Roy Rogers 

§ —News of the World DAY TIME PERIOD WKY | Sta. 8 | Sta. C| Sta. D] Sta. E | Sta. F | Sta. G| MISC.* 

9 —One Man's Family MON. Morning (6-12 Noon) 34%, W2% 19% 13%) 1% 11%) 1%139% 

10 Eddie Cantor thru | Atterrson (12 Noon-6Pm) | 36% |11% |7% | 2% | 2% |2% | 1% |38% 
DAYTIME—5 a week FRY. | Evening (6PM-12 Midnight) 417%,|14% |8% |5% | X X X 133% 


/ —WKY News (7:30 AM) 
2 —WKY News (7:00 AM) 
3 —Anthony Avenue 
4 —wWiley & Gene 
5 —WKY News (11:00 AM) 
6 —WKY News (5:00 PM) 
7 —Riders of the Purple Sage 
§ —Kitchen Club 
9 —Choosing Up Sides 
10 —Road of Life 


No one 


Put The P-O-W-E-R OF WKY 


IRS. By OES eT ee 
faye Me ieee 


station has more than about 2%. 


X Not on oir. 


* Includes all other local stations in 42 county area in Oklahoma, plus out-of-state stations received. 


Y LALO 


OKLAHOMA 1/7 F¥ 


Owned and operated by The Oklahoma Publish 


ing Company: The 


Daily Oklahomon — Oklahoma City Times — The Farmer-Stockmon — 


WKY-TV . . . Represented by KATZ AGENCY 


Into Your Adcertising Program 


4 


green peas) 


Advertising Age, May 3, 1954 


and potatoes are listed by counties 
in this report of the Prairie Farmer 
‘circulation area. 


Ne. 2025. Chicago Milk Receiving 
| Plants. 

Locations of milk receiving 
plants for the Chicago milkshed 
‘area are pinpointed on this map 
|/prepared by Prairie Farmer. 


No. 2026. Farm Work Caléndar. 
These charts, also prepared by 
Prairie Farmer, indicate times of 
the year major farm and livestock 
operations are conducted. 


No. 2027. Number of Farms. 

This sheet lists the number of 
farms in the portions-of four states 
in the Prairie Farmer circulation 
area. 


- 


No. 2028. Guide to America’s Agri- 
cultural Leaders. 

Duties and responsibilities of 
county agents, vocational agricul- 
ture teachers-and soil conservation 
leaders are outlined in this illus- 
trated booklet prepared by Better 
Farming Methods, 


No. 2029. U. S. Cash Farm Income, 
1919-1953. 

This statistical history of U.S. 
agriculture shows cash farm in- 
come by commodity source for the 
past 35 years aad the relationship 
of poultry to other commodities 
and to farm income. The booklet 
is distributed by Poultry Tribune. 


4 


No. 2030. Prosperity and Poultry. 
| Based on 1950 census figures, 
|this series of maps by Poultry Tri- 
|/bune shows the top half counties 
jin the U.S. in total farm income 
‘and income from poultry. 


No. 2031. Eggs, Chickens, Broilers. 

Turkeys Summary. 

Basic statistics on production, 
consumption and prices of eggs, 
chickens, broilers and turkeys are 
compiled by years since 1930 in 
this Watt Publishing Co. report. 


No. 2032. Animal Health Goods 
Survey. 

This survey by Wallaces’ Farmer 
and Iowa Homestead covers brands 
of products used to treat specific 
livestock and poultry diseases and 
where products were purchased. 


No. 2033. 1952 Iowa Crop Produc- 
tion Reports. 

Published last December by Wal- 
laces’ Farmer and Iowa Home- 
stead, this series of three reports 
shows 1952 Iowa acreage, yield 
and production by counties of corn, 
oats and soybeans. 


No. 2034. 1952 Iowa Crop Acreage 
Reports. 

This report- by Wallaces’ Farm- 
er and Iowa Homestead lists 1952 
crop acreage %y counties and by 
kinds for hay, wheat, flax, barley, 
‘rye and popcorn. 


No. 2035. Source of lowa 1952 Cash 

Farm Income. 

Total income and percentage of 
income from livestock and various 
'field crops in Iowa are listed in 
ithis Wallaces’ Farmer and Iowa 
| Homestead report. 


PORT HURON 


AND MICHIGAN'S 
THUMB DISTRICT 
IS COVERED COMPLETELY BY 

ONE DAILY NEWSPAPER 


* 


| This $180,500,000 t-4-county 
| market of 182,390 population 


has sales of: 


| Food $41,770,000 


| Drug 3,141,000 
Liquor 2,447,000 
| Automotive 32,286,000 


| Merchandising, surveys and 
| market data available thru 
the 


Al Goetze 
Advertising Mer. 


PORT HURON 
TIMES HERALD 


Your inquiry invited 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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Advertising Age, May 3, 1954 


No. 2036. 1952 Iowa Corn and Hay 
Acreage. 

This lengthy report lists by 
counties and townships the acres 
of corn, alfalfa hay and other hay 
harvested in 1952 in Iowa. It is 
prepared by Wallaces’ Farmer and 
Iowa Homestead. 


No. 2037. Automotive Units on 
lowa Farms by Counties. 
Latest available information on 
the number of autos, trucks, farm 
tractors and garden tractors on 
Iowa farms is tabulated by coun- 
ties in this report by Wallaces’ 
Farmer and Iowa Homestead. 


No. 2038. Market Data Survey— 
Hardware Dealers. 

This survey presents data on 
the number of hardware dealers 
handling chain saws, outboard 
motors, small engines and paint 
and includes information on brands 
handled and best selling months. 
It is published by Wallaces’ Farm- 
er and Iowa Homestead. 


No. 2039. Market Data Survey— 
Implement Dealers. 
Information on the number of 

implement dealers handling chain 

saws, outboard motors, small en- 
gines and paint. It includes data 
on brands and best-selling months. 

It was published by Wallaces’ 

Farmer and Iowa Homestead. 


No. 2040. Livestock and Poultry 
Production Maps. 

This series of maps prepared by 
Wallaces’ Farmer and Iowa Home- 
stead shows by counties the num- 
ber of cows and heifers kept for 
milk in January, 1953; the number 
of hogs and cattle on Iowa farms 


in January, 1954; the number of 

pigs saved during 1953, and the 

number of chickens and turkeys, 

raised during 1953. | 

No. 2041. Iowa Painting and Re-| 
decorating Survey. 

Published this month, this Wal- 
laces’ Farmer and Iowa Homestead 
report contains data on the per- 
centage of farmers who plan to do 
interior or exterior decorating of 
homes or buildings. Buildings to 
be painted, months when the work 
will be done, length of time since 
the last painting, brand of deco- 
rating material purchased and 
where it was bought included. 


No. 2042. Fall Plowing and Fer- 
tilizing Survey. 

Another Wallaces’ Farmer and 
Iowa Homestead report, this sur- 
vey has information on the amount 
of plowing and fertilizing done in 
fall by Iowa farmers. It also con- 
tains data on types of fertilizer 
used or preferred. 


No. 2043. Iowa Farm Work Chart. 

This Wallaces’ Farmer and Iowa 
Homestead chart shows, by months, 
when all major farm activities 
take place. Included are months 
when seed is bought, corn planted, 
lime applied, pigs marketed, etc. 


No. 2044. Anti-Freeze Survey. 

This survey contains information 
on the use of anti-freeze in Iowa 
farm cars, trucks and tractors, the 
amounts purchased, when bought, 
brand purchased, where purchased 
and who installed it. The report 
was compiled by Wallaces’ Farmer 
and lowa Homestead. 


No. 2045. Wisconsin Painting and 
Redecorating Survey. 
This survey, completed this 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 


Your test ae will prove its effec- 

tiveness in the ON MARKET in North 

Carolina served by ONE NEWSPAPER. 
Generous Merchandising Service 


and Ni My Repr oy 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


month by Wisconsin Agriculturist| freeze in Wisconsin farm cars,) No. 2046. Animal Health Goods | Wisconsin farmers. Type and 
& Farmer, details plans of Wis-| trucks and tractors, quantities and) Survey. ; brand of remedy and place of pur- 
consin farmers for painting and) brands purchased and other datais Wisconsin Agriculturist & Farm-_| chase information is included for 
decorating homes and farm build-| included in this Wisconsin Agricul-| er conducted this survey of use of|remedies used for all types of 
ings. Data on when the work will) turist & Farmer survey. livestock and poultry remedies by! livestock and poultry ailments. 


be done, type and brand of prod- 
THIS IS JIM LAUGHRIDGE — (Another W-G Salesman) 


uct used, where purchased and 
time since previous work was done James H. “Jim” Laughridge, manager of our Charlotte office, is another of our 
is included many salesmen who obtained their early experience working on a newspaper. Jim 

‘i came to us from the Salisbury, N. C., Post where for three years he worked retail 
and general accounts. Most of that time was spent in food lines. Jim is a grand 
fellow who has the “know how" to produce business. Jim, or any of our salesmen, 
will be glad to give you all the help in their power. Newspaper advertising gets 
results. Advertise in newspapers. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


No. 2048. Market Data Survey— 
Hardware Dealers. 


The number of Wisconsin hard-_ 
ware dealers handling chain saws, 
outboard motors, small engines and 
paints plus data on brands and 
best-selling months is tabulated in 
this Wisconsin Agriculturist & 


Ware Laatemten BOUIN «....0s0ccsccccescceses WOMND GoVERS cicccsccccccacsyesecoces NEW YORK 

EE SE 5 5505 k bnendscbeecuegaehesecine CE. SED. 666.540 cieeees ceveesceed CHICAGO 

Farmer survey. CGONGGl BUNEE MIDS oi ciseectccesescoucss SE DUNNE 0s 0504005 s0ecesanbeteenl DETROIT 
SN SID IN ioc ccc cccecccceensseecese SE MEE. 0460.44.46 coehecnbesd dGeeeuen BOSTON 

No. 204 Anti-F Ss | ge meen osret Pere err Tee eT ere } hee a 0.69 00008006 0000000060REr ATLANTA 
lb ° - Tvey. son Pere eee eee OL ES aren. CHARLOTTE 

0. 2047 - ti-Freeze Su y * WE MD 6 oink 46s 40660 40600004 606000040008 ti. Jr SAN FRANCISCO 
Information on the use of anti-, Lincoln Liberty Building ..................000: GEE WHUIED < cs cccccnxeaxckoect PHILADELPHIA 


IN INLAND CALIFORNIA ano western NEVADA) 


meh) 


SANA 


These five inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations... 
and in Inland California more listeners than the 2 leading San 
Francisco stations and the 3 leading Los Angeles stations com- 
bined ... and at the lowest cost per thousand! (SAMS and SR&D) 
Ringed by mountains, this independent inland market is 90 miles 
from San Francisco and 113 miles from Los Angeles. Beeline 
listeners here spend more than $2 billion annually at retail. 
(Sales Management’s 1953 Copyrighted Survey) 


M<CLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA ¢ Paul H. Raymer Co., National Representative 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2049. Market Data Survey— | consin Agriculturist & Farmer. 


Implement Dealers. , i 
Information on the number of No. 2050. 1954 Buying Intentions 


implement dealers carrying chain| ,0f Farm Families in Wisconsin 


saws, outboard motors, small en-| _This report shows the buying 


sines and paint, and data on brands Plans of Wisconsin farm families 
handiot aa selling seasons as @"d covers buildings, building ma- 

é t by Wis- terial, plumbing, heating, cooking 
5 mca Bellin 28d /equipment, household furnishings, 


|electrical equipment, farm equip- 


TORONTO, CANADA /ment and vacation plans. It is is- 


|}sued by Wisconsin Agriculturist & 
Capital City of Ontario — Canadas Richest | ed by g " 


Province — Having One-Third of Canada’s | Farmer. 
Total Population and 42% of Retail Sales— | 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 


No. 2051. Wisconsin Planted Acre- 

age of Corn and Hay. 

_ County and township totals of 
Canada) acres planted in corn, alfalfa hay 

— 80% coverage of Toronto ‘and mixtures, clover and timothy 

— 50% coverage of 45 prosperous hay and mixtures and other hay 


Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Nationally Represented by 


consin Agriculturist & Farmer. 


WARD-GRIFFITH CO. 


No. 2052. Source of Wisconsin 1952 
Cash Farm Income. 
This Wisconsin Agriculturist & 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


crops in 1953 are listed by Wis-/| 


Farmer report shows the amount 
of income and the percentage of 
income from livestock and from 
various field crops. 


No. 2053. 1952 Wisconsin Crop 

Production Reports. 

This series of eight reports shows 
acreage, yield and production of 
principal crops in Wisconsin. In- 
cluded are corn, oats, soybeans, 
‘wheat, barley, rye, alfalfa hay, 
and clover and timothy hay. The 
‘reports are issued by Wisconsin 
Agriculturist & Farmer. 


No. 2054. Wisconsin Livestock Pop- 
ulation. 

Four maps and a county report 
of January, 1954, Wisconsin live- 
stock and poultry populations have 
been prepared by Wisconsin Agri- 
culturist & Farmer. 


No. 2055. Pulse of the Farm Equip- 
ment Industry. 

_ Implement & Tractor publishes 
‘a monthly bulletin of this title, 
which reports on number of trac- 
‘tors produced, volume of retail 


= > 7 
Cr; SLES 


a gst 
WV iF Ln 
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miipeete COveUG 


WITH JUST ONE NEWSPAPER 


There are other markets comparable to Akron 
in size — but how many such markets cari you 
completely cover with just one single news- 
paper? Well, that is what the Akron Beacon 
Journal offers you — complete coverage of its 
530,943 trading area population. 


Story, Brooks & Finley, Representatives 
John S. Knight, Publisher 


ONLY 35° LINE (B & W) 


Evening Circulation 150,179 
Sunday Circulation 156,515 


Akron Beacon Journal 


EVENING AND SUNDAY 


oe 


sales of farm equipment, and farm 
_income for the previous month. It 


includes a composite index reflect- 
ing business activity in the indus- 
try. 


No. 2056. Continuous Market Sur- 
vey. 

Implement & Tractor has pub- 
lished the 1953 report in its Con- 
tinuous Market Survey, covering 
merchandising, service and gener- 
al business operation of its field. 
The report shows manufacturers 
represented by dealers in the field, 
products handled, shop equipment 
business volume, number of trac- 
tors overhauled, service facilities 
and other data. 


No. 2057. Statistical Data, Tractors 
and Farm Equipment. 
Implement & Tractor has re- 

printed statistical data which ap- 

peared in the publication’s 16th 

Annual Statistical Number, con- 

taining important state and county 

figures from the 1950 Census of 

Agriculture covering number of 

farms, farm income, water sys- 

tems, electrified farms, etc. Im- 

plement & Tractor’s estimates for 

1953 are also included, together 

with U. S. Department of Com- 

merce figures covering production 
and sales of many types of farm 
equipment. 


No. 2058. Directory of Jobbers and 
Manufacturers’ Agents Serving 
the Farm Equipment Industry. 

Implement & Tractor has pub- 
lished a complete analysis of the 
distribution services and facilities 
offered by more than 2,000 manu- 
facturers’ agents, automotive and 
farm equipment jobbers. 


No. 2059. Implement & Tractor 
Market Data and Media File. 
This folder gives salient infor- 

mation on the size of the farm 
equipment field, in addition to the 
story of Implement & Tractor’s 
coverage, editorial policy, special 
issues and other data. 


No. 2060. Farm Data Tabulations. 

This series of reports by Cap- 
per’s Farmer lists value of farrns 
and average farm value by states, 
number of farms by size, value of 
farm buildings and land, number 
of rural-farm homes and total 
homes by states, and the number 
of silos on farms. 


No. 2061. Farm Fuel and Power. 
These three reports issued by 
Capper’s Farmer contain tabula- 
tions of the number and percentage 
of farms on power lines, the num- 
ber using electricity for cooking 
and the number using bottled gas. 
Data is taken from census figures. 


No. 2062. Farm Dwelling Facilities. 

Capper’s Farmer has tabulated 
by states the number of farm 
dwelling units with central heat- 
ing, private baths and hot running 
water, kitchen sinks and mechani- 
cal refrigeration in this series of 
four reports. 


No. 2063. Farm Income Data. 

Farm cash income during 1953 
and 1949 figures for the value of 
farm products, livestock and dairy 
products are compiled in these 
Capper’s Farmer reports. 


No. 2064. Corn Acreage, Produc- 
tion and Storage. 

Total acres planted in hybrid 
corn in 1953, the amount of corn 
stored on farms on Jan. 1, 1953, 
acres of corn harvested for grain 
in 1952 and acres of corn harvested 
for all purposes in 1952 are tabu- 
lated in these four Capper’s Farm- 
er reports. 


|No. 2065. Grain Statistics. 


Amounts of small grains stored 
on farms in 1¥952 and the sizes of 


| 1952 hay, oats, soybeans and wheat 
/acreages are listed by states in this 


Capper’s Farmer study based on 
census data. 


Advertising Age, May 3, 1954 


No. 2066. Livestock Population Re- 


ports. 

Number of ¢Gattle, milk cows, 
sheep, horses and mules, hogs and 
chickens on farms in 1952 plus 
1949 expenditures for purchase of 
livestock and poultry are tabu- 
lated in this Capper’s Farmer se- 
ries. 


No. 2067. Automotive Statistics. 

The numbers of automobiles, 
trucks and tractors on farms in 
1953 are tabulated by states in 
these Capper’s Farmer reports. In- 
cluded are comparisons of vehicle 
ownership among subscribers to 
Kansas Farmer and Missouri Ru- 
ralist, Capper publications, with 
ownership by all farmers in those 
states. 


No. 2068. Use of Winter Lubricants 
and Anti-Freeze. 

Statistics on the use of winter 
motor oil, gear oil and anti-freeze 
on farm tractors, trucks and auto- 
mobiles in Kansas and Missouri 
are tabulated in these reports by 
Kansas Farmer and Missouri Ru- 
ralist, Capper publications. 


No. 2069. Farm Equipment Owner- 
ship. 

Use of combines, harvesters, 
hammer mills, milking machines 
and other farm implements is tab- 
ulated by states in these Capper’s 
Farmer studies. 


No. 2070. Farm Family Ownership 
of Appliances. 

The number of farm families 
owning automatic washing ma- 
chines, electric ironers, electric 
irons and electric water heaters 
in 1953 and 1948 are compared in 
this Capper’s Farmer series. 


No. 2071. Things Montana Farm 
Families Plan to Buy. 

This survey of buying intentions 
was carried out by Montana Farm- 
er-Stockman, which asked farmer 
and rancher subscribers to list the 
items they intend to buy this year. 


No. 2072. Facts on Live Stock Mar- 
ket. 

A description of National Live 
Stock Producer’s market, this fold- 
er covers type of farm, kinds of 
live stock raised and equipment 
purchased by subscribers. 


No. 2073. Colorado Livestock and 
Poultry Reports. 

This series of reports lists the 
number of livestock and poultry 
on Colorado farms, value per head 
and total value, the cost of feed 
purchased for livestock and poul- 
try and 1953 rail and truck ship- 
ments and receipts at the Denver 
Union Stock Yards. The reports 
are issued by Colorado Rancher & 
Farmer. 


No. 2074. Colorado Farms and 

Ranches. 

The number and size of Colo- 
rado farms, types of farms, 1953 
crop acreage and production, farm 
cash income for 1942 through 1953 
and numbers of each type of 
equipment on farms in the state 
are listed in these reports by Colo- 
rado Rancher & Farmer. 


DAYTONA BEACH 


FLORIDA 
Population: (U. S. Post Office 
estimate) City Zone, now......... 
Florida’s Year "Round Resort Covered By 


DAYTONA BEACH NEWS-JOURNAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 


. A quality market index of 127. 

. 1953 total advertising 15,275,865 lines. 
END FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V. J. Obenauer Jr. in Jacksonville 
Nationally Represented by 


2. Over $98,723,000 effective buying in- 
come. 

4 Over $83,353,000 retail sales. 

5 


WARD-GRIFFITH GO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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How many wives did you marry? 


At least 7, says Ladies’ Home Journal — and here’s 
a composite portrait of the wondrous creatures. 


%3,//- 


1. The siren who snared you in the first 
place. 


(You're likely to re-discover this wife suddenly — 
across the room at a party.) 


2. Creative genius with a paint brush. 


(Assisted very likely by the Journal—whose dozens 
of provocative ideas arouse the decorator in every 
woman.) 


J 


3. Modern mother—blending science and 
affection. 


(You may be the Supreme Court—but she tries 
roughly 1,247 Small Claims cases a year.) 


4, Shoulderer of civic and cultural respon- 
sibility. 


(No wife enjoys a straight diet of domesticity. 
Which is why the Journal deals in ideas, impor- 
tant fiction, too. And so wins the largest women’s 
circulation in the world!) 


5. Plain and fancy cook. 


(And she probably keeps an eye on your waistline— 
with the help of articles like the Journal’s recent 
“No Fatties in the Family.’’) 


OIBY 


i 


7. F amily purchasing agent. 


(For everything from automobiles to zippers. No 
wonder it’s wise to—never underestimate the 
power of a woman ...or the number one maga- 
zine edited for women.) 


/ 


6. Director of social activities. 


(How often would you get out from behind your 
evening paper without her prodding? Besides, who 
else can follow your unexpected U-turns on a 
polished floor? 


The Journal is edited with a profound 
understanding of the fact that every 
woman is many women—that her inter- 
ests are as varied as her moods. 


That’s why women are devoted to the 
Journal as to no other magazine—and 
spark so electrically, so confidently to 
the ideas they find in its pages. 


And that’s why no other magazine has 
come within hailing distance of these 


How does one magazine reach them all? 


Journal success figures: 


Largest circulation of any magazine 
edited for women. This is net-paid ABC’ 
—truest measure of a magazine’s reader 
acceptance. 


Biggest seller on newsstands of any 
magazine that carries advertising. This 
voluntary circulation — at 35¢ a copy 
—is the best yardstick for measuring a 
magazine’s editorial vitality. 


Never underestimate the power of 
the magazine women believe in... 


Ladies’ Home 


Journal 


A CURTIS PUBLICATION 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


COMPGRY 20. cccccccscees Weetrert ce cee re 
MEE 65 505655 inak dea amen ker ecnen tos 


i Bf  SeeTIVer reser rrrreer reer 


ce ee eee meee eee eesr ee ee eeseseeseseeeseesseseeseses ts FSH HS EEEOEEE 


This coupon not valid after August 2, 1954. 


No. 2075. 1954 Buying Intentions | 
of Colorado Farm and Ranch’ 
Families. 
This sheet showing the sales” 

potentials for more than 300 items 

puychased by Colorado rural fami- 
liés is issued by Colorado Rancher 


Farmer. 


No. 2076. Farm Activities Calen-| 
dar. 
This Colorado Rancher & Farmer | 
sheet details farm and livestock | 
operations and the times of the 
year they are performed in Colo- 
rado. 


No. 2077. Marketing Map of the 
South. 

Rural and urban counties of the 
South are shown in this 17x22” 
color map issued by The Progres- 
sive Farmer. 


No. 2078. Southern Farm Income. 
These Progressive Farmer re- 
ports list 1953 farm income, cash 
receipts, detailed data of crop and 
livestock marketing income, plus 
graphs of farm income and bank 
deposits of country banks and sav- 
ings bonds holdings by farmers in 
the South. Also included is a re- 
port on Texas 1953 cash farm in- 
come by crops and counties. 


No. 2079. Farm Mortgage Debt. 

Farm mortgage debt is compared 
with cash farm income in the 
South in this study by Progressive 
Farmer which also includes a tab- 
ulation of U. S. farm debt by 
states. 


No. 2080. Southern Crop Data. 
Harvested acreage of leading 
crops and estimated 1953 produc- 
tion in 16 southern states, plus 
1953 income from cotton and to- 
bacco crops are included in these 
Progressive Farmer reports. 


No. 2081. Conservation, Forestry 

and Fertilization Reports. 

Data on pasture improvement 
with Soil Conservation Service aid, 
forest products output and fertiliz- 
er consumption in the South is 
contained in these Progressive 
Farmer reports. 


No. 2082. Livestock and Feed In- 
formation. 
The number of livestock on 


ELIZABETH 


NEW JERSEY 
teense 
y 
ELIZABETH DAILY JOURNAL 


There are approximately 900 
versified Sedanieies in the Bilesbeth 


Journal trade area who empley over 
69,000 workers. Over 277 new in- 
dustries have located in Ptizabeth 
during the past 5 years. 

Represented Nationally by 


WARD-GRIFFITH CO, 
The Ward-Griffith Co. maintains offices 


southern farms, listed by states for 
cattle, milk cows, hogs, sheep and 
chickens, plus data on concentrate 
rations fed to milk cows and ton- 
nage of commercial feed sales for 
1949 through 1953 are detailed in 
this study issued by Progressive 
Farmer. 


No. 2083. Farm Automotive Sales. 
The number of new cars and 
trucks purchased in 1953 are listed 
by make and by state in this report 
issued by Progressive Farmer. 


No. 2084. Irrigation Enterprises. 
This Progressive Furmer sheet 
lists the number of acres irrigated 
by regions, states and type of 
water, based on 1950 census data. 


No. 2085. Electrified Farms. 

Total numbers of electrified 
farms are listed by states in this 
Progressive Farmer report. 


No. 2086. 1953 Appliance Sales. 
Sales of washers, ironers, dryers, 
refrigerators, electric ranges, elec- 


Advertising Age, May 3, 1954 


tric water heaters, home freezers, 
room air conditioners, vacuum 
cleaners, dishwashers, garbage dis- 
posers, tv sets and radios for 1953 
are listed per 1,000 electric custom- 
ers by geographic regions in this 
series of reports issued by Progres- 
sive Farmer. 


No. 2087. Youth on Southern 
Farms. 

The number of farm youth in 
the 16 southern states is compared 
with the nationwide total by Pro- 
gressive Farmer in this report. 


No. 2088. Home Demonstration 
Club Membership. 

This sheet by Progressive Farm- 
er lists the number of home dem- 
onstration clubs and memberships 
as reported by extension agents 
in 1952. 


No. 2089. Cooperative Extension 
Workers. 

Details on the number and dis- 
tribution of cooperative extension 
workers in the South are given in 
this Progressive Farmer study. 


in all principal advertising con! 


ce \ 


TESSEN and DAIRY 
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No. 2090. Hunting and Fishing 
Data. 

Progressive Farmer issues these 
tabulations of the number of fish- 
ing and hunting licenses sold in 
1953 and 1948, classified by re- 
gions, and the number of farm fish 
ponds and small lakes in the South. 


No. 2091. Cake Mix and Frosting 
Survey. 

Buying habits and brand prefer- 
ences of the rural South for cake 
mixes and prepared frostings are 
given in this 1953 survey of Pro- 
gressive Farmer subscribers. 


No. 2092. Work Clothes and Play 
Clothes Survey. 

Brand preferences and buying 
habits of the rural South for work 
clothes and play clothes for men, 
women and children are listed in 
this 1953 subscriber survey issued 
by The Progressive Farmer. 


No. 2093. Air Conditioning Survey. 

Ownership and buying inten- 
tions, including brands owned, 
rooms cooled and other data are 


listed in this Progressive Farmer 
subscriber survey made last year. 


No. 2094. Auto Maintenance and 
Tire Surveys. 


Based on surveys of Progres- 
sive Farmer subscribers, these 
reports cover maintenance prac- 
tices, installation of piston rings, 
spark plugs, anti-freeze, tires, re- 
pair work and brand preferences 


No. 2095. Combine Crop Report. 
Farm & Ranch lists production 
reports for clover, oats, sorghum, 
wheat, barley and rye by states 
and counties for Alabama, Florida, 
Georgia, North Carolina, South 
Carolina, Tennessee and Virginia 
in this report. Cost is 25¢ per copy. 


No. 2096. Chicken and Egg Report. 

The number of farms and egg 
sales in 15 southern states are 
listed in this report by Farm & 
Ranch. The cost is 25¢ per copy. 


No. 2097. Livestock Report. 

This Farm & Ranch report lists 
the numbers and kinds of live- 
stock by state and county for the 


15 southern states in the publica- 
tion’s circulation area. The cost is 


25¢ per copy. 


No. 2098. Farm Income Compari- 
son. 

These sheets issued by Farm & 
Ranch contain a comparison of 
1940 national farm income with 
1952 southern farm cash income. 


No. 2099. Irrigation in the South 
and Southwest. 

Predictions of agricultural ex- 
perts in 14 southern states on the 
effect of reduced acreage upon in- 
stallation of irrigation equipment 
is summarized in this Farm & 
Ranch report. 


No. 2100. Brand Preference, Food. 

This study issued by Farm & 
Ranch shows brand preferences of 
its subscribers for food, food prod- 
ucts and beverages. 


No. 2101. Dun’s Barometer. 
Farm & Ranch in this study com- 

pares the economic picture of the 

South with that of the whole U. S. 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2102. Southern Farm Purchas- 
ing Power. 

Southern farm purchasing pow- 
er in 1940 is compared with that 
of 1952 in this new study by Farm 
& Ranch. 


No. 2103. Gains in Farm-Owned 
Automotive Equipment. 
Figures on farm-owned automo- 
tive equipment for 1945 to 1950 
and 1950 to July, 1953, are tabu- 
lated in this report by Farm & 
Ranch. 


No. 2104. Appliance Sales by Geo- 
graphic Areas. 

Sales of home appliances during 
the first nine months of 1953 are 
listed by geographic areas in this 
survey issued by Farm & Ranch. 


No. 2105. 1952 Farm Cash Income. 

Data for 15 southern states cov- 
ering 1952 farm cash income by 
type of crop and livestock is listed 
in this Farm & Ranch report. 


national & retail combined, in 1953 
spent more in The News 


Grocery advertisers spend more in The News 
for very obvious reasons: (1) The News is the most 
influential medium in the country’s first market... 
(2) reaches six out of ten City families, and thirty-five 
percent of those in the suburbs . . . (3) delivering 


more customers and sales... (4) at the lowest cost. 


THE & NEWS, New York’s Picture Newspaper 
with twice the circulation, daily or Sunday, of any other newspaper in America 
220 East 42nd St., New York... Tribune Tower, Chicago 


155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 


than in any other US newspaper 


No. 2106. Baking Survey. 

This report consists of brand 
preference survey findings among 
Nebraska Farmer subscribers on 
flour, cake mixes, coffee and pan- 
cake mixes. 


No. 2107. Nebraska Livestock and 
Poultry Survey. 

Subscriber practices of livestock 
medication and brand preferences 
are listed in this booklet issued by 
Nebraska Farmer. 


No. 2108. Hybrid Chicken Survey. 

This subscriber survey by Neb- 
raska Farmer covers extent of 
hybrid chick buying and brand 
preference. 


No. 2109. Hybrid Corn Survey. 
Another Nebraska Farmer sub- 

scriber survey, this one lists brand 

preferences of hybrid corn buyers. 


No. 2110. 1954 Nebraska Farm 
Family Buying Intentions. 
Nebraska Farmer in this report 
lists sales potentials of items pur- 
chased by farm families in the 
state. It is based on a subscriber 
survey. 


No. 2111. Best Ad Studies. 

Based on April 3 and 17, 1954, 
issues of Nebraska Farmer, these 
studies list subscriber interest in 
advertisements appearing in the 
publication on those dates. 


No. 2112. Dealer Preference Sur- 
veys. 

Dealers in all major categories 
were surveyed by independent or- 
ganizations to determine which 
farm publications they prefer that 
manufacturers use. Findings are 
issued by Nebraska Farmer. 


No. 2113. Nebraska Farm Data 
Brochure. 

This farm data book issued by 
Nebraska Farmer lists current in- 
formation and general farm facts 
and figures relating to Nebraska. 


No. 2114. New Facts. 

Based on a _ personal-interview 
survey by Crossley, this report is- 
sued by Hoard’s Dairyman con- 
tains data on farms and homes of 
the magazine’s subscribers. Per- 
sonal data reading habits are in- 
cluded. 


No. 2115. ‘Tiffany’ Farm Market. 
This 24-page brochure lists 1952 
Statistics for the New Jersey-Dela- 
ware farm market and relates 
them to northeastern regional and 
national averages. It is issued by 
New Jersey Farm & Garden. 


No. 2116. Meet Mr. W.L. S. 

This folder contains results of a 
subscriber survey to determine in- 
vestment in livestock, land and 
farm equipment and gasoline and 
oil consumption by Western Live 
Stock readers. 


No. 2117. California at a Glance. 
This folder issued by California 


IN HAVERHILL MASS. 
It’S THE GAZETTE 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

gives you these facts: 

1—Retail Sales— 
$52,294,000 a new 
high. 

2—Food Sales— 
$17,645,000 a new 


high. 
3—World Shoe Taian 
making center. 


4—Western Electric Co. Mfg. Center. 


A trading zone population of 
110,488 reached by the 


HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 
‘The Word-Griffith Co. mointains offices 
in all principal advertising centers — 
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68 
Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


Farmer presents an analysis of the production of 59 principal crops is 
acreage, production and value of included. 
inci f California for ‘ 
— — = No. 2120. Automotive Reports. 
Data on average number of au- 
No. 2118. Livestock on Farms. ,tomobiles, trucks and tractors per 
This series of reports issued by 100 farms in the North Central 
The Dakota Farmer lists the num- | States, farm expenditures for trac- 
bers of cattle, pigs, hogs, chickens, | tor repair and a tractor census. of 
horses and colts on farms plus 10- | North and South Dakota are in- 
year averages for leading states. ‘cluded in these Dakota Farmer re- 
ports. 
No. 2119. Crop Acreage Reports. a 
Total acres harvested in 1953 | No. 2121. Seasonal Activities Cal- 


and percentage of the U.S. totals | endar. , 
are listed by these Dakota Farmer, Farming operations and the time 
reports for leading states. Crops of the year they are performed are 
covered are wheat, hay, flax, po- | listed by The Dakota Farmer in 
tatoes, corn, small grains. Total | this report. 


No. 2122. Rural Population Ratio. 
This map showing the percent- 


in CANADA /age of total population that is rural 
in all states is issued by The Da- 
39% of the kota Farmer. 


English-speaking Families No. 2123. Cash Farm Income. 
Cash income per farm and gross 

income for 1953 is listed for the 

top 12 states in this Dakota Farmer 


sheet. 


No. 2124. Visual Aids Survey. 
This state-by-state breakdown 

of the use of visual aids by county 

agents, vocational 


read 
The STAR WEEKLY 
Ask for Information 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


teachers, land grant colleges and 
universities is published by Coun- 
ty Agent & Vo-Ag Teacher and 
is based on a national survey. 


No. 2125. lowa Farm Data, 1953- 
54. 

Issued by Iowa Farm & Home 
Register, this folder contains a 
county breakdown on Iowa own- 
ership of hogs, cattle, poultry, and 
farm equipment. Included is data 
on average farm income. 


No. 2126. New England Farm Mar- 
ket. 

This booklet contains federal 
census data on New England dairy, 
poultry, farm crops plus state and 
county tabulations on _ income, 
acreage, livestock production, acre- 
age and other information. It is 
issued by New England Homestead. 


No. 2127. Automotive Equipment 
& Petroleum Survey. 

A summary of a subscriber sur- 
vey to determine buying habits and 
brand preferences for automotive 
equipment and petroleum products, 
this report is issued by New Eng- 
land Homestead. 


No. 2128. First in Reader Response. 
Texas Ranch & Farm has issued 
this analysis of major farm yields 
in its market plus circulation vs. 
number of farm homes data. 


‘No. 2129. Ohio Farm Market. 
agricultural | 


Containing a county breakdown 


Surprising New Facts on Columbus, Ohio 


Send for your copy of 


The 1954 Columbus Dispatch Consumer Analysis 


Here is an analysis that gives an amazingly accurate 
and _ revealing insight into Ohio's fastest growing 
market—Columbus and Central Ohio! The 1954 
edition tells of startling trends, indicates new brand 
preferences, shows clearly where newcomers are cut- 
ting into markets, tells a graphic story in figures. 
And so that the user can clearly determine the trend 
of the figures, the position of each product, over a 
six-year span, is generally given. 


The 1954 Columbus Dispatch Consumer Analysis 
places at your fingertips an invaluable, fact-packed 
study of one of the nation's booming, high-income 
areas. Here are the answers to over 200 questions 
on foods, drugs, beverages, appliances, automobiles 
put to a cross-section of Columbusites. 


Write today: General Advertising Department. 


on Ohio farm income, buying pow- 
er, population, farm equipment, 
livestock and crops, this booklet 


Farmer, a Capper-Harman-Slocum 
publication. 


No. 2130. Michigan Farm Market. 
Farm income, buying power, 
population, equipment, livestock 
and crops are listed for the state of 
Michigan in this report issued by 
Michigan Farmer, a Capper-Har- 
man-Slocum publication. 


No. 2131. Michigan, Ohio, Pennsyl- 
vania Feed Dealers. 
Feed dealers are listed by towns 
in these booklets prepared by Cap- 
per-Harman-Slocum. 


No. 2132. Pennsylvania Farm Mar- 
ket. 
Pennsylvania farm income, buy- 


has been compiled by The Ohio | 


Advertising Age, May 3, 1954 


analyzes statements of 236 grocers 
in 13 states on use of oleomar- 
garine by farmers. 


No. 2144. The Farmer Buys 
Watch. 

Watch-buying habits of farm 
families as related by 74 retail 
jewelers in seven eastern seaboard 
‘states are reported in this study is- 
sued by Farm Journal. 


a 


No. 2145. Retail Stove Cereal Study. 

Statements of 82 grocery store 
operators on the market for hot 
‘and cold cereals among families 
in small towns and rural areas are 
/summarized in this report issued 
id Farm Journal. 


| No. 2146. Electrical Appliance Dis- 
tribution. 
Another Farm’ Journal market- 
iing study, this report details the 


Pemanem maa gemnspe 
2 met inrmionam afil aa t 
y . Ee 


eh 


ing power, population, equipment, extent to which electric appliances 
livestock and crops are listed by are carried by a sample consisting 
counties in this report by Pennsyl- ‘of 385 small town hardware deal- 
vania Farmer, a Capper-Harman- ers. Top brands carried also are 


Slocum publication. 


No. 2133. Michigan, Ohio, Pennsyl- 
vania Farm Equipment Dealers. 
This series of Capper-Harman- 
Slocum reports lists farm equip- 
ment dealers in each of the three 
states by towns. 


No. 2134. Independent Wholesale 
Distributors of Farm Equip- 
ment. 


| 


Michigan and Pennsylvania are 
listed by towns in this Capper- 
Harman-Slocum report. 


No. 2135. The Three Farmers. 

U. S. livestock production is de- 
tailed through charts and maps by 
Capper-Harman-Slocum in this re- 
port. 


No. 2136. Hunting and Fishing Li- 
cense Sales. 

“These two maps by Capper-Har- 
man-Slocum show ’52-’53 figures 
by states for the number of hunt- 
ing and fishing licenses sold. Po- 


54 are included for Michigan, Ohio 
and Pennsylvania. 


No. 2137. Reference File on the 
Arkansas Farm Market. 

This folder on the Arkansas 
farm contains data on farm income 
by commodities, tractors, use of L- 
P gas, cattle production and crop 
production tabulated by counties. 
It is issued by The Arkansas Farm- 
er. 


No. 2138. Reference File on the 
Mississippi Farm Market. 

The Mississippi Farmer prepared 
this folder showing top counties in 
farm income, cotton, rice, live- 
stock, tung and lumber production, 
number of electrified farms, use of 
L-P gas and other data. 


No. 2139. World’s Largest Rural 
Youth Group. 

Statistics on membership and ac- 
complishment of 4-H clubs are 
cotapiled in this report by National 
4-H News. 


No. 2140. Crop Production Totals. 


vegetables for the fresh and proc- 
essing markets and irrigation data 
are contained in this folder issued 
by Market Growers Journal. 


No. 2141. Western Fruit Produc- 
tion. 
Fruit production in western 
‘States is detailed in this report 


|prepared by Western Fruit Grow- 


ler. 


of Cash Receipts. 
| This data sheet issued by Farm 


Independent wholesale distribu-_| 
tors of farm equipment in Ohio, 


tential hunting equipment sales for | 


Statistics on 1953 production of 


listed. 


No. 2147. Electric Sewing Machine 
| Retailing. 

Farm Journai analyzes state- 
ments of 99 small town retailers 
of sewing machines in 11 states on 
\the markets for sewing machines 
‘among rural customers in this re- 
port. 


a 


No. 2148. Retail Sales Analyses. 

This set of 10 data sheets shows 
the percentage of retail sales made 
|in urban and in rural-small town 
'markets. Retail sales, sales of food 
| stores, drug stores, automotive 
‘dealers, furniture and appliance 
stores, general merchandise out- 
\lets, restaurants and other stores 
‘are covered. The report is issued 
by Farm Journal. 


No. 2149. Population, Households, 
Families. 

These three data sheets by Farm 
Journal list the number of per- 
sons, number of households and 
number of families in the U. S. by 
state in urban, rural non-farm and 
‘rural farm areas. 


No: 2150. Basic Marketing Map. 

| This June, 1953, marketing map 
identifies U. S. counties according 
‘to the predominance of rural or 
|urban population. The 19x25” color 


{map is issued by Farm Journal. 


No. 2151. Automotive Equipment 

Report. 

Based upon a subscriber survey, 
this booklet by Capper’s Farmer 
lists ownership of automobiles, 
trucks, tractors and other vehicles 
plus fuel, tire and accessories own- 
ership. Planned repairs are in- 
cluded. 


No. 2152. Household Equipment 
Survey. 

This Kansas Farmer subscriber 
survey covers ownership of house- 
hold equipment, family character- 


istics and planned purchases. 


No. 2153. Missouri Household 

Equipment Survey. 

Buying plans and ownership of 
household equipment among Mis- 
souri farm families are listed in 
this report by Missouri Ruralist, 
based upon a subscriber survey. 


No. 2154. Laundry Equipment, 
Cleaning Supplies Report. 
Subscribers’ responses to a sur- 

vey on ownership of home laundry 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 


1. Effective buying income 


‘Journal contains total cash receipts| $70,842,000. - | 
‘from farm marketings, by states, | 2: page of soueoee sae Le 
|for 1953. Included for each state |5* 9t4Y zone population o3,0R0. 


; 7 weet ° nnot be sold from 
are the top five income-producing | * agg + eer f 


| products and the amount of income | ADVERTISE INLYNCHBURG—GET OUR MARKET FOLDER 
|from each. 


Che Columbus Dispatch 


Nationally Represented by O'MARA & ORMSBEE, INC. 
New York Chicago Detroit 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffjth Co. maintains offices 
in all principal advertising centers 


No. 2143. Oleomargarine Buying | 
Habit Survey. 
This report by 


Los Angeles San Francisco 


Farm Journal | 
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a LORD TENNYSON wrote it. Almost a hun- 
dred years ago he put into the mouth of the Northern Farmer 


this salty advice to a love-lorn son: 


Warn’t I cradzed fur the lasses mysén when 
I wur a lad? But I knaw'd a Quaaker feller 
as often ’as towd: ma this: “Doant thou 


marry for munny, but god wheer munny is!” 
x* * * & 


“Go where money is!” 
It’s anybody’s guess that the son, summoning his self-respect, 
resented this canny counsel. (Tennyson 
didn’t tell.) | 


But it’s everybody’s conviction that the 
manufacturer or merchant, who has things 
to sell, should heed such mercenary ad- 
vice and emblazon its words on every 


advertisement he prepares . . . “Go where money is!” 


In Chicago there is one sure way to assure this. For there is 
now one standard report on the city and its environs made 
up of 48 separate studies—a thorough report that has taken 
more than two years of interviewing and computing to pre- 
pare. It deals with Chicago and suburban newspaper home 
coverage. It classifies 48 major areas with relation to where 


goods sell best . 


. the households “where money is.” It relates 


the four Chicago newspapers to these areas .. . in terms of 
actual reader buying power. And this new series of studies 


reports these facts to the advertiser: 


Although the Chicago Daily News reaches into every economic 
group, the greatest proportion of its circulation—more than 
any other Chicago newspaper—is concentrated among the 


able-to-buy families whose incomes are higher than average. 


This means that your ad in the Chicago Daily News “GOES 
WHERE MONEY IS!—goes home with the Chicago area’s 
families who make the most and buy the most . . . reaches the 

family as a group ... at home... at night 


... When your selling message is most 
potent. 


A summary of 48 studies of average and 
above-average income areas* in Chicago 
and suburbs shows the Home Coverage 


of Chicago daily newspapers in those areas as follows: 


CHICAGO DAILY NEWS. . . . 54% 
Daily Tribune. ... . soe s « SHH 
Daily American . . . . . «. «. « 25% 
Daily Sun-Times. . . . . . . . 20% 


*The median income for the families living in the 48 areas studied is $5,800—as com- 


pared with a median income of $4,900 for the entire metropolitan market. 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


CHICAGO: 
Daily News Plaza 


NEW YORK: DETROIT: 


45 Rockefeller Plaza Free Press Building 


MIAMI: SAN FRANCISCO: 
121 S. E. First Street 


John S. Knight, Editor & Publisher 


LOS ANGELES: 


703 Market Street 1651 Cosmo Street 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


equipment, and cleaning supplies 
are listed in this Capper’s Farmer 
report. Included is data on farm 
water systems. 


No. 2155. Beverage Report. 
This subscriber survey report is- 
sued by Capper’s Farmer lists data 


NORTH CAROLINA 
1. Buying Center of Craven County 
2. Quality of Market—102. 
8. Effective Buying Income 
$17,735,000. 
THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 


REQUEST MORE FACTS—ADVERTISE IN NEW SERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


on the farm market for coffee, tea, 
milk drinks, juices and soft drinks. 


Increasing use of instant coffee is | 


highlighted. 


No. 2156. Big Wheels in the Fresh 
Fruit & Vegetable Industry. 
This report is based upon a sur- 

vey of subscribers to The Packer 


and lists the number, types and. 


'makes of trucks used in fresh fruit 
‘and vegetable operations. 


No. 2157. 1954 Buying Intentions of 
lowa Farm Families. 

In this report, Wallaces’ Farmer 
and Iowa Homestead list buying 
plans of Iowa farm families for 
buildings and building materials, 
plumbing, heating and cooking 
equipment, household furnishings 
and appliances, farm equipment 


land automotive equipment. Vaca-_ 


|tion plans are included. 


SOON TO BE PUBLISHED 


No. 2170. Selling Season Survey. 

This market survey by Farm 
Equipment Retailing is intended to 
show the best selling months for 20 
‘farm equipment products as re- 
ported by farm equipment dealers. 
The fifth annual report will be 
available in June. 


‘No. 2171. Better Buying—Better 
Living. 

Home building and remodeling 
activities plus purchases of furni- 
ture and appliances will be de- 
tailed in this Successful Farming 
subscriber survey to be available 
in June. 


No. 2172. Wisconsin Appliance Sur- 
vey. 

Wisconsin Agriculturist & Farm- 
er will distribute this report on the 
number of major and small home 
appliances owned by farmers plus 
brand preferences in June. 


Bes 


This survey of Iowa farm own- 
ership of home appliances and 
brand preferences will be distrib- 
uted in June by Wallaces’ Farm- 
er & Iowa Homestead. 


No. 2174. Food Preferences of 
Southern Families (Supple- 
ment). 

Purchases of grocery store prod- 
ucts, plus brand preferences, will 
be covered in this subscriber sur- 
vey being compiled by Farm & 
Ranch. The report will be avail- 
able for distribution in June. 


No. 2175. Household Product Brand 
Preferences of Southern Fam- 
ilies. 

This Farm & Ranch subscriber 
survey report covering purchases 
for brand preferences of house- 
hold products will be available in 
July. 


No. 2176. Fertilizer Consumption. 
This map showing fertilizer con- 
sumption by states during 1953, 


‘No. 2173. lowa Appliance Survey. plus information on 1943 consump- 


a By) 


month! 


million dollars. 


hee ee ee Yee 
ees poate BBR ey 


at i ey 


More than 420,000 persons — 
nearly half the entire population 
of Arizona — make their homes 
in the metropolitan county area. 
New residents continue to pour 
in at better than 2,500 per 


The metropolitan county area is the buying 
and shipping center for surrounding farm and 
fruit land totaling approximately one million 
acres with an annual crop valuation of 200 


past 7 years! 


low cost, 


ikea 


$515,290,000 — more than half a billion 
dollars — was the total of retail sales in the 
metropolitan county area in 1953 alone! ... 
An increase of more than 100 per cent in the 


$225,000,000 is the estimated value of 
manufactured products turned out in the 
metropolitan area in 1953 — greater than the 
revenue from either agriculture or mining. 


Phoenicians built approximately 
9,000 new homes in 1953 — an 
increase of about 2,000 homes 
over 1952. 


complete coverage of 


METROPOLITAN PHOENIX 


Total coverage of Metropolitan Phoenix is offered advertisers by the 
Phoenix Republic and Gazette! Here is the key that unlocks the door 
to one of the fastest-growing major markets in the United States — a 
one-buy, single-insertion medium that delivers the Metropolitan Phoenix 


market as can no other! 


* Maricopa County 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOEN 


1X 


ARIZONA 


National Representatives: Kelly-Smith Company 


Write Now 
for the 
eye-opening 
new Consumer 
Analysis 
and Market 
Data Books 


is ae 


Advertising Age, May 3, 1954 


tion, is being prepared by Capper- 
Harman-Slocum. It will be com- 
pleted for distribution in July. 


No. 2177. Drugs and Cosmetics 

Brand Preferences. 

Consumption and brand prefer- 
ence for drugs and _ cosmetics 
among Farm & Ranch subscribers 
will be covered in this report 
scheduled to be published in Au- 
gust. 


No. 2178. New Mexico Farm and 
Ranch Market. 

Ranch and farm conditions dur- 
ing 1953, livestock and agricultur- 
al development and other data will 
be compiled in this New Mexico 
Stockman report scheduled for 
publication at the end of Decem- 
ber. 


No. 2179. Farm Equipment Sales. 

Detailed figures on farm equip- 
ment production and saies for each 
of the past ten years plus exclu- 
sive estimates of principal ma- 
chines on farms by states are being 
compiled by Farm Implement 
News for publication in September. 


REGIONAL AND 
LOCAL MARKETS 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 3155. A Sales Research Service 
for National and Regional Gro- 
cery and Drug Advertisers. 

Burgoyne Grocery & Drug In- 
dex, Cincinnati, has available a re- 
port on 14 Burgoyne test-group 
cities. The study summarizes mar- 
kets and store panels, showing how 
testing programs have been em- 
ployed by national and regional 
advertisers. 


No. 3156. Westinghouse Broadcast- 
ing Co. Inc. 

The Westinghouse Broadcasting 
Co. has published this manual con- 
taining rate and market data for 
all Westinghouse am radio and tv 
stations. The stations’ include 
KDKA, Pittsburgh; WBZ and 
WBZA, Boston; KYW, Philadel- 
phia; WOWO, Fort Wayne; KEX, 
Portland, Ore.; WBZ-TV Boston; 
and WPTZ-TV, Philadelphia. 


No. 3157. Where Are Retail Food 
Sales Made? 

This brochure, issued by the 
Northwest Daily Press Assn., Min- 
neapolis, gives a breakdown of re- 
tail food sales figures, showing 
where actual retail sales are made 
in the North Central area. In addi- 
tion, the brochure gives a break- 
down showing stores where the 
three leading food chains are lo- 
cated. 


No. 3158. 1954 New England Mar- 
ket Data for 47 Cities. 

This market data book for 1954 
presents facts and figures relating 
to 47 markets in New England. It 
is aimed at enabling manufactur- 
ers and advertising agency execu- 
tives to analyze the New England 
market more readily. It is pre- 
sented city by city and provides 
information on population, hous- 
ing, labor force, manufacturing, 
trade retail sales and outlets, in- 
come distribution, school systems, 
hospitals, transportation systems, 
climate and standard of living in- 
dices. The study also includes mer- 
chandising services rendered by 
each newspaper together with cost 
of national advertising. The study 
is issued by the New England 
Newspapers Advertising Bureau, 
Boston. 


No. 3159. Maui 1951-1952 Radio 


Newspaper Penetration and 
Impact Survey. 
This survey, issued by Maui 


Publishing Co. Ltd., operator of 
radio station KMVI and publishers 
of Maui News, Wailuku, Maui, 
Hawaii, was conducted and copy- 


righted by Territorial Surveys, 
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People believe in The American Magazine 
because The American Magazine believes in people! fi 


aa ee 


Naomi Lorne traded a painting for a supply of 
shoes. Coverage of human interest incidents such as 
this gives American its loyal following. 


> Ae ~~ 


~A 


—that’s why circulation is at an all-time high! 


The character of a magazine determines its readers . . . and its effect on them. 
The American Magazine has an audience of millions of families all 
over America. They are the kind of responsible people who are responsive 
readers. They read and believe in American Magazine articles that help 
the whole family . . . the feature 
. the true-to-life stories about American people today. 
This audience is a growing one. During the first quarter of 1954, 


American Magazine circulation was the highest in its long history . 


. in the newsy biographical sketches . . 
departments . . 


an average of 2.720.000 copies per issue.* 
When you advertise, look at all five of the general family publications. 
Compare them for cost per thousand . . readership ... reader loyalty. 


You'll learn why The American Magazine is an outstanding buy. 


Joe Fletcher's Kansas ranch is a pony paradise 

where small fry ride to .their hearts’ content. He 

is one of American’s “‘Interesting People.” - * 
‘ 


as : T. 


merican 


MAGAZINE 


It moves goods because it moves people! 


© The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N.Y. 
Publishers of The American Magazine, Collier's, Woman's Home Companion, and Collier's Encyclopedia 


*Figure shown is Publisher's estimate. 
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‘No. 3001. Southern Labor Produc- 
Available Market Data—Local | tivity. 


| Published by the Montgomery 
Chamber of Commerce, this bro- 
'chure offers an analysis of labor 
Honolulu. The study covers all the | ALABAMA ‘in Alabama and the Montgomery 
market areas in the Territory of No. 3000. 64th Annual Report of | metropolitan area. 

Hawaii. Montgomery Chamber of Com-_| 


merce. No. 


To secure copies of data listed, use the handy coupons 


3002. Industrial Directory, 
Contains statistics on the farm) Montgomery, Ala. 

market, the importance of the This booklet presents statistics on 

military bases in regard to buying population, manufacturing firms, 


No. 3160. The Economy of Maui 
County ... 1952. 
This pamphlet, issued by the 


Maui News and radio station power, and industrial and employ- retail sales and employment in the, Published by the Birmingham lished by the Birmingham News 
KMVI, both of Wailuku, Muai, ment information. ‘Montgomery area. Published by |News and Post-Herald, this folder and Post-Herald. 
Hawaii, covers market data of! 


Advertising Age, May 3, 1954 


|the Montgomery Chamber 


of | gives information on Alabama va- 
Commerce. 


'eationers, including family income, 
money spent on vacations, travel 
No. 3003. A Growing Market. ‘habits and newspaper circulation. 


Published by the Montgomery | 
age No. 3005. Plus! 
Chamber af Commneres, this is 2 This brochure summarizes the 


brief summary of the southern P : hig 
market, with special reference oF rae dat gine =. 
— a ne ce coverage, home ownership, 


saturation of appliances and fami- 


No. 3004. Vacations—1954. ly use of many products. Pub- 


Maui County, Hawaii. It includes | 
a commodity survey, retail sales, | 
pay rolls, population, real estate 
valuations and bank deposits. It 
was compiled from official records. 


No. 3161. Guam U. S. Territory. 

Issued by S. S. Koppe & Co.,. 
this study concerns information on) 
the Guam market. 
| 
No. 3162. Extra Impact with Night- | 

time Radio. | 

CBS Radio spot sales promotion | 
department has published this, 
study which points out the value) 
of local nighttime radio to the na- 
tional advertiser in many of the 
nation’s top markets. 


“. No. 3163. Radio and TV Set Sales 
to Dealers. 

This study by CBS Radio spot 
sales promotion department is a 
comparison of radio and tv set) 
sales in many of the country’s. 
major markets. It compares sales | 
during the first 39 weeks of 1952) 
with the corresponding period of | 
1953. | 


No. 3164. Consumer Goods and the | 
Farm Market. 
This study by CBS Radio spot, 
sales promotion department covers | 
the importance of the farm market | 
to the consumer goods advertiser. 
It shows why local farm radio can 
be highly effective for the national 
advertiser. 


No. 3165. Radio Homes and Radio 
Set Growth in Major U. S. 
Markets. 

CBS Radio spot sales promotion 
department has issued this com- 
parison of radio homes and radio. 
sets per family in 1947 and 1953. 


No. 3166. Hostess House Fact Sheet. 

Northern Television Inc., radio 
station KTVA, Anchorage, Alaska, 
has issued this fact sheet on mar- 
ket data connected with the Alas- 
ka market. 


No. 3169. Grocery Product Distri- 
bution in 15 Scripps-Howard 
Markets—7th Annual Survey. 

Scripps-Howard Newspapers has 
issued this composite report of 
brand distribution for 75 classi- 
fications of grocery store merchan- 
dise in the following cities: Albu- 
querque, Cincinnati, Cleveland, 

Columbus, Denver, E] Paso, Evans- 

ville, Fort Worth, Houston, Indian- 

apolis, Knoxville, Memphis, New 

York, Pittsburgh and San Francis-- 

co. Also included is a special sum- 

mary analysis and a report on the 
percentage of grocery stores now | 
handling product types in these 
allied classifications: alcoholic 
beverages, drug products, tobacco 


products, kitchen utensils and 
kitchen appliances. 
SOON TO BE PUBLISHED 


No. 3178. Analysis of the Catholic 
Newspaper Markets Represent- 
ed by CNR. 

A new study to be published in 
July (it is issued annually) will 
show data for each of 43 Catholic 
diocesan markets including popu- | 
lation, its Catholic percentage, 
and the Catholic portion of retail | 
food, drug and gasoline sales. Total | 
Catholic births, with comparative | 
birth rata data, is shown. Circula-| 
tion and rates of newspapers serv-. 
ing the markets are shown. To be) 
issued by Catholic Newspaper Rep- | 
resentatives. | 


420 Lexington Avenue, New York 17 
609 Union Commerce Building, Cleveland 14 


CAPPER PUBLICATIONS, INC. 


333 North Michigan Avenue, Chicago 1 
912 Kansas Avenue, Topeka 
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ARIZONA 
No. 3006. 1954 Consumer Analysis 
of the Phoenix Market. 


This 120-page brochure by the 


Phoenix Republic & Gazette re- 
ports on a study of brand prefer- 
ences, buying habits, economic 
data and distribution of branded 
products in the Phoenix market. 


No. 3007. The Arizona Market. 
Describes economic and business 

trends in the Arizona market. Pub- 

lished by the Phoenix Republic 


| 


and Gazette. 


No. 3008. Here’s Your Arizona 
Market. 


This folder gives county-by- 


county family population of the. 


Arizona market, with correspond- 
ing coverage by the Phoenix Re- 
public and Gazette—plus a brief 


/summary of other business data. 


| 
| 


No. 3010. The Phoenix Television 


Audience. 


Just published by KPHO-TV, 


this is a report on a joint effort by 
this is @ report on a ond Arwor, AVGilable Market Data—Local 


To secure copies of data listed, use the handy coupons 


State College to measure the 
Phoenix tv-family count. 


No. 3800. Tucson is a $22,000,000 
Market. 

Issued by KVOA, Tucson radio 
and television station, this study 
presents geographical and econom-_ 
ic facts on Arizona’s No. 2 market. 
Included are Sales Management’s | 
buying figures, plus data on) 
KVOA’s radio and tv coverage. 


ARKANSAS 
No. 3011. Arkansas Market Data. | 


A folder listing month-by-month 
|/bond sales in the Fort Smith area, 


Data sheet issued by KARK-TV, 25 4 measure of farm purchasing 


Little Rock, 
information on sales, expenditures 


_and income in central Arkansas. 


No. 3012. Bond Sales, 
Months, 1953. 


First 10 


1007 
Home Service 


The only Home Service Magazine designed 
for Small Cities and Towns 


HOUSEHOLD’s editors don’t hold for fancy 
theory. They’re homemakers themselves, and they 
know the value of down-to-earth information 


about the home. 


So they fill the pages of HOUSEHOLD with 
practical ideas for both the men and the women 
.. useful, workable ideas on build- 
ing and home repairs... bright, new ideas on 


HOUSEHOLD gives you 
2,378,000 wuuldation 


83% of HOUSEHOLD'’s ever-growing 
circulation goes to prosperous towns 
of under 50,000 population. Adver- 
tisers find this coverage a perfect 
complement to any metropolitan list. 


of the family . 


the 
whens 


food, decorating and gardening. 
HOUSEHOLD’s straightforward approach is 


“welcomed by more and more families each 
month. Important families, too, living in wealthy 


your product. 


816 West 5th Street, Los Angeles 17 
1207 Russ Building, San Francisco 4 


HOUSEHOLD gives 


communities of under 50,000 population. Here 
are families who make their homes in individual 
houses... who look to HOUSEHOLD for ways 
to make their homes more attractive. 


HOUSEHOLD gives you 
76.47, homeowrnwns 


HOUSEHOLD families are proud of 
their own homes. They are constantly 
planning home improvements, and they 
have the purchasing power to put their 
plans into effect. A prime market for 


you 


In community after community, wher- 
ever you find a concentration of 
single-family homes, you also find a 
concentration of HOUSEHOLD read- 
ers. As homes go,so goes HOUSEHOLD. 


HOUSEHOLD 


summarizes mi: arket | Power. Issued by the Fort Smith 


Times-Record and Southwest 


American. 


No. 3370. Little Rock Market Data. 


Offers pertinent market infor- 
mation on the Little Rock retail 
trading area, covering population, 
retail sales, buying income, data 
on wholesale and retail outlets, 
with a map of the retail trading 
area. Issued by the Arkansas Dem- 
ocrat. 


No. 3801. Three Pieces of Chamber 
of Commerce Market Data and 
One KTHS Brochure. 

The Little Rock Chamber of 
Commerce material contains facts 
and figures on living standards 
and buying power of the metro- 
politan Little Rock and general 
trade area. The KTHS brochure 
gives broadcast coverage and tab- 


ulations showing the potential 
market of Little Rock. 
CALIFORNIA 


No. 3013. Santa Barbara. 

Folder issued by the Santa Bar- 
bara News-Press describes Santa 
Barbara geographicaily and offers 
basic market data on the area. 


No. 3014. Successful Newspaper 
Advertising in Los Angeles 
County. 


Issued by the Santa Monica Eve- 
ning Outlook, this brochure re- 
views retail sales in markets sur- 
rounding metropolitan Los An- 
geles. 


No. 3015. Northern California Mar- 
kets. 

An annual folder showing per- 
county population figures, retail 
sales and other basic market data 
for Northern California. Issued by 
the San Francisco Call-Bulletin. 


No. 3016. The San Francisco Mar- 
ket. 

Folder issued by the San Fran- 
cisco Call-Bulletin offers city-by- 
city comparative market data, plus 
newspaper circulation data for the 
San Francisco area. 


No. 3017. Above All, 
$220,000,000 Market. 
This folder by the Santa Rosa 
Press-Democrat contains compara- 
tive market, population and linage 
growth figures for the Santa Rosa 
market. 


Sell This 


No. 3018. More Sales in Marin. 

A 32-page booklet on market po- 
tential and sales, size and type of 
audience in Marin County. Issued 
by the San Rafael Independent- 
Journal. 


No. 3019. Riverside, an Independ- 
ent Market. 

This brochure issued by the Riv- 
erside Daily Press and Enterprise 
contains market and newspaper 
circulation information on _ the 
Riverside city and retail trading 
areas. 


No. 3020. Standard Market Data 
for Stockton. 

Economic and trade data for 
Stockton and its retail trading 
zone issued by the Stockton Rec- 
ord. Includes family statistics, la- 
bor conditions and civic informa- 
tion. 


No. 3021. 
Valley. 
This folder, issued by the El 

Centro Post-Press and the Brawley 

News, includes agricultural pro- 

duction figures and other basic 

market data for the Imperial Val- 
ley. 


The Fabulous Imperial 


No. 3022. Selling Key to Coastal 
California. 
This booklet contains basic mar- 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


ket data for coastal southern Cali- 
fornia, with emphasis on tv set 
penetration and cost per 1,000 cir- 
culation figures. Issued by Santa 
Barbara Broadcasting & Television 
Corp. 


in the 


WHEELING MARKET 


represented by 
HOLLINGBERY 


No. 3023. A Brand New Market. 
This folder outlines market data 
‘for the San Bernardino Sun and 
Telegram market of San Bernar- 
dino and upper Riverside counties. 


No. 3024. The Northwestern Los 
Angeles Market. 

This brochure analyzes the 
northwestern part of the Los Ang- 
geles market, including Hollywood, 
Wilshire, Beverly Hills, Westwood 
and the San Fernando valley. In- 
cludes figures on family distribu- 
tion, and a map of the area. Issued 


by the Hollywood Citizen-News. 


No. 3025. Los Angeles County Mar- 


ket Data. 

This report contains 1954 popu- 
lation and dwelling units estimates, 
family average income and a study 
of the relationship between popu- 


‘lation and buying traffic in Los 
| Angeles County. 


Issued by the 
Times-Mirror Co. 


No. 3026. Los Angeles County re- 
tail Sales Data. 

This tabulation includes number 
of licensed outlets and _ cigaret 
market position comparisons for 
Los Angeles County. Issued by the 
Times-Mirror Co. 


No. 3027. Los Angeles Department 
Store Sales. 

This is an analysis of sales and 
percentages by retail departments 
for downtown and westside Los 
Angeles stores, showing seasonal 
trends for 80 merchandising classi- 
fications. Issued by the Times- 
Mirror Co. 


No. 3028. Point of Sale Traffic in 
Los Angeles County. 

This is the report on a Los An- 
geles Times continuing home audit 
of point of purchase traffic for cos- 
metics and household toiletries, 
clothing, tv and radio and automo- 
biles and tires. Issued by the 
Times-Mirror Co. 


No. 3029. Food Items Usage in Los 
Angeles County. 


This compilation reports on a 
Los Angeles Times continuing 
home audit to test the relative 
usage of grocery store items. Is- 
sued by the Times-Mirror Co. 


No. 3030. Drug Items Usage in Los 
Angeles County. 

This report covers a Los Angeles 
Times survey of the relative use 
of toiletry and cosmetic items in 
Los Angeles County homes. Issued 
by the Times-Mirror Co. 


No. 3031. Retail Food Store Sales, 
Los Angeles County. 

This tabulation shows the rela- 
tive importance of each of the 16 
major economic areas to the Los 
Angeles County market’s’ food 
store and drug store dollar sales 
volume. Issued by the Times-Mir- 
ror Co. 


No. 3032. Los Angeles Times Home 

Audit. 

This report gives data from a 
Los Angeles Times continuing 
home audit on the movement of 
branded merchandise—plus a bro- 
|chure describing the procedure of 


es TrERTILIZER ies 
‘\ seep |/¢j2 Jb $2°b ~“% 


Ao 9 9 6! 


“ 


@ Take General Merchandise Store sales for example— 
lawnmowers, power-mowers, umbrellas, swings—sales per 
family in Indianapolis top the national average by 123%*! 


That’s not surprising 


when you realize that average in- 


come per household in Indianapolis is $6943** annually, 
first among cities of over 400,000. That’s not all—look at 
these other important Indianapolis market advantages: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Sales Management, Survey of Buying Power, May 10, 1953. 
** Consumer Income Supplement, 1953, Standard Rate & Data Service. 


YOUR FIRST TEAM FOR -SALES 
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ce. 


“ 


they Buy More because they Have More ! 


P It’s Big. . . over 550,000 population 


P It’s Steady . . . unsurpassed for diversification and 
balance of industry and agriculture 


> It’s Easily Reached . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News: 


Write for complete market data 


IN INDIANA 


today. 


Advertising Age, May 3, 1954 


the audit. Reports are available 
to manufacturers or agencies for 
a specific brand or product sur- 
veyed. Issued by the Times-Mirror 
Co. 


No. 3033. New Passenger Car Reg- 

istrations, Los Angeles County. 
This tabulation gives new pas- 
senger car registrations. by make, 
for each of 16 Los Angeles eco- 
nomic areas, 1948-53. Issued by the 
Times-Mirror Co. 


No. 3034. Los Angeles County Au- 
tomotive Market Compared. 
This report compares new car 
registrations in Los Angeles Coun- 
ty with those in 11 other Southern 
California counties, the state of 
California and the U. S., for 1953. 
Issued by the Times-Mirror Co. 


No. 3035. Imported Automobiles in 
Los Angeles County. 

This tabulation gives competi- 
tive positions of new imported pas- 
senger cars, according to registra- 
tions in Los Angeles County for 
1953. Issued by the Times-Mirror 
Co. 


No. 3036. Nation’s Leading Indus- 
trial Counties. 

This report shows the top 15 in- 
dustrial counties ranked accord- 
ing to value added by manufacture 
and according to number of es- 
tablishments for 16 industrial clas- 
sifications, for 1953. Issued by the 
Times-Mirror Co. 


No. 3037. A Great 
Angeles. 

This booklet issued by the Los 
Angeles Times illustrates graphic- 
ally Los Angeles’ growth and stat- 
ure saleswise, industrially and 
physically. 


Market—Los 


No. 3038. Los Angeles City and 
County Market Data. 
This compilation covers detailed 
market facts ranging from sales 
and marketing outlets to basic 


municipal data. Issued by the 
Times-Mirror Co. 
No. 3039. Los Angeles County 


| Chain Grocery Locations. 

A large map showing location of 
‘outlets of all major food store 
ichains in Los Angeles county in 
| 1954. Issued by the Times-Mirror 
|Co. 


No. 3040. Los Angeles County Ap- 
pliance Market, 1953. 

A study of current factors re- 
garding saturation and sales po- 
tentials of appliances in the Los 
Angeles market. Issued by the 
_Times-Mirror Co. 


‘No. 3041. Los Angeles County 
| Maps. 

These are two 21x26” maps, one 
a census tract map, the other 
showing the county’s }@ major eco- 
nomic areas. Price, $1 each (8'%x- 
11” maps available at no charge). 
Issued by the Times-Mirror Co. 


No. 3048. Condensed Market Data, 
Los Angeles Market. 

A folder with market map and 
condensation of census and current 
data broken down by five major 
trading areas of Los Angeles Coun- 
ty. Covers characteristics of popu- 
lation, households, income and re- 
tail sales. Issued by the Los An- 
geles Herald-Express 


|No. 3049. A Manual of Factual Da- 
ta, Los Angeles Market. 

This brochure contains a large 
market map and detailed census 
and county market data, broken 
down by five major trading areas 
,and by districts within the areas. 
Issued by the Los Angeles Herald- 
a 


No. 3051. Pictorial Story of Growth 
of Los Angeles Market. 

_ This brochure contains before- 

after photographs contrasting sec- 

tions of Los Angeles now and be- 

fore World War II. Issued by the 

Los Angeles Herald-Express. 
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What San Francisco 
Newspaper is TOPS by 
EVERY measure ? 


The Examiner is the ONE 
dominant leader in this 
rich San Francisco market. 


Sunday...The Examiner 
is TOPS. ‘ 


Q 


FOR 67 YEARS 
NEWSPAPER 
NUMBER ONE 


Represented Nationally by 
Hearst Advertising Service 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3053. Market Map of Los An-{|Co. has issued this map of San 
geles County. Diego County, along with 1950 
Approximately 21x28”, this color |census of population figures and 


map depicts five major trading | the U.S. census counts of eight in- 


No. 3052. Los Angeles—Your Blue | growth in the Los Angeles area. areas in the populous portion of |corporated cities in the area. 


Chip Market. 


|Issued by the Los Angeles Herald- | Los Angeles County. Issued (1954) 


This brochure describes recent Express. 


‘by the Los Angeles Herald-Ex- No. 3804. Marketing Data and 


FORT WAYNE 


--- best for test in the Midwest 


Ist in Midwest in its population group 


(75,000-150,000).* 


2nd _ in nation in its population group.* 


6th in nation for cities of all size.* 


Maps. 

| | 

‘apie The Sacramento Bee has issued 
No. 3054. San Diego—Billion Dol-|a study containing market data 


lar Market. and maps on Sacramento’s 19- 
This file-size folder provides 'county market, the Sacramento 
FORT WAYNS analysis of population growth, ef- | metropolitan area, 26 major mar- 


fective buying income and retail | kets and 18 metropolitan areas of 

sales figures for 1953 in the San the West. 

Diego market. Issued by the San F = 
: . d Tri : No. 3805. California’s Fabulous 

ee een an yan San Joaquin Valley Market. 

No. 3138. 1953 Distilled Spirits Ex- The O’Neill Broadcasting Co. 


*Sales Management, Nov. 10, 1953 cise Tax Payments, Northern |has issued facts and figures on 
- “ California. the San Joaquin market, illus- 
Write for the ‘‘GOLDEN ZONE” Market Book | This eight-page booklet lists trated pictorially. 


FORT WAYNE NEWSPAPERS, INC. 
_ he News-Sentinel tHE JOURNAL-GAZETTE 


Co. © New York - Chicago - Detroit 


Represented by Allen-Klapp 


agent for 


‘monthly tax payments by com- : , 
_panies, tabulated in city and coun- No. 3806. Fresno California Mar- 
‘ty breakdowns. Published by the, Ket Analysis. 

San Francisco Call-Bulletin. Issued by the O’Neill Broadcast- 
| ‘ing Co., this study shows popula- 
| No. 3802. San Diego Market Popu- tion, sales, income, population dis- 
: | lation Map. ‘tribution and other pertinent data 


timated | | 


The Union Tribune Publishing on the central California market. 


ANON RNRINS Saleane 


ALABAMA 
ARIZONA 
ARKANSAS 
COLORADO 
DELAWARE 
IDAHO 
lOWA 
KANSAS 
KENTUCKY 
LOUISIANA 


DRUG SALES OF THE FORT WORTH AND WEST 
TEXAS TRADING AREA $74, 148,000 ~ 


THAT OF 29 DIFFERENT STATES!” 


MAINE 
MARYLAND 
MISSISSIPPI 
MONTANA 
NEBRASKA 
NEVADA 


NEW HAMPSHIRE = VERMONT 
NEW MEXICO WEST VIRGINIA 
NORTH DAKOTA WYOMING 


OKLAHOMA 


*1953 SALES MANAGEMENT “SURVEY OF BUYING POWER” 


FORT WORTH IS THE GATEWAY TO THE RICH WEST TEXAS MARKET! 


ABOUT THE FORT WORTH TRADING AREA Zoce SHOULD KNOW! 


# =X 


OREGON 

el aati 
OUT 

SOUTH DAKOTA 

TENNESSEE 

UTAH 


The West Texas market stretches for more than 300 miles to the West and more 
than 100 miles to the North and South of Fort Worth. Within its boundaries are 
cities that range in size from a few hundred population to over 400,000. It is one 
of the nation’s busiest markets. 

Into this market of 1,928,700 people Texas’ largest newspaper is delivered 
with such merchandisable home coverage that your selling story is bound to be 
seen and read. The Fort Worth Star-Telegram reaches 95% of all Fort Worth 
metropolitan homes daily and 86% of all Fort Worth metropolitan homes Sunday. 
(Metropolitan population, 408,100.) 

The Star-Telegram has many times proved its ability to produce for the adver- 
tiser the results he desires in newspaper advertising. The Star-Telegram stands 
ready and eager to serve you! 


FORT WORTH STAR TELEGRAM , 


LARGEST CIRCULATION IN TEXAS 
Without the Use of Contests, Schemes or Premiums — “Just'a Good Newspaper” 


Advertising Age, May 3, 1954 


No. 3807. San Jose Market Growth 
Book. 

This San Jose Mercury & News 
study contains facts on circulation, 
income, industry, recreation, em- 
ployment, auto registration, buying 
power and bank clearances of the 
San Jose market. The study is il- 
lustrated by charts and photos. 


No. 3808. Second Annual Consum- 
er Analysis. 

This study by the Long Beach 
Independent, Press-Telegram cov- 
ers brand preferences and shop- 
ping habits of families in the city 
zone of Long Beach. 


No. 3809. Market Guide for Long 
Beach, Cal. 

Issued by the Long Reach Inde- 
pendent, Press-Telegram, this 
study contains data in folder form 
relating to population, industry, 
retail sales, etc., of the Long 
Beach city zone. 


No. 3810. 1954 San Jose Consumer 
Analysis. 

The San Jose Mercury & News 
has issued this 278-page brand 
preference study, covering foods, 
soaps and cleaners, drugs and toi- 
letries, homes, appliances, auto- 
mobiles, population data and shop- 
ping habits of the San Jose city 
zone. 


No. 3811. How Food is Sold in 
San Francisco. 

This 20-page handbook by the 
San Francisco Progress analyzes 
retail food sales and merchandis- 
ing in San Francisco. It includes a 
map of the city and county, show- 
ing names, locations and bound- 
aries of 25 neighborhood shopping 
districts. 


COLORADO 


No. 3055. The Colorado Springs 

Market. 

This folder contains summary 
data on all phases of the Colorado 
Springs market and its relation- 
ship to the Gazette-Telegraph, 
which issued the piece in Novem- 
ber, 1953. 


No. 3056. Colorado Springs Manu- 
factures and Statistics. 

These are two pamphlets on the 
Colorado Springs market. One lists 
all manufactures in the area; the 
other summarizes statistical data 
on the city and market area. Is- 
sued by the Colorado Springs 
Chamber of Commerce. 


No. 3057. Retail Sales, Pueblo Mar- 
ket Area. 

This report lists 1953 retail sales 
by business class for Pueblo coun- 
ty and the six-county Pueblo ABC 
retail market. Issued by the Pueblo 
Star-Journal and Chieftu®n. 


No. 3058. America’s Arsenal Be- 
longs Inland. 

Issued in May by the Pueblo 
Chamber of Commerce, this 16- 
page brochure provides general in- 
formation and statistics on Pueblo 
and its market. Available from the 
Pueblo Star-Journal and Chieftain. 


No. 3059. Denver Tcievision Mar- 
ket. 

This 12-page pamphlet sum- 
marizes the findings of a 1953 sur- 
vey of the Denver tv market, in- 
cluding saturation, sets in use by 
make, market potential and future 
market preferences. Issued by Re- 
search Services Inc. 


No. 3060. The Nation’s Third Best 
Drug Market. 

.This large folder contains a map 
of the six-state Denver market and 
county-by-county drug sales in the 
region. Issued by the Denver Post. 


No. 3061. Colorado Springs Market 

Summary. 

This sheet issued by the Colo- 
rado Springs Free Press provides 
a quick rundown of essential mar- 
ket information on the Colorado 


Springs market area. 
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Advertising Age, May 3, 1954 


No. 3062. KLZ-TV Facts, Figures, 

Facilities. 

Enclosed in a file folder, this 
brochure includes general market 
information on the Denver area, 
plus descriptions of KLZ-TV facil- 
ities and specifications. Issued by 
Aladdin Radio & Seovicten mne., 
Denver. 


No. 3065. Fact Sheet on Denver 

Trading Area. 

This sheet contains data on Den- 
ver area population, tv sets and 
families and _ stores. Issued by 
KFEL-TV, Denver. 


No. 3067. KTLN Market Brochure. 

This brochure contains market 
data on the central Colorado area, 
including buying power, income, 
farms and farm income and indus- 
trial development. Issued by KTLN 
Inc., Denver. 


No. 3068. The Denver Picture. 
These two reports include (a) 
county-by-county population, in- 
come and retail sales for the 11- 
county Denver tv market; (b) 
county-by-county data on 12 states 
in the Denver radio market. Is- 
sued by KOA-TV and Radio. 


No. 3812. Answers to Your Ques- 
tions. 

Here is a one-page fact sheet, 
issued by television station KKTV, 
Colorado Springs-Pueblo, includ- 
ing a coverage map, plus popula- 
tion, families, retail sales and com- 
parative market figures. 


No. 3813. KKTV File Folder. 

This file folder was issued by 
television station KKTV, Colorado 
Springs-Pueblo, and includes a 
coverage map, total families in 
the coverage area of the station 
and descriptive material on the 
market. 


CONNECTICUT 


No. 3069. We Caught Hell from 

Mr. Bell. 

This folder includes a penetra- 
tion map and basic market data on 
the area served by WNHC-TV, 
New Haven. Issued by Elm City 
Broadcasting Corp. 


No. 3070. The Bridgeport Market. 

This folder contains general 
market data on the Bridgeport 
market area of southeast Connec- 
ticut. Issued by the Bridgeport 
Post-Telegram. 


No. 3071. New Britain Market Da- 
ta. 

This brochure contains statistics 
on buying power and retail sales 
for Hartford County and the New 
Britain area. New Britain indus- 
tries are listed. Issued by the New 
Britain Herald. 


No. 3072. New England Market. 
Issued by the New Britain Her- 
ald, this folder gives retail distrib- 
ution of grocery store products in 
New Britain for March, 1953. 


No. 3073. New Britain Television 
Market. 

This pair of flyers includes set 
count and a coverage map for the 
area covered by WKNB-TV, New 
Britain, which issued the material. 


No. 3075. The Hartford Trading 

Area. 

This 40-page brochure presents 
an analysis of all aspects of the 
Hartford market, including sales 
of most major product groups. Is- 
sued by the Hartford Times. 


No. 3814. Full Pay Envelopes in 

Greater Hartford. 

This 12-page booklet by the 
Hartford Courant contains vital 
statistics and information about 
the Hartford market. 


No. 3815. Jan. lst Financial Re- 
view of Eastern Connecticut. 
The Norwich Bulletin has com-| 

piled 1953 figures on manufactur- | 

ing, banking and building in east- 


ern Connecticut. | 


No. 3816. Silver Plated Market. | 

The Meriden Record-Journal 
has published a study of the mar- 
ket area covered by the Record- 
Journal, including the number of | | 
retail stores, plus food, circulation, ; 
retail sales and family income fig-| | 
ures. jes 


DELAWARE [ 


No. 3817. Wilmington, Delaware, : 
Market Data—Maps—Circula- 
tion Coverage. ; 
This four-page, 8%x11” folder 

gives a digest of retail sales, in-| | 

comes and expenditures in the| | 

Delaware market area. It includes j 

circulation coverage of daily] | 

newspapers and magazines. The| | 
study is issued by the Wilmington] { 

News-Journal. * 


| 


1a 
é, 
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DISTRICT OF COLUMBIA ‘ 


No. 3076. WTTG Coverage Map. 

This flyer contains a coverage 
map of the area served by WTTG,| 
plus basic market data on the’ | 


PICTURE YOUR PRODUCT 
5,645,638 times a week in New York area homes.* 
on the Number One television station. 
WCBS.-TV CBS Owned, yg air 2 


‘Family impressions per week, Telepulse of N.Y. March ‘54 
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I, 601, 572 Lines 


The Big difference between the Waterloo Courier and 


every other lowa daily is the way the Courier hustles 
for and gets tie-in advertising. Look here .... from 
January 1, 1953, thru December 13, 1953, the Courier’s 


merchandising staff solicited 354,197 lines of tie-ins... 
in 11,080 insertions. Your advertising will bring in more 
results if you put the Courier’s Hustle behind it. 


Contact our National representatives or write direct. 


1 STORY, BROOKS & FINLEY 
1 National Advertising 
: Representatives 


5 eo eran enenenenenee ae ane” 


@ DES MOINES 


ne, ae Ce eet aaa F 
ED WEEE - .sn:trbucesehsindpeebepininnnn be acenedinaeionts 
EE SEE cnicnants boneibandbeinibaneun 


WOU CU ME oo cdecseccns 


@ SIOUX CITY 


Journal & Journal Tribume__________________ 1,214,119 
SUNGR). JOINER co cwccewécucngmewduc 27,683 


TOTAL SIOUX CITY_------ sddetiesdnchingnaebedibin 1,241,802 
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“FIRST PRIZE—Embellished Paint Display, 22nd of Exhibition of Outdoor Advertisifigais " e 
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not only from board to board 


@ For the first time, with GOA’s new 
plan, cut-outs can circulate in a whole 
series of markets! Now you can reach a 
much greater audience than ever before 
with all the dramatic size and color —all 
the extra sales pull — of oversize cut-outs 
on outdoor painted bulletins. 

Here’s the way to put your cut-outs on 
tour. You can rotate one set of cut-outs— 
or several—as often as every thirty days 
on a series of choice locations within one 


city. Or you can rotate them on an 
INTER-CITY basis in GOA’s Mid- 
America Network of Cut-Out Rotaries. 
This ‘“‘network” already includes Chi- 
cago, Minneapolis-St. Paul, St. Louis, 
Kansas City, Louisville, Memphis, At- 
lanta, New Orleans—with more cities 
soon to be added. 

Cut-outs give you instant identifica- 
tion because these separate elements give 
individual and gigantic dominance to 


product and name. Cut-outs give you 
amazing realism in color because they are 
painted under studio conditions. They 
give you extra depth and dimension be- 
cause they extend beyond the bulletin 
itself. And now GOA’s Network Plan 
gives you new economy —because as you 
increase your cut-out ‘‘mileage’’ you de- 
crease your cut-out cost per bulletin! 
Here is greater visual impact, greater sell- 
ing power for your outdoor advertising. 
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Biggest News in OUTDOOR! 
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MID-AMERICA NETWORK 
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OF CUT-OUT ROTARIES 


General Outdoor Advertising Co. | 


With GOA’s new plan, cut-outs are tremendously effective 
“traveling salesmen’’. Get them on the road for your prod- 
uct today! Call your local GOA office for full information 
or write to: General Outdoor Advertising Company, Inc., 
515 South Loomis Street, Chicago 7, Illinois. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Washington market. 
WTTG. Consumer Analysis. 

- This Washington Star report 
covers consumer . preferences of 
‘more than 200 items. The survey is 


ye Ms ‘the result of interviews with 5,000 
~°4 “ “2 families in the District of Colum- 
= (Sar - sch 

= > | 2 A 


: | bia. 
New Sales Opportunities No. 3819. Washington, D.C., Capi- 
for Fishing Tackle and 


ba 


tal of the Free World. 

The Washington Post has pub- 
lished this booklet to show the 
‘growth of the Washington market 
Resching more than 10.000 kno needs and to encourage new industries 
© "28,000,000 “ishermen. ated aibecea to enter the area. The study points 

— ‘out that Washington has become 
a center for national headquarters 
of research organizations, trade 
associations, labor unions and edu- 
cational facilities. The study is 
available for 10¢ a copy. 


Equipment Manufacturers 


Fishing “Jackle 


TRADE NEWS | 


Phone. Wilmette 4714 


Wilmette, Hlinors . 
‘ 


Issued by |No. 3818. The Washington Star) 


FLORIDA 


‘No. 3077. St. Augustine Market 


Data. 

This report covers essential mar- 
ket and civic information on St. 
Augustine and the surrounding 
trade area. Issued by the St. Au- 
gustine Record. 


No. 3079. Population Trends: Prin- 
cipal Cities of the South. 


This pamphlet points out com- 
parative population growth of 
principal southern metropolitan 
areas, 1940-53, plus a five-year 
projection based on expected 
growth. Issued by First Research 
Corp. of Florida, Miami. 


No. 3080. The Palm Beaches. 

This flyer includes summary 
market data on the area served by 
WIRK-TV, West Palm Beach, plus 
a tv coverage map of the area. Is- 
sued by First Research Corp. of 
Florida, Miami. 


No. 3081. Jacksonville—The Gate 

City. 

Issued by the Florida Times- 
Union, this 24-page file-size bro- 
chure gives data and statistics on 
growth, sales, newspaper cover- 
age, etc., for Jacksonville and its 
market area of North Florida. 


No. 3083. Florida’s Gold Coast. — 
This brochure includes sales and 
population data on the seven- 
county Miami metropolitan area. 
Issued by the Miami Herald. 


No. 3084. Story of St. Petersburg. 
This folder contains growth, con- 
struction and sales figures for the 
St. Petersburg market. Issued by 
the St. Petersburg Independent. 


No. 3085. Market Guide to St. 

Petersburg. 

This folder includes a compre- 
hensive study of the St. Peters- 
burg and Tampa areas, including 
sales breakdowns by product 


“CANTON... An Important Metropolitan Market 
In Rich Northeastern Ohio” 


THE LONG GREEN: 


\ 


$500 MILLION WORTH IN } 


THIS IS WHAT 
TO USE 
TO REACH IT! 


The Canton Metropolitan Area is a lush $500 million 
dollar market in which there are two highly urbanized 
communities besides Canton. The buying power of this market's 

80,913 families tops the national average by 19%. These 
families spend 11% more on retail goods than the, 
national average. 


Another attractive feature of The Canton Metropolitan Area 
is the ease with which you can reach and sell it. The way 
to do it is in THE CANTON REPOSITORY — 100% city zone 
coverage .. . 75% total market coverage. 


THE REPOSITORY’s power in its market has made it 
5th in the nation and first in Ohio in retail food 


lineage! You know what advertisers demand to justify 
expenditure like this: results. 


What food can do, you can do. But remember this — if you're 
not in THE REPOSITORY, you’re not selling Canton! 


THE CANTON 


REPOSITORY 


A BRUSH-MOORE NEWSPAPER 


Represented Nationally by 
Story, Brooks and Finley 


Advertising Age, May 3, 1954 


groups. Issued by the St. Peters- 
burg Times. 


No. 3086. Lakeland Market Data. 

This sheet gives summary Marr 
ket data on Lakeland and Polk 
County, Fla. Issued by WLAK, 
Lakeland. 


No. 3087. Palm Beach County. 
This sheet issued by WJNO, 
West Palm Beach, contains sum- 
mary market information on Palm 
Beach County, including sales, 
buying power and population. 


No. 3820. Jacksonville “The Gate 

City.” , 

The Florida Times-Union, Jack- 
sonville, has issued this study of 
the Jacksonville market. It in- 
cludes a statistical review, and 
data on population, labor, educa- 
tion, banking, health facilities, 
utilities, construction, climate and 
water. 


No. 3821. 100,000 Floridians Have 
Changed Address. 

This study by the Tampa Daily 
Times shows city limits expansion 
with maps and other descriptive 
matter. It is printed in two colors. 


No. 3822. Tampa Facts. 


Here is a study of Tampa issued 
by the Tampa Daily Times. It cov- 
ers all Hillsborough County and 
includes data on the trade area, 
business, post office receipts, in- 
ternal revenue, building permits, 
utilities, financial institutions, 
schools, theaters and auditoriums, 
recreation, industry employment 
payrolls, transportation and whole- 
sale and retail trade. 


No. 3823. Daytona Beach Guide 
for National Advertisers. 

This is a folder issued by the 
Daytona Beach News-Journal, 
containing maps of the city zone, 
with route lists and newspaper 
estimates of 1953 population, busi- 


ness statistics and other local mar- 
ket data. 


No. 3824. The Pensacola and Pana- 
ma City Markets. 


Issued by WEAR-TV, Pensacola, 
the study covers the high spots cof 
the Pensacola and Panama City 
markets. There is a description of 
how television stations cover the 
markets. 


No. 3825. A Quick Picture of the 
Important Jacksonville North 
Florida Market, 


This study by the Florida 
Times-Union covers the Jackson- 
ville market and includes popula- 
tion, dwelling units, the paper’s 
circulation, percentage of families 
covered, effective buying income, 
retail sales, general merchandise, 
furniture, household, radio, auto- 
motive sales and food sales. The 
study is broken down by counties. 


No. 3826. Market Guide St. Peters- 
burg Times. 


Issued by the St. Petersburg 
Times, this study of the city 
of St. Petersburg ana Pinellas 
County covers population, build- 
ing permits, automobile registra- 
tions, retail facilities, effective 
buying income, telephones, elec- 
tricity, gas, water, postal receipts, 
banks, the paper’s circulation and 
advertising figures. 


GEORGIA 


No. 3089. Columbus Market Data. 

This folder contains graphically 
illustrated data on sales, bank 
clearings, and effective buying in- 
come. Issued by the Columbus 
Ledger and Enquirer. 


No. 3092. Covering the Georgia 
Market. 


Issued by Atlanta Newspapers 
Inc., this brochure contains popu- 
lation, earnings, expenditures and 
newspaper circulation figures for 
Atlanta and the state of Georgia. 


No. 3093. How to Get Business 
from the Georgia Market. 
This brochure compares cover- 
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age of Georgia’s 159 counties by 
the Journal-Constitution Magazine 
and leading national magazines. Is- 
sued by Atlanta Newspapers Inc. 


No. 3201. Augusta Market Data. 

This folder, issued by the Au- 
gusta Chronicle, covers population, 
retail sales, buying income, data 
on wholesale and retail outlets, 
with a map of the retail trading 
area. 


No. 3827. Macon, Ga., Test Mar- 
ket. 

Issued by the Macon Telegraph 
& News, this study includes market 
data on ABC retail trade area 
population, plus data on total re- 
tail, food, drug, automotive, gen- 
eral merchandise, apparel and 
home furnishings sales. 


IDAHO 


No. 3094. The Twin Falls Market. 

This folder compares the 13- 
county Twin Falls market with 
other U.S. markets regarding in- 
come, buying power, sales and 
population. Issued by KTFI, Twin 
Falls. 


No. 3828. Your No. 1 Market in 

Idaho ... Boise. 

This study by the Statesman 
Newspapers, Boise, covers trading 
zone population and sales poten- 
tials. It contains route lists of 
retail food stores, retail sales, 
households, business data, manu- 
facturing data and farm data. 


ILLINOIS 


No. 3095. WGEM-TV Market Da- 
ta. 

This sheet gives sales and in- 
come figures for Illinois counties, 
arranged according to penetration 
by WGEM-TV, Quincy. 


No. 3098. Let’s Take a Look at 
Waukegan. 

This brochure measures sales, 
industries, population growth and 
other data on the Waukegan and 
Lake County market. Issued by the 
Waukegan News-Sun. 


No. 3099. Freeport Market Data. 

This sheet gives an outline of 
basic market statistics for the 
Freeport market. Includes a map 
of the area. Issued by the Free- 
port Journal-Standard. 


No. 3100. Freeport Liquor Sales 
Survey. 

This newly issued sheet reports 
on a survey of 50% of Freeport 
tavern owners, measuring relative 
standing of brands of wines, beers 
and liquors. Issued by the Free- 
port Journal-Standard. 


No. 3101. Showmanship Offers 
You More. 
This brochure includes summary 
market data on the Chicago mar- 
ket. Issued by WBBM-TV. 


|No. 3829. Brochure. : 

This study by WSIL-TV, Harris- 
burg, includes a coverage map, 
program listings, national rates 
and market description and results 
of advertising in the Harrisburg 
market. 


No. 3830. WTVH-TV’s Study of 
Peoria, Ill. 

This study by WTVH-TV, Peo- 
ria, includes a general and retail 
rate card with maps showing the 
station’s coverage of the Peoria 
market. 


No. 3831. First Annual Consumer 
Market Survey. 

Issued by the Chicago Defender, 
this is a study of the living habits 
of Chicago’s 600,000 Negroes, rep- 
resenting 130,000 families with an 
income estimated at $750,000. The 
survey was conducted by Dr. 
Charles L. Allen of the Medill 
School of Journalism, Northwest- 
ern University. 


EAU CLAIRE, WISCONSIN 


HOME OF WISCONSIN'S Biggest PAYCHECK! 
AND SHOPPING CENTER FOR SIX FARM-RICH COUNTIES! 
TWO FIGURES TELL THE STORY 


The Leader and Telegram’s six coverage 

counties! 

7 $5,460 average farm family income! 

city, regardless of size. Nearly $500 more than the national average! 
. and growing with the growth of the 


$80,357,000 Total Farm Income in Eau Claire market! 
FOR CONCENTRATED COVERAGE the Leader and Telegram offer you 98% cover- 


age in the Eau Claire City Zone, and intensive, highly merchandisable sales penetration through- 
out its 50-mile radius, 6-county coverage area. 


The EAU CLAIRE LEADER (morning) & DAILY TELEGRAM (evening) 
National Representatives SHANNON & ASSOCIATES, INC. 


$83.86 Average industrial weekly wage 
for 1952 higher than any other Wisconsin 


ANOTHER “FIRST” FOR WKY-TV! 


Local “live” color was first introduced 

to Oklahoma TV viewers in a five-minute 
telecast at 6 p.m. on April 8 

by E. K. Gaylord, president of the 
Oklahoma Publishing Company and 
WKY Radiophone Co. 

Now, with two complete camera chains 
in operation, WKY-TV is nation’s first 
independent station to have a regular 


; FIRST AND ONLY TV STATION 
No. 3103. WMAY Market Data. IN OKLAHOMA OPERATING WITH 


This sheet summarizes market MAXIMUM AUTHORIZED POWER! 
information on Springfield and fie Seale" ‘\ 
the surrounding area covered by Tieirag ss Sra: (Vara. { - 
station WMAY, which issued the 
material. 


schedule of local “live” color programs. 
Far-sighted planning made it possible 
for WKY-TV to receive the first color 
cameras delivered to any independent 
station in America! This same foresight 
has been characteristic of every phase of 
WKY-TV’s operation. That’s why 
WKY-TV is FIRST in black and white 
television*— as well as COLOR! 


No. 3107.WLS Rural Market Facts. 
This 40-page compilation con- 
tains data for the six-state market 
covered by WLS on a county-by- 
county basis. Includes income, 
population and farm equipment 
figures. Issued by WLS Inc. 


*Pulse 29-County Audience Survey, 
Hooper Oklahoma City Audience 
Survey of January, 1954, and ARB, 
March, 1954. See your Katz man. 


KY:T 


CHANNEL 4 


OKLAHOMA CITY 


——— 


| No. 3109. Illinois’ Capital City. 
This folder contains a color map 
| of the 1l-county Springfield mar- 
ket area, together with basic sales 
data. Issued by the Illinois State WKY ...« F/RST Radio Station in Oklahoma 
Journal & Register. 
WKY=TV F/RST Television Station in Oklahoma 
WKY=TV F/RST Station with Color TV in Oklahoma 


WKY-=TV F/RST In Popularity in Oklahoma 


No. 3111. Peoriarea—$600,000,000 
Market. 

This folder includes circulation, 
sales and income data for 13 coun- 
ties in the Peoria market area. Is- 
sued by the Peoria Journal Star. 


Owned and Operated by 

The Oklahoma Publishing Co. 

The Daily Oklahoman-Oklahoma City Times 
The Farmer-Stockman — WKY Radio 
Represented by The Katz Agency, Inc. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3832. WTVO, Rockford, Rate 
Card. 

This rate card is issued by 
WTVO, Rockford television sta- 
tion. It contains a map of the Rock- 
ford market area, and information 
regarding the station’s operations. 


No. 3833. KHQA-TV Fact Sheet. 
The Lee Broadcasting Co. has is- 

sued this report on KHQA-TV, 

Quincy, Ill., and the Quincy mar- 


ket. It includes the latest Hooper | 


ratings, complete facts on the mar- 
ket, coverage map and farm in- 
come of the area. 


No. 3834. Buying Power & Daily 
Newspaper Home Coverage— 
Summary of Studies 1-48. 

The Chicago Daily News has 
issued this data on households, 
median income and percentage of 
daily newspaper home coverage 
for 48 studies of Chicago and sub- 
urban communities. Also included 
is an analysis of the area of aver- 
age and above average growth and 
income. 


INDIANA 


No. 3112. Test Town, U.S.A. 

Qualifications of South Bend as 
a test market are listed in this 14- 
page booklet, including popula- 
tion, buying power, income, sales 
and agricultural data. Published 
by the South Bend Tribune. 


No. 3114. Teen-Age Readership 

Study. 

This report on a South Bend 
Tribune study shows how much 
time teen-agers spend reading a 
daily and a Sunday newspaper and 
what their reading preferences are. 


No. 3115. Current Market Condi- 
tions—South Bend. 

Issued monthly by the South 
Bend Tribune, this report includes 
local business indices and data, 
compared with same month of the 
previous year. 


No. 3116. Sunday Magazines Read- 
ership Study. 

This is the latest report on a 
continuing readership study of a 
complete issue of the South Bend 
Tribune Sunday magazine, includ- 
ing advertising. 


No. 3117. Lafayette Market Sum- 


mary. 
This piece outlines briefly the 


basic data for the Lafayette mar- 
ket area. Issued by the Lafayette 
Journal & Courier. 


No. 3119. Muncie Market Facts. 

Issued by WLBC-TV, this folder 
contains detailed market statistics 
on the Muncie area market, includ- 
ing sales by product groups. In- 
cludes a map of the station’s cov- 
erage. 


No. 3120. WTTV Market Data. 

This includes a list of all coun- 
ties covered by WTTV in the 
‘Bloomington market area, together 
with tv set totals in each county, 
and a coverage map. Issued by 
Sarkes Tarzian Inc. 


No. 3121. WSBT-TV, South Bend, 
Data. 
This folder contains a coverage 
‘map of WSBT-TV, showing nine 


‘by county, for 1953. 


No. 3122. South Bend-Elkhart 
Market Data. 


this packet includes detailed mar- 
ket data and media circulation and 
coverage statistics for the South 
Bend-Elkhart area. 


No. 3123. Grocery Products Dis- 
tribution in Indianapolis. 
This 50-page booklet contains 

distribution statistics of 75 classifi- 


cations of grocery products sold in | 


Indianapolis retail food outlets. In- 
cludes distribution of drug and 
tobacco products, kitchen utensils 
and appliances in food stores. Is- 
sued by the Indianapolis Times. 


No. 3124. Indianapolis Market Da- 


ta Booklet. 

This 24-page booklet shows buy- 
ing and earning characteristics and 
data for the Indianapolis city zone 
and also for the 45-county trading 
area around it. Issued by the Indi- 


Analysis. 
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industries and other market yard- 


This study of consumer prefer- sticks for the nine-county Terre 
ences covers more than 2,000 Haute market. Issued by the Trib- 


tions, and gives over 100 points on 
buying habits and family charac- 
teristics. Issued by the Indianapo- 
lis Star and News. 


| 


|\H 


| 


Issued by WSJV-TV, Elkhart, brands in 200 product classifica- | une-Star Publishing Co. 


No. 3129. Terrific Sellers. 

This sales folder for the Terre 
aute Star and Tribune contains 
a brief description of industrial 


No. 3126. Retail Planning Calen- | Terre Haute and a detailed sum- 


dar. 

Designed mainly as an advertis- 
ing guide for retailers, this month- 
ly calendar includes sales figures 
and Neustadt advertising figures. 
Issued by the Indianapolis Star 
and News. 


No. 3127. Anderson Market Data. 

This sheet contains summary 
market data on the seven-county 
Anderson market area, plus a cov- 
erage map. Issued by WHBU, An- 
derson. 


No. 3128. Terre Haute Market Da- 
ta. 
This four-page folder contains 


mary of basic market statistics. 


No. 3130. Indiana’s Golden Zone 

Market. 

This 28-page booklet contains 
data on buying power, sales, dis- 
tribution and industry covering 
Fort Wayne and the northeastern 
Indiana market. Issued by Fort 
Wayne Newspapers Inc. 


)No. 3131. Fort Wayne Monthly 


Grocery Inventory. 

Issued every month, this tabula- 
tion includes sales, distribution and 
stock figures, plus current deal 
and premium information on 28 
grocery classifications. Issued for 


You Can't 
sell a Market 
with 21% 
coverage... 
79% of the 


Fond du Lac County Market 
would never see your ad if 
you depended on a Milwav- 
kee daily newspaper to cover 


HERE ARE THE FACTS 


based on 16,840 families in— 


Fond du Lac County Wisconsin 
Paid ABC Circulations Daily 


Fond du Lac (Wis.) 
Commonwealth Reporter* 
14,966 or 81% coverage 


Milwaukee Sentinel 
3,585 or 21% coverage 


Milwaukee Journal 
3,544 or 21% coverage 


*Total Net Paid Circulation 17,257 


E. A. FAULKNER & ASSOCIATES 
NEW YORK - CHICAGO 


National Representatives 


Indiana and three Michigan coun- 


anapolis Star and News. 


information on auto registrations,| test market purposes by Fort 


_ ties, and market data summaries No. 3125. Indianapolis Consumer |electric and gas meters, telephones, Wayne Newspapers Inc. 


dust look what 
happened last 


| 


Q _- 8 


o 


Better Homes and Gardens said 


“This year get your home a Christmas gift’—and 


3,220,000 Families did just that! 


i= a Christmas story...a truly amazing one 
—that started in homes of more than 3%-million 
Better Homes and Gardens families, traveled to 
and through more than a hundred leading depart- 
ment stores—and arrived back home in the shape 
of almost twelve million different Christmas gifts! 


The story is a simple one. It began with a sugges- 
tion by Better Homes and Gardens to its millions 
of alert, progressive, home-owning families. BH&G 
said, “This year get your home a Christmas gift.” 


And that’s what they did—3,220,000 of them! 


To help them with their gift-shopping, 103 leading 
department stores pointed out that they carried 
BH&G-advertised products that make ideal gifts. See 
below exactly what and how much these BUY- 
minded families bought for their homes during the 
1953 Christmas season alone. Then think of what 
these families buy all year round! 


Plan now to cash in on the 1954 BH&G 
department store Christmas promotion! 


Better Homes 
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ties. 


age area of KCRI-TV, Cedar Ra-, 


No. 3250. Key to Sales Opportuni- Pids, with population, families, | 
| total retail sales and tv homes in> 
\down” unit and dollar sales poten-_ 


This folder contains market data the coverage area. 


on income, population, food, drugs, 
house furnishings and radio pur- 
chases and general merchandise in 


a coverage Map. 


No. 3251. WOI-TV Coverage Map 
and Data Sheet. 

Shows basic and secondary cov- 
erage and reports market statistics 
on population, households, income 
and other data for the coverage 
area of WOI-TV, Ames. 


No. 3252. KWPC Land. 

This gives a detailed breakdown 
on Iowa and Illinois counties cov- 
ered by KWPC, Muscatine. Data 
given includes number of farms, 
farm implements, grain and live 
stock values, retail stores, retail 
sales, etc. 


No. 3253. KCRI-TV Coverage Map. 


No. 3254. Blueprint for Iowa Sales. 
A market-by-market summary 


_of 38 Iowa markets by members of 
the 18-county coverage area of. 


KSO, Des Moines. Also includes |ing state-wide coverage pattern in 


the Iowa Daily Press Assn. show- | 


an area representing 75% of Io- 
wa’s retail volume. Includes two- 
page data sheets on each of the 38 
cities. 


No. 3255. Heart of Iowa Market. 

This is a circulation map plus 
data sheet and grocery retail route 
list giving population figures of 
Marshalltown and Marshall County 
payrolls, retail sales, income, bank 
deposits. Issued by the Marshall- 
town Times-Republican. 


No. 3256. Sales Promotion Folder. 
This folder contains market data, 

coverage map and other facts on 

Clinton, gathered by KROS. 


This map shows primary cover- No. 3257. Electric Appliance Sales 


tail Market. 
A pocket-size folder that “boils 


‘tial for retail outlets for 17 major 
‘and 11 traffic electric appliances. 
Prepared by the Dubuque Tele- 
\graph Herald. 


No. 3258. Standard Market Data. 

This is a standard data folder 
‘about Dubuque prepared in con- 
formity with the American Assn. 
of Advertising Agencies and the 
American Newspaper Publishers 
Assn. forms. Published by the Du- 
buque Telegraph Herald. Covers 
population, income, retail sales 
and homes. 


No. 3259. Standard Market Data 
for Sioux City. 

A comprehensive market study 
of the greater Sioux City retail 
trade area. It includes Sioux City 
zone and immediate trading zone 


tail sales, population and families. 
Follows the American Assn. of Ad- 


‘by Journal-Tribune Publications. | 
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Potential of the Dubuque Re- Aiweilable Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3260. Know Your Market 
Potential. 


This publication includes factual 
data most frequently requested by 
general advertisers using the 
Sioux City Journal and Journal- 
Tribune. It covers the four-state 
“Siouxland” area population, sales, 
income, farms and cities. 


No. 3261. An Audience Survey of 
the Des Moines Sunday Regis- 
ter. 

This report made by Alfred 

Politz Research under the super- 

vision of the Advertising Research 


|Foundation is the first ARF study 


‘of a Sunday newspaper audience 


market facts, such as income, re-| 


vertising Agencies form. Published | 


and its characteristics on a state- 
wide basis and based on total pop- 


|ulation. It is a 144-page book pre- 


senting ARF validated data upon 
the state-wide and farm audiences 


Here’s what 3,220,000 (85%) 
Better Homes & Gardens families bought 
as Christmas gifts for their homes in 1953 


What they bought 

Any major appliance 

Any small appliance 

Any furniture 

Any furnishing accessories 
Any floor coverings . 

Any window accessories . 
Any bedding, towels or linens 
Any kitchen furniture 


Any cooking utensils and accessories . 
Any radio, TV or record player . 


Any table furnishings 

Any workshop tools . 

Any lawn and garden tools 
Any bathroom accessories 

Any musical instruments 

Any piano , 

Any miscellaneous equipment . 
Something else for the home 


Number of families* 
610,000 
1,190,000 
1,080,000 
1,280,000 
410,000 
550,000 
1,460,000 
330,000 
1,090,000 
690,000 
1,370,000 
320,000 
80,000 
270,000 
90,000 
30,000 
700,000 
310,000 


Read these sample enthusiastic 
comments from participating 
stores in the 1953 BH&G promo- 
tion—“'This Christmas get your 


Kansas City, Kansas 


Portland, Oregon 


% home a gift.” 
16 
e “BH&G has tremendous reader ac- 
32 ceptance. If more of our furniture and 
27 floor covering accounts would use it as 
34 an advertising medium, our coopera- 
tive results would be even more 
11 encouraging.” 
15 Anderson Furniture Co. 
39 
9 e “We feel that the excellent promo- 
tion developed by BH&G for Christmas 
29 enabled us to coordinate our advertis- 
18 ing, displays, merchandising and selling 
36 around one selling theme. This is 
unique in our city. Theme used in all 
9 of our Christmas ads, on main floor 
2 elevators and on five upper floors and 
basement. BH&G display material used 
7 as background for all Christmas 
2 windows.” 
1 Powers Furniture Company 
19 
8 e “We do feel that this promotion was 


*Estimated: Projections to total circulation, A.B.C. Publishers’ Statement, December 31, 1953. 


HOW THE STUDY WAS MADE 


A 16-page questionnaire booklet was mailed in January, 1954 to a cross 
section of BH&G subscribers and newsstand buyers. A wide variety of 
subjects was included, and a new dollar bill was enclosed to encourage 


response. 


The newsstand section produced 88% returns—the subscriber section 
produced 86% returns—a total return of 87%. 


A typical tie-in window display by a participat- 
ing store—J. Goldsmith & Sons, Memphis, Tenn. 


and Gardens #:2- 


definitely worth while. While other 
local retailers lagged in Christmas sales 
we went ahead. Featured or mentioned 
in 14 of our 18 windows. Looking 
forward tosimilar cooperation in 1954.” 
Smulekoff’s 

Cedar Rapids, lowa 


e “We think enough of it, we'd like 
to repeat next Christmas.” 

Gold & Company 

Lincoln, Nebraska 


eStore traffic increased 30%. News- 
paper and radio used to publicize pro- 
motion. Used two window displays 
—also in-store displays 
to support theme.” 
McLaughlin Furniture 
Company 
Columbia, Missouri 


e “Excellent tie-up at- 
tention getting! Strong 
interior display, radio 
and TV. Good gift sug- 
gestion idea—paid off in 
sales increase.” 

G. Fox & Co. 
Hartford, Connecticut 


Now serving 4-million 
families, screened for the 
BUY on their minds! 


of the Des Moines Sunday Register 
and the Iowa Farm & Home Reg- 
ister. Free to members of the 
ARF, American Assn. of Adver- 
tising Agencies and Assn. of Na- 
tional Advertisers, $25 to others. 


No. 3262. Audience in Iowa. 

This is a 20-minute, full-color 
movie based on the Advertising 
Research Foundation’s study of the 
Des Moines Sunday Register audi- 


representing Media, 
serving Advertising 
Agencies & Adver- 
tisers 


New York — 
Chicago 
Detroit 
Dallas 
Atlanta 
Charlotte 
St. Louis 
Memphis 
San Francisco 
Los Angeles 


THE 
BRANHAM 
COMPANY 

National 
shdverlising 
Refresentatives 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


ence in Iowa. Prints are available, A full-color movie, 17-minutes 
for showing on request. |long, which reviews the circulation 
‘of the Des Moines Daily Register 


No. 3263. One Million People. '& Tribune, furnishing marketing 


Have you heard 
about this 


\ 
traveling salesman 


in Kansas City? 
see page 78 


data, with emphasis on the farm 
market, and product use from 
brand inventory, plus readership 
information from an Advertising 
Research Foundation study. Prints 
available for showing on request. 
No. 3264. Iowa, Land of Oppor- 
tunity. 

A 20-minute full-color movie 
reviewing the Iowa market as a 
combination of profitable farms 
and busy industrial cities and 
towns. Prints available for show- 
ing on request to the Des Moines 
Sunday Register. 


No. 3265. 1954 Blue Book of the 

Iowa Grocery Market. 

This 128-page book includes an 
alphabetical listing by county of 
5,488 retail grocery outlets, ad- 
dresses of wholesalers and chain 
headquarters with names of buy- 
ers, routing of grocery stores in 
principal Iowa cities and circula- 
tion coverage information, in- 
dexed, with a mileage chart. Pre- 


pared by the Des Moines Register 
& Tribune. 


No. 3266. Circulation and Market 

Analysis Book. 

Marketing data of all Iowa by 
counties; analysis of Des Moines 
Register & Tribune circulation by 
city population groups, daily and 
Sunday; daily-Sunday coverage; 
percentage coverage alphabetical- 
ly by counties, broken down to 
city, farm and total, based on ABC 
audit; population of all Iowa cities 
and towns; circulation maps. 


No. 3267. The Des Moines Sunday 
Register Brand Inventory. 
Designed to determine brands 

in homes of subscribers on date 

of questionnaires, this includes 
sections on groceries, drugs, ap- 
pliances, automotive and miscel- 
laneous. Shows percentages for 
town, farm, total and families us- 
ing, and brand positions. Results 

compared with 1950 and 1951 

studies. General information in- 


1S Fa 


Gib eaters 


Happy Return 
International Intrigue 
Reigning Beauty 
Commercial Critics 


@ Twenty-five candles glowed warmly on their birth- 
day cake, as The Goldbergs came back to television last 
month (Tuesdays, Dumont). Sponsored by the Vitamin 
Corporation of America for Rybutol, vitamin Gelucaps 
and liquid; and Juvenal, children’s tonic, this favorite stars 
writer Gertrude Berg, Arlene McQuade and Eli Mintz. 
Show goes out over 160 stations, in TV’s biggest line-up. 


3] Highway Queen of 1954 is the new De Soto Auto- 
matic Pichabs. To announce this glamorous car, De Soto 
put it in a high-fashion setting, highlighted its modern 
appointments, and made a full-color presentation with this 
Saturday Evening Post spread. Advertisement also reminds 
readers to see the motor industry's top radio-TV show, You 


Bet Your Life (NBC), emceed by quip master Groucho Marx. 


@ An age-old question gets a brand-new answer in 
this full-color national-magazine advertisement for Carter’s 
“TRIGS.” Inviting me 0 to write for address of 
their nearest dealer, the “Scotsman” ad, first in a new 
series, pulled a remarkable number of responses. Client 
credits this campaign with helping open many more retail 
outlets for the Carter men’s line. Prepared by BBDO Boston. 


Q Testing commercials before consumer juries is one 


of the functions of BBDO’s Copy Research 


epartment. 


Two or more audiences are selected from our permanent 


consumer panel and carefully matched for 


e, sex and in- 


come. Test coinmercials are spliced into real TV shows, and 
their ratings for impact, recall of sales message, believa- 
bility, etc., determine which commercials go on the air. 


BATTEN, BARTON, DURSTINE 


NEW YORK * BOSTON + BUFFALO * CHICAGO * CLEVELAND + 


a 
Pe 
eet 

2 


PITTSBURGH * MINNEAPOLIS * 84N FRANCISCO + 


& OSBORN, INC. 


Advertising 


HOLLYWOOD * LOS ANGELES + DETROIT * DALLAS * 


ATLANTA 


Advertising Age, May 3, 1954 


cludes comprehensive farm mar- 
ket data. Statewide results indicate 
recent sales patterns and trends. 


No. 3268. Iowa State Sales Figures. 

These data sheets prepared by 
the Cedar Rapids Gazette give 
total retail sales, food store sales, 
appliance sales figurer+zor 99 Iowa 
counties. 


No. 3835. Big Coverage. 
WOC-TV, the Central Broad- 
casting Co., Davenport, has issued 
this county and town breakdown 
of 136,982 pieces of program mail 
received by the station during 
1953. It shows the station’s pene- 
tration of its 39 “good picture” 
counties in Iowa and _ Illinois, 
where there are 441,050 homes 
with 264,811 television sets. 


No. 3836. Standard Market Data 
for Ames, Ia. 

This survey, issued by the Ames 
Daily Tribune, contains all the 
market data of a general nature 
that is available on Ames. 


No. 3837. Standard Market Data 
for Davenport an@ the Quad 
Cities. 

Davenport Newspapers Inc. has 
issued this market data study of 
Davenport, including figures on 
employment, sales, manufacturing 
and a map of the market area. 


No. 3838. Metropolitan Cedar Rap- 
ids: Iowa’s No. 2 Market in 
Population and Retail Sales. 
The Cedar Rapids Gazette has 
published this Cedar Rapids mar- 
ket report. It includes figures on 
population, retail sales, wholesale 
sales, manufacturing, farm data, 
the paper’s circulation by counties 
and maps of the area covered. 


No. 3839. KVTV Fact File. 

KVTV, Cowles Broadcasting Co., 
Sioux City, has issued this report 
on the station’s coverage, rates, 
number of sets, market data and 
program log. 


KANSAS 


No. 3269. Market Data Map. . 

This map of the coverage area 
of KSAL, Salina, includes addi- 
tional data on population, retail 
sales, per capita income and farm 
income. 


No. 3840. KTVH Coverage. 

This brochure, issued by KTVH, 
Wichita-Hutchinson television sta- 
tion, contains coverage data and 
rate card No. 2. 


No. 3841. Kansas City Retail Fold- 
er. 

This folder with seven inserts 
was published by the Kansas City 
Kansan. It covers retail sales, 
home coverage, promotion, mer- 
chandising cooperation, window 
displays, route lists and other aids 
which the paper gives advertisers. 


KENTUCKY 


No. 3270. WAVE-TV Coverage Map 
and Market Data. 

Market data covered in this map 
and folder prepared by WAVE- 
TV, Louisville, includes families, 
population, retail sales and the 
number of retail stores by class of 
outlets. The folder highlights the 
industrial growth within the sta- 
tion’s coverage area. 


No. 3271. 
Data. 
Mail response and millivolt cov- 
erage map prepared by WLAP, 
Lexington, plus market data in- 
cluding county-by-county break- 
down of population, radio homes, 
retail sales and farm income. 


Coverage and Market 


No. 3203. Louisville Market Data. 

The Courier-Journal and Louis- 
ville Times offers this market fold- 
er covering population, retail 
sales, buying income, data on 
wholesale and retail outlets and 
a map of the retail trading area. 


No. 3842. Dealer Survey of Whis- 
kies and Gins. 


The Courier-Journel and Louis- 


Fg PP et ae eee TS Gono ie ans Sarat +24 dee SS gan Wee: Se sa 
EE eee: AAP MP enc ea a ia! PPR as Slum LN RCE Gc in 4 Ete} Uhre a SY ee a 
< wen,” oe SRR ae os ate gta ey ecient AG ia eg : Eapet Uae mie So Seman en Ss Ps eos SE whew aria? ~ : 
igo 7 Sap oh eitaenGe sae Nhs 2 5 o Sete fe Mi vias et Oy (OW MeieaeNlen oe Miers oi TWEE NOP tts Big Cree” gts Mee naan cae PS aatT Beer eames ORS oA BN nite! tA Se 
my ; é . ‘ . 2. dS Agr - as 2 a. Bee . he t3 ype a Cs ae ad “> pate. es , ae See . 4 ear’ hat ee es ie Pas ir oe * oe 3 pj nape ea Pees oa og * nae Be ae Mei is, ip Piha Ye 
. : i Wires ak TE fea pe esa en Sa RENE tag aee te eee Cee Dears ort: Mien abel carts ay cae: Fo fe} ae re ee 
x : f sie nee as i eR es ae, By PRS. ogee 
- : ade he renee 
| | . ar ee 
TMAH ike 
SEM hae ee 
“ice sg mace 
i _ 
a Pe | | 
ee 
ed, i 
: —< 
; =.) 5 
" . Pi } if : 
\ j 
\ 
YW, ' 
t/ — ), \ } “ae 
g 1] { \\ { iS 
"8 ~ ~ ‘ \ S i 
J a t 
YY & 
4 = 
= if | 
Y - | 
2 vr 4 | 
; . N ' rad e 
aioe Br =a 
| 1 
‘ Sea 
i scsesceaummsetinnetideainseiaeeateaingiaaananae nace MRE 
Ss. sic lata ecaemagipc easing allnaineeinaeeate natant if — 
z SR ee 
i | AO eae ae 
z wait Soe Sa : oer | tee 
* : — | oe } 
= | ey i 
: Seva 3 aoe | { ee Fay ey 
- . re 3 os oo) | te. 
§ . ost Po: 52) ' “or Bani 
eos oe . Seon | ee = 
; \ Be ie ay : oot | i ee 
: . e YS : Byte 
oa a [| & oo z ; 
: i | | (4) | | 
ee oo a’. Fr. ft . 
co al ene — - . Sa Bs oe ae Se 
es % ' err ® TASS Bete ro ee Tia 
: er i > 3 Peet. He eae hg Be Sree 
a i H ; — | ‘ : ee ae F “ } = ; ~ 
bas. : aes es LARA ee $ oy 5 me x | ae 
ae i : € 4 > . y j Bees Pe ‘ 4 e e : J A 3 - } 
. ie » ves ; % is AS Sree 4 a r Se \ 
‘ ‘ . > . a <\ oe _ ‘ \ \ ‘ i . ; Ee oe # ’ | | shoes, 
Nip Oe ’ F i oe Fl ) es \ \ \ \ ‘ S ES Fi obe : . | Se ae 
orn " P ; \ $ ‘ eA ae ; oy ag Ph Lk 
" wees | i : ae 
A ’ ‘ * ke 4 x Se me sf z e H ie ae 
D : Be A ‘ P c 2 ‘J | 4 a9 
a 2». fA ay Be. ‘ wit: — ms 
ee Be x r ae ‘ DS a eee rsilion be _ & * a4 2 
eA a y . * ; bation ye Sy See ‘ & ' ; are ' 
aed SEA = “ Bs Re. 3 2 oo Folica Fay saa aaa * | } os ig at : 
3 (ae } we : ; FN, pee ea RS | ; Cheat, : 
are ws & & 1 ee) Re ie ec oe ’ } ; on oo 
ay ae ~~ 3 : : “ap : hae ee ao | | eae ree 
‘i “s  \S a sy aaa. ‘ . poe EP icant ge | ' ; aes 
2 , Si a. ee os 5S Bae “y 2 eee 4 ; 
ee Pane es 3 ‘ <a ; é ee : . § Pe Meat ek 
e, erst ick i ‘ 3 Si 4 u : ae | eee rile : ' 
ie : ~ Pas a ‘ x y P ‘ a mee a Sse bed 
oa : . ee . | ‘ So ie ia a 
te ee ; <: ‘ wo - . Bot ; a re epee 
iy) ee i * i AS t nd i. q } 4 : gs : ‘ -_— ae 
Se at tact ‘ . eh meas is ee | ee ea é | Miss) Nees 
Ss, chert bed en > i ef & * .™ Bs . | 2 i 5 Re Ss Coney 
ent ey i a cach Oa = E 7 f PS ae bance * es : pote: ah 
ete is % 5 is Poa He oe See i pl oC ? fe a ieee os 
; ee, tan foi hs - Saas 5 ds ae 3 ¥ . Le | i ae 
i 2 « é ‘4 so = be a ee 
Reso: oy eae ; é H ger ts ’ a et Don’ } et : fs ig ea 
ee a eet ae Se > . 5 i ‘ ‘ ’ oe tiie MOK now — 4 - . | = rar tly 
ie ADO Br . r ary : eg Seema ~ . } : 7 3 + ee eae 
‘ oe ‘ e pa 8% & re af eT a 1 he's we, a Pe ‘ a5 ee 
8 oe St es a : : ah ¥ SS ane nee a cae a aring Oj , ee eh os hy 
f Re TS Wl » bed : Serie ; eh LS" SS SS artey's : re ee 
eS ae *. : 4 oe oe : ae . : iy rt gee th a ce et ta ee i a 
= © ey 4 Ee FE: ey * a f sen Pee Tee, a hindi RR ee 
eee Ne? 2° “4 ee * >» & ‘ Peed) 7. Seder eee pe 4 Cae 
: 4 Y ee a. t ‘ i fore eae Mee ee <i ~ Deane 4 baeneg i i tee : 
eae a? ae be ‘a "aR «3 ’ iS : SLOTS Ta " oe" _ 
ga am 5 ie Fae : ew ee = See e | ae 
A p = fe q es: Mee on - i hai ails? 
E ¢ a 4 rae pos i 7 # ‘ e ‘ie Hi) ec” =< tee ig Mer ea, Mae ae iP ¢ ighoe ey Ce 
| 4 Le a > fp eet a eee Fs egal 
4 4? ae . ‘es ae ce 8 ee q oe 
, % i ; “he . _— or ear ite ee te ae | sy eee 
. . 2 os ae en ae 
ore, ocean | be Eolas i 
ae! , hig rs Se Be IW on. 
beet as ‘ - Pg ree oe So 
Sai _— bs 
ae it eta ig 
ae ae ee 
ee eee 
. fe tt ; aoe Rare 2 
a _ ap ee 
“pe ihe ci ' 
= | 5e ie ee 
Poh eae 
a tees 
Pa ‘ rhe eres uy 
ay hee 
we ees 
heap ' Sit See 
| = Te Pe 
Rs 1 ene 
Ey ed 
: i ee ig em ee Ps teas a Leas 
of ee ee Wess oe oe ° i fae ae s | oe 
y te Le hea hy ee Px: ‘ ee ou ot § ; | ee y: 
: (Le ‘ ay ghee wea eS i | Vea dice 
mi i ve a ‘ ah oe “ASS aa Se Hi goad 
we: 4 ages coe gaat a BS e q a : 
my Pe * ‘ a ee See oe eee = tae £4 | ie K 
> Sag AL a fs noe Tha pray its ite a “an — wes ] : 
ag i es ve Be ence aN hele cebees “4 : 4 ae tee ee a ie 
au oo Wocloa ah We tetera ane Serer eee ae Bees. em SCS : Brenan. 
na Keep ae > eh $ Pic NS See ae HN, oe - a aa a ; Tee ae 
‘ ee . ie oa... Seen ee i ae eae as = é pla ey ; eo We 
seve. Puce? oy at ve Rar hy ———— a, Te ene oa ae aa yy een o 3. - ; kaa a a 
H be crete —_ i se See een cae d A eae hie ; a ’ : 
oe a: a 2 Carne * i wackon rs nl = . 
j messes Tete ee oa 4 fg F iy, tess. sata GRY ge ae ae oc eh ammee ) Mlagecs | ee = 
ae f Pee Be eet jae em 3 a oe a a . a be: é =o tee Sin i ies 7 pace es ‘ = eet ee = ; 73 ok =. 
f ~Sin se eae Ser ae p> St hod pis aaa f, f ieee 4 WiRaeee <a *e 5 ‘: me! A ah ao ere | ae 
! i Sere Serre ellie > ae Ste ‘sy eee es eee ee | hae ieee 
$e, f 43. Seve Sn Se ae > er a cos eS 4 po Be gS a ie, sn ee era si fe 
tg f Fa rent tote coat 8 re a i ie ee — i eats 
- ee ae a ~ i # fe So ee pd 3 ‘, om sf ye Ne et ape < ; 
rue : po og hora es : veer eg ae Se eg oo * ee bo) ee “ ’ face ats iis 
; pe tal ow et re ae eae a e ree Suet | ees eae ee : 4 ri te ae 
pe Sate a erent i es c<. i : ae rn eae Mey ire } ee 
ie i ~— . eS ae ee 4 : gees : ‘ is teces ; i ; RR) ee a 
Ps) de get #2 ae | Fr ee ses Pe pra aNne Ae al , ES 
Shab i 3 Pee’ + - = ee e i Ee if eee, | See a bal SR ge ee, 
Be anise alll E : eee ae see out ae * ‘i eee tece sie le 
Ss —— — M. J Pm ass. aaa cy ere: re: ee a 
con a s — Ae ee pa, ye ‘ ai 4a | aera Eee 
ie fs ° : se on ata Bee i ROS Ci ee ee Pe 
oF iy ee $ "a * ! eG a: ee Be, oc ae é , 5 a a A ES " PC Pik, CR 
et ——*, —, ¢* ws al ae BS a >, se eee ‘ : - : : Ta 
ay — —_* ’ alee umn? de 4 at rae. : “eS as Sa . ee ‘ eis eS 
Pete i ote “ - ee « capi — Seren ; cere : . 48 Ce ete ie f Brig 
aot Ceect a as La ASE tee 3 2 aa % EM oh pe ee BES Bap 
i. 4 Ba : a. ees % ee ae ae gags ™, Poa 
iad Py Ae ae ¢ “ai ® aie a Le ee Nee Dm ae ay fe, eee Ta CAS peeartretss ; 
, et e é _ z 3 AS ee eee dare ee at 2 ag le : ee sal oer 
ri ‘ ae , * = _ aS ‘' < : aa. w TORY netted aed ge ? f ey 
, —— , oo ee ely ee an, +r Sr ee a eed » fi | ee ee 
3 becdsy +s elie Hee, ier s pis Fe Piss t a ae 
‘ J Seon fe wiser | trot, Ae : Se tel. Fee | ; et 
Ree Fe Weeoeape aa eee . eerie Caran a | es * 
— ¥ gee ieee - ag See } Be ae a 
~ cs | | “ = - 
Ps i | 
| ; 
| 
; ; 
: i 
| A 
; ‘fia 
om : : 
| = Ex 
oe — eee eee. | ; | 
ee ors 
Cee teins 
ie pig soes 
ie Pe Be eeciag ek 
Sac Bae. a 
'e ee eae 
a a 
: é as 
Se 
E re : i % “ ‘ 
; eG so 
re i i ae ee: 
sa “shoe : es s x : ’ - : oe. 
ad i & ty 5 coheed (eee, , : : ee 5 i ‘ae % aa ‘ ee iW - * “ 7 v4 oe : 
we eS = Og * bs ya ‘ t ne a -, : wae = ee = oe a” . ae ae ; ms oF 7 ‘ — ea ee . or + ‘ wis ‘ 3 rl a 
Ls 4 edt ae me’ Sh Being & PP Slee Hs ee Ae EO 
z - F 5 Fy f ay 


Advertising Age, May 3, 1954 


ville Times have issued this re- | 
port, showing sales ranking of 100 
package goods stores and 25 bars. 
The study covers all whiskies, 
bottled-in-bond whiskies, straight 
whiskies, neutral spirit blends and 
gins and Scotch whiskies. It in- 
cludes a map showing location of 
licensees contributing data for 
Louisville and Jefferson County. 


LOUISIANA 


No. 3272. The South’s 3-D Market. 

This outline of the Baton Rouge 
market by the State-Times and 
Morning Advocate includes trade 
area with population data, sales 
and incomes, employment, whole- 
saler data, drug and grocery route 
lists, and other information gath- 
ered from government and private 
sources. 


No. 3142. Louisiana’s Second Larg- 
est Trade Center. 

This folder contains basic trade 
data on the Shreveport market, 
including a color map of the re- 
gion. Issued by the Shreveport 
Times-Journal. 


No. 3204. Market Data for Monroe. 

The Monroe News Star and 
World has issued a market data 
folder covering population, retail 
sales, buying income, wholesale 
and retail outlets, with a map of 
the retail trade area and other de- 
tails. 


No. 3843. Shreveport Market In- 
formation. 

Published by the Shreveport 
Times-Journal, this study con- 
cerns sales, population, farm in- 
come and effective buying income 
of the Shreveport market. It con- 
tains descriptions of industries and 
businesses, a map of the ABC re- 
tail trading zone, with coverage, 
families, etc. 


No. 3844. Shreveport Metropolitan 
Area. 

This research issued by the 
Shreveport Times-Journal contains 
a new U.S. census designation of 
Shreveport’s metropolitan area as 
of Jan. 1, 1954. It also includes 
the consumer spendable income 
and retail sales. 


No. 3845. Ark-La-Tex Population, 
Effective Buying Income and 
Buying Power Quota Tabula- 
tions. 

The Shreveport Times-Journal 
issued this table of statistics on 
population, number of families and 
percentage of urbanization in all 
23 parishes and counties in the 
Ark-La-Tex retail trading area of 
Shreveport. 


No. 3846. Nobody’s Crabbing— 
About the Steady Growth of 
the Lafayette Market. 

Issued by the Lafayette Daily 
Advertiser, this market data cov- 
ers southwestern Louisiana and 
includes statistics on housing, oil 
and other industries, sales, popu- 
lation, etc. 


MAINE 


No. 3273. The Northeastern Maine 

Story. 

The Bangor Daily News gives 
data on income, food, general mer- 
chandise, automotive and_ total 
retail sales, as well as number of 
dwelling units for each of seven 
counties which it covers. 


No. 3274. 1954 Consumer Analysis. 

This is a tabulated account of 
brand preference and dealer dis- 
tribution of over 150 grocery, bev- 
erage, toiletry, soap and allied 
products, household appliances, au- 
tomobiles and accessories in the 
metropolitan Portland market pre- 
pared by the Portland Press Her- 


ald-Evening Express & Sunday 
Telegram. | 


| 


No. 3275. Double Play Combina-| 
tion. 
Facts and market briefs on.) 

Maine’s first two markets—Port- | 


land and Lewiston-Auburn. Data |! 
covers population, households, in- | 
come and retail and wholesale. 
sales. Prepared by WPMT, Port- | 
land, and WLAM-TV, Lewiston- 
Auburn. 


MASSACHUSETTS 


No. 3276. Market Data Maps. 

A series of maps showing the 
coverage area of WBZ-TV, Boston 
Westinghouse station, with data on 
population and letter responses in- 
dicated by shaded and colored 
areas. 


No. 3277. The Eagle Story. 

This booklet on the Pittsfield 
Eagle’s personnel and equipment 
also gives coverage and compara- 
tive market data on U. S., Massa- 
chusetts and local markets. 


No. 3278. Pittsfield Is a Rich Mar- 
ket. 

The buying power of the Pitts- 
field market is 18% above the 
national average according to this 
survey issued by WBRK, Pitts- | 


TO OBTAIN MARKET DATA USE THIS COUPON 
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Please send me the following market data (insert number of each item wanted): 
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De coat ee 


pperunan Me 


NBC, BASIC: ABC, CBS, 


nited States 


WOOD-TV, Grand Rapids, Michigan, 
on April 17, was the first TV station, 
anywhere in the United States, to de- 
liver 316,000 watts from a tower 1,000’ 


above average terrain. 


For the best in technical equipment, 
plus top local and network program- 
ming, select Grand Rapids’ only TV 


station, WOOD-TV. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 


DuMONT, SUPPLEMENTARY © ASSOCIATED WITH WFBM-AM AND TV, INDIANAPOLIS, 


IND., WFDF, FLINT, MICH., WEOA, EVANSVILLE, IND. © WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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field radio station. The average in- 
come of the 16,000 families in 
Pittsfield in 1952 was $5,806, the 
same as the national average and 
‘comparing with the northeastern 
‘average of $5,596. Data sheet in- 
| cludes coverage map. 
|No. 3279. How to Make Sure of A 
Market That’s 95% Better Than 
U. S. Average. 

Latest facts on the Greenfield 
and Franklin County markets in 
Massachusetts. Consumer Market’s 
figures are used. Other important 
facts are included, such as popu- 
lation, retail sales, electric and gas 
meters, saturation of appliances, 
etc. Prepared by the Greenfield 
Recorder-Gazette. 


No. 3847. A Market Analysis of 
the Fall River, Mass., Trading 
Area. 

The Fall River Herald News re- 
leased this data on the Fall River 
market, covering all major classi- 
fications, including outlets, sales 
and retail establishments. 
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When you sell on WCAN-TV you're sentenced to a life of sales 
success and profit . . . because WCAN-TV has been found GUILTY and 


SENTENCED to the following 3 counts: 


UHF Market in America today! 


® top flight WCAN-TV and CBS programming to greater Wisconsin. 


3 WCAN is guilty of giving the BEST TV BUY in America TODAY. 
s 


Affiliated with WCAN RADIO — 
Wisconsin's most powerful independent station. 


Pulse, Hooper, ARB 
Dr. Ella Clark, Marquette University 


um @ 


New York, New York 


channel 


Represented Nationally by 
Alex Rosenman ® 347 Madison Avenue 


WCAN-TV is guilty of having 70%, conversions in less than 7 months on the air. 
® It is this phenomenal conversion rate that made Milwaukee the fastest growing 


WCAN-TV is guilty of operating at FULL POWER of 212,000 watts bringing 


Milwaukee 
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No. 3848. Lowell, Mass., Annual 
Market Analysis—1953. 

The Lowell Sun released this 
data on 50 separate items. It also 
covers the buying habits of fam- 
ilies in the Lowell market. 


No. 3849. Meet Mac and the Mar- 
ket He Sells. 
Issued by WBZ, Boston, and 
WBZA, Springfield, this study 
deals with farm market statistics. 


No. 3850. Contour Map. 

The Westinghouse Broadcasting 
Co. on behalf of WBZ-TV, Boston, 
has issued this field intensity con- 
tour map of the area served by 
the station. 


No. 3851. Mail Maps. 

The Westinghouse Broadcasting 
Co. has issued these two mail maps 
on behalf of WBZ-TV, Boston, 
analysing the market areas. 


No. 3852. Worcester—A Top Con- 
sumer Market. 

WWOR-TV has published this 
report on its activities and market 
data on the area it serves. Also in- 
cluded is a map analyzing the 
market. ° 


No. 3853. Exerpt from New Eng- 
land Market Data Book. 

This study by the | Holyoke 
Transcript Telegram contains in- 
formation about population, hous- 
ing, labor force, manufacturing 
characteristics, retail sales and 
geographical data about schools, 
transportation, climate and stand- 
ard of living. 


MICHIGAN 


No. 3280. Coverage Map. 

A folder giving history of tele- 
vision and station WJBK-TV, De- 
troit, includes coverage map. 


No. 3281. Royal Oak, Mich., New 

City Zone. 

Shows map of new 101,605 ABC 
city zone of Royal Oak, Mich., with 
market facts (family, income, re- 
tail sales, food sales, bank clear- 
ings, auto registrations) in brief 
form. Also includes list of recent 
awards won by the Daily Tribune 
for community and education news. 


No. 3282. 
Sheets. 

Trading area maps, auto regis- 
trations, retail sales, linage, family 
incomes, industrial payrolls and 
bank clearings prepared by the 
Pontiac Press. Sheets are set up in 
classifications for maior cities and 
counties of Michigan. 


Miscellaneous Data 


No. 3283. 13 Important West Michi- 
gan Cities. 

A market and circulation data 
folder on the 13 western Michigan 
cities with populations of 5,000 or 
more prepared by the Grand Ra- 
pids Herald. Market data includes 
population, households, retail sales, 
and newspaper circulations. 


No. 3284. Premium Beer Sales. 
A folder covering sales of out- 
state premium beers and ales sell- 
ing in the Port Huron Times Her- 
ald market. Outstate beers not sell- 
ing at premium prices not included. 


| No. 3285. Annual Liquor Sales. 

| A fact sheet prepared by the 
‘Port Huron Times Herald giving 
annual liquor sales in Michigan’s 
Thumb District. 


No. 3286. WBKZ-TV Market Data. 
This market data sheet shows 
|counties covered and market data 
;on population, buying income, re- 
| tail sales, per family income, food 
sales, other data on furniture and 
appliances, etc., prepared by 
WBKZ-TV, Battle Creek. 


No. 3287. Characteristics of Popu- 
lation. 

This folder contains complete 
breakdown of 1950 Census data 
\including population by age group, 
/occupation, income, education, race 
jand nativity. Prepared by the 
Grand: Rapids Press. 
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No. 3288. Test Market Data for 
Grand Rapids. 


This booklet contains complete 
test market data for Grand Rapids, 
including population, business and 
industry, stability of the market, 
transportation income and market- 
ing facilities. Published by the 
Grand Rapids Press. 


No. 3289. Billion Dollar Market 
Folder. 


This Grand Rapids Press folder 
contains basic data and informa- 
tion on metropolitan Grand Ra- 
pids, covering retail trade zone and 
the western Michigan market. 
Booklet also includes media cov- 
erage and other information on 
Grand Rapids media. 


No. 3290. Booth Michigan Market 
Folder. 


This folder gives complete basic 
market information for each of the 
Booth Michigan newspapers—the 
Grand Rapids Press, Flint Journal, 
Saginaw News, Kalamazoo Gazette, 
Jackson Citizen Patriot, Bay City 
Times and Muskegon Chronicle. 
Available in one file, or separate- 
ly for each market, giving data on 
population, households, number of 
homes, retail sales, automotive out- 
lets, etc. 


No. 3291. Food Shopping Facts. 


This folder of facts prepared by 
the Battle Creek Enquirer and 
News gives information relative 
to where groceries are purchased 
(chain or independent), best food 
shopping days, what member of 
the family does the food shopping, 
food budget expenditures, etc. Sur- 
vey shows percentages for all fam- 
ilies shopping and breakdown on 
families of varying sizes. 


No. 3854. Detroit’s Foreign & Negro 
Market. 

Booth Radio & Television Sta- 
tions have issued this description 
of 12 foreign language groups and 
the Detroit Negro market served 
by its station WJLB. The study in- 
cludes statistics furnished by the 
Detroit Board of Commerce, Book- 
er T. Washingon Trade Assn., 
Wayne University’s department of 
sociology & anthropology, Univer- 
sity of Michigan and WJLB mail 
surveys. 


No. 3855. Detroit News Travel Di- 
rectory. 

This folder by the Detroit News 
includes names of airlines, bus and 
rent-a-car companies, consulates, 
hotels, railroads and steamship 
and travel bureaus. 


No. 3856. Salesmen’s Map of De- 
troit and Suburbs. 

The Detroit News has published 
this map of Detroit and surround- 
ing communities, showing mer- 
chandise routes, street numbering 


guides and location of foreign na- | 


tionality groups and relative in-| 


come areas. 


No. 3857. Wholesale Distributors of 
Home Appliances in Detroit 
and Suburbs. 

Issued by the Detroit News, this 
folder contains names and ad- 
dresses of wholesale distributors of 
home appliances, in addition to 
names of presidents, sales and ad- 
vertising managers. 


No. 3858. Food Brokers Book. 

The Detroit News has issued this 
list of Detroit food brokers, wayon 
jobbers, grocery product revre- 
sentatives and frozen food 
tributors. 


No. 3859. Major Shopping Centers 
in Metropolitan Detroit. 

The Detroit News has published 
this description of 32 major neigh- 
borhood shopping centers in met- 
ropolitan Detroit. 


No. 3864. No Free Balloons! 
WKNX-TV, Saginaw, issued this 
study. It includes retail sales, food 
store sales, general merchandise 
sales, apparel store sales, home 


dis- | 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


furnishing sales, automotive store | ing and ending times of the work- 
sales, filling station sales, building | ing days of 31,860 persons em- 


material and hardware sales, eat- | 


ing and drinking places sales and 
drug store sales. 


No. 3865. Conversion-Concentra- 
tion-Cost. 

This study by 
Broadcasting Co. includes’ the 
latest estimates on population, 
number of families, tv set owner- 
ship and retail sales in the area 
covered by WILS-TV, Lansing. 


the Lansing 


No. 3866. How and When. 
This resume by the Lansing 
Broadcasting Co. covers the start- 


ployed in Ingham County. Data is 
obtained from personnel directors 
of manufacturing plants, banks, 
city and state governments and 
retail establishments. 


No. 3867. Your Sales Won’t Take 
a Vacation This Summer. 

The Lansing Broadcasting Co. 
has published this resume of re- 
tail sales for Ingham County for 
1953, based on Michigan retail tax 
collections. There are monthly 
breakdowns for building materials, 
food, furniture and general mer- 
chandise sales. 
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The QUAD-CITIES 
are as close together 
as the boroughs 

of New York. 


WHBF, Rock Island 
covers this large 
metropolitan area for you. 


les Johnson, V. P. and Gen. Mgr. 


TELCO BUILDING, ROCK ISLAND, nets 
Represented by Avery Kiodel Inc 


ComETHING Migsine.. 


LIKE CALIFORNIA 
WITHOUT THE 
BILUION DOLLAR VALLEY OF 


California’s inland valley is a thriving independent 
market — 220 miles from Los Angeles, over 90 from San 
Francisco. There’s over $3 billion in buying power here, 
more than San Francisco and Oakland combined. You’re 
not selling California unless you’re reaching this rich 
region. And you can’t afford to rely on distant coast 
newspapers to do it. To cover the valley in depth, you 
need its own favorite local newspapers, the three... . 


Mc CLATCHY NEWSPAPERS 


*Sales Management’s 1953 Copyrighted Survey O'MARA & ORMSBEE 


NATIONAL REPRESENTATIVES . 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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- Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Have you heard 
about this 


> ‘ " 
traveling salesman 


in Louisville? 
see page 78 


No. 3868. Market Data—WILS-TV. 

Issued by the Lansing Broad- 
casting Co., this study includes re- 
tail market data on Lansing and 
Ingham County, plus a WILS-TV 
coverage map. There is a break- 
down by counties according to 
population, families, tv set owner- 
ship and retail sales. 


No. 3869. Off Camera, February, 
1954. 


The Lansing Broadcasting Co.) 


has published this breakdown of 
u.h.f. and v.h.f. set ownership by 
counties, as of Feb. 1, 1954, in the 
WILS-TV coverage area. This is 
based on a telephone survey and 
other available figures, and in- 
cludes a coverage map of WILS- 
TV, plus program listings. 


open jarms 


in the 


From hundreds of 
the 29 most profitable 
television antennas are 

arms for WFMY-TV's ff powerful signal. 
No other television station 
homes all across this 
reality, made up of many 
command the viewing 

with over 1,160,000 

families whose solid 
large-scale manufacturing J and agriculture. 

Take the straight route 

successful advertisers 

WFEMY-TV's influence on 
$1,500,000,000 cluster 

And it’s growing just 
Let Harrington, Righter and 


into their homes, 


Piedmont... 


thousands of rooftops, throughout 
counties of the Prosperous Piedmont, 
reaching out receptive 


is welcomed so often in so many 
giant market ...a market, in 
markets. Only WFMY-TV leis you 
attention of an audience 

potential customers — high income 
buying power is derived from 


just as so many 
are doing. They've found that 
buying habits in this 

of markets has amazing power. 
as heartily as the Piedmont itself. 
Parsons show you the proof. 


wifmy-tv 


Greensboro, N.C. 


Represented by 


Harrington, Righter & Parsons, Inc. 
New York—Chicago—San Francisco 


No. 3870. Kalamazoo Market. 
This study by the Kalamazoo 
Gazette covers population, indus- 
tries, family incomes, educational 
facilities, bank statistics, new in- 
dustries, transportation, highways, 
retail sales, car registrations and 
Gazette circulation and coverage. 


No. 3871. Detroit Means Business— 
A Study of Major Shopping 
Centers in Detroit. 

Issued by the Detroit News, this 
32-page, three-color booklet shows 
‘population, households, family in- 

comes and newspaper coverage 

‘for areas within two miles of 29 

‘major shopping centers. It also 

| gives the Detroit News’ circula- 

ey in Michigan. 


| 


No. 3872. Statistical Review of 

Detroit, 1953. 

This four-color folder by the 
Detroit News gives 12 historical 
‘tables on population, purchasing 
power, employment, banking, 
transportation, utilities, real es- 
tate, labor force, etc. 


|'No. 3873. Retail Sales in Wayne 
County. 

The Detroit News issues this re- 
port quarterly. It shows estimated 
retail sales in Wayne County by 
classifications. 


No. 3874. News of Detroit—A Re- 
| port on Business Activities. 

This monthly report by the De- 
troit News is devoted to current 
basic information about the De- 
troit market. 


Economic Characteristics of the 
Detroit Standard Metropolitan 
Area, 1953. 

This four-page folder by the 
Detroit News shows 1950 census 
data and 1953 estimates for cities, 
villages, and townships in De- 
troit’s market area. 


No. 3876. WWJ Coverage Map. 
WWJ—The Detroit News—has 
issued this map of daytime and 
nighttime coverage of radio sta- 
tion WWJ. It includes total popu- 
lation and total radio homes. 


No. 3877. Salesmen’s Map of De- 
troit and Suburbs. 

This map, issued by the Detroit 
|News, shows merchandising routes, 
/street numbering guides, approxi- 
|mate location of principal foreign 
nationality groups and relative in- 
come areas. 


No. 3878. Wholesale Distributors of 
Home Appliances in Detroit 
and Suburbs. 

The Detroit News has published 
this folder showing distributors of 
home appliances, giving brand 
‘names handled, addresses, phone 
numbers and names of managers. 


No. 3879. Major Shopping Centers 
in Metropolitan Detroit. 

| Issued by the Detroit News, this 
study offers a detailed description 
of 32 major neighborhood shopping 
centers in metropolitan Detroit. 
There is an individual map for 
each shopping center, showing geo- 
graphical layout and where shop- 
|ping is heaviest. Fourteen classes 
,of retail outlets are set up in the 
study. 


MINNESOTA 


No. 3292. Standard Market Data 
for New Ulm. 

This folder contains trade area 
map, population, facility data, 
homes, miscellaneous, labor infor- 
mation, education, parks, clubs, 
churches, shopping data, theaters, 
retail trade, wholesale trade, re- 
tail outlets and sales, etc. Pub- 
lished by the New Ulm Daily Jour- 
nal. 


No. 3293. Standard Market Data 
for Austin. 
This Austin Daily Herald folder 
covers population, family, homes, 


No. 3875. Population, Housing and | 


Advertising Age, May 3, 1954 


labor, education and retail store 
sales and other pertinent data and 
includes a retail trading zone map. 


No. 3294. Market Data for Mankato. 

This folder provides market sta- 
tistics and supplementary informa- 
tion on population in city zone and 
retail trade zone such as food, drug 
and general merchandise sales, in- 
come, population, etc., prepared 
by the Mankato Free Press. 


No. 3295. 1954 Consumer Analysis 
of the St. Pauli Market. 

This is the eighth annual survey 
‘by the St. Paul Dispatch-Pioneer 
Press of consumer brand prefer- 
‘ences, grocery buying habits, fam- 
ily characteristics, population and 
dwelling unit characteristics in this 
area. 


No. 3296. 1954 Consumer Analysis 

of Duluth-Superior Market. 

This survey by the Duluth Her- 
jald and News-Tribune shows 
brand preference of housewives 
covering 150 major product clas- 
sifications, including foods, soaps, 
cosmetics and toiletries, appliances, 
beverages and general shopping 
| habits. 


| 


| No. 


3297. Standard Market Data 
for Hibbing. 

This is a description of retaii 
businesses and trading zones, pop- 
ulation, labor conditions and other 
data on Hibbing, published by the 
Hibbing Daily Tribune. 


\No. 3298. Standard Market Data 

Folder. 

Standard economic data on the 
Red Wing market, including popu- 
lation facts, retail sales, retail out- 
lets, manufacturers, payrolls, farm 
statistics, transportation available 
and other facts presented by the 
Red Wing Daily Republican Eagle. 


No. 3299. Standard Market Data 
for St. Cloud. 

Retail and wholesale trade, pop- 
ulation and employment figures, 
education, transportation, utilities 
and other data issued by the St. 
Cloud Daily Times. 


No. 3300. Standard Market Data 
for Owatonna. 

Population, retail outlets, home 
building data, city and rural in- 
come, labor statistics, general in- 
formation on education facilities, 
parks, churches, etc., in a folder is- 
sued by the Owatonna Daily Peo- 
ple’s Press. 


No. 3143. Minnesota Homemaker 
Survey No. 1. 

This report covers a home-inter- 
view study of products and ap- 
pliances on hand and in use in 
Minnesota homes <: uf November, 
1953, with particular emphasis on 
Minneapolis and Hennepin County. 
Issued by the Minneapolis Star 
and Tribune. 


No. 3900. 1954 Consumer Analysis 

of Duluth-Superior.Market. 

This report is based on a mail 
questionnaire survey of 1,500 fam- 
ilies giving data on what, when 
and where they buy, brand pref- 
erences, product ownership and 
buying plans. It covers 140 major 
product classifications, was made 
in the Duluth-Superior area and 
is issued by the Duluth Herald and 
News-Tribune. 


MISSISSIPPI 


No. 3301. Let’s Double Check the 
Meridian Market. 
A fact sheet giving data on pop- 
ulation, retail sales, income in the 
coverage area of the Meridian Star. 


No. 3302. ‘Ole Miss’ Is on the Move. 

The story of Mississippi’s rise 
from the lethargy that has plagued 
the South since “Reconstruction” — 
a present day renaissance, product 
of an industrial revolution which 
has released “Ole Miss” from her 
|completely agrarian economy, and 
jurged her into a new era of in- 
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“We are sincerely optimistic about 


the current year and expect to end 
up well ahead of 1953, which 


showed a large sales increase over 


the previous year... We are quite 


outraged by the ‘recession talk’ 


and sincerely believe there is no 


justification for it. We are build- 


ing strong inventories to cover 


current heavy demands and to 


assure prompt delivery of heavy 
future orders now being booked.” 


G. W. “Gerry” BROOKS 


Vice-President 


Not leading tackle manufacturers! 
Their 54 sales are UP! 


Here’s what they say: 


& Gen. Sales Manager 
South Bend Bait Co. 


“Despite the fact that many econ- 
omists seem to feel we are entering 
one of the best advertised depres- 
sions we have experienced for 
some years, we cannot help but 
believe that they failed to tell the 
fishermen about it, for not only 
are our sales running substantially 
ahead of last year, but the future 
business which is coming in is 


way beyond our expectations.” 


L. S. “Lou” CAINE 


President 
James Heddon’s Sons 


More men spend more time fishing 

and hunting than in any other leisure 
activity and Sports Afield, with its six 
Sports Afield annuals, provides more 


SPORNS AVE SLID 


THE AUTHORITY FOR FISHING AND HUNTING 


——CPPPPPPrer 


fishing and hunting service than any 


. . A Hearst Magazine 
other outdoor pub lication. 959 Eighth Avenue, New York 19, N. Y. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


dustrial, economic and social de- 
velopment. Published by Mississip- 
pi Dailies Inc. 


No. 3144. Facts About Jackson. 

This is actually two similar fold- 
ers—one for WLBT (tv) and one 
for WIDX (radio), Jackson, Miss. 
Each includes basic market data 
for the Jackson trade area. Issued 
by Lamar Life Insurance Co. 


No. 3205. Meridian Market Data. 
The Meridian Star offers this 


° KGVO-TV ° 
60,000 watts from 712.4 feet 


Missoula 7-1-54 Montana 
Mosby’s Inc. 


data folder covering population, 
retail sales, wholesale and retail 
outlets, and a map of the trading 
area. 


MISSOURI 


No. 3303. KXOK Daytime Cover- 

age Map and Market Statistics. 

A map of the daytime coverage 

area in the Mississippi Valley of 

KXOK, St. Louis, along with mar- 

ket statistics based on the 1951-52 
Consumer Markets publication. 


No. 3304. KFEQ-TV and the Mid- 
land Empire. 

This folder gives complete mar- 
ket data including population, 
farm homes, retail outlets, farm 
income, etc., for the 35-county 
area in Northwest Missouri, North- 
east Kansas, Southern Iowa and 
Nebraska serviced by KFEQ-TV, 
St. Joseph. 


No. 3305. Nielsen Market Survey. 
This is a market data summary 
showing weekly circulation by 
market area levels and weekly cir- 
culation by daily listening fre- 
quencies for KFEQ, St. Joseph. It 
lists a total of 95 counties show- 
ing weekly daytime circulation of 
162,940, and weekly nighttime cir- 
culation of 71,770. This is a stand- 
ard Nielsen coverage survey. 


No. 3306. What Time Does St. 

Louis Arise? : 

A study of arising time ap- 
proached by use of utilities serv- 
ices. Based on the theory people 
need and use water, electricity, 
gas and public _ transportation 
shortly after getting up in the 
morning. The survey indicates St. 
Louis arises at 6:30 a.m. Issued by 
KMOX. 


No. 3307. Standard Market Data 
for St. Louis. 

Gives population, income, homes, 
number of retail outlets and sales, 
broken down into categories, and 
other pertinent market data for 


St. Louis. Published by the St. 
Louis Post-Dispatch. 


No. 3145. Mexico Market Data. 

This fact sheet summarizes mar- 
ket information and statistics for 
Audrain County, the trade terri- 
tory of Mexico, Mo. Issued by the 
Mexico Ledger. 


No. 3206. Springfield, Mo., Market 
Data. 

The Springfield News and Lead- 
er Press has issued a market data 
folder covering population, retail 
sales, buying income, data on 
wholesale and retail outlets, with 
a map of the trade area. 


No. 3308. Just for Women. 

This pamphlet gives primary 
market data within the primary 
and secondary trading zones of St. 
Louis plus specific information on 
WEW and the program “Just for 
Women.” 


No. 3309. WEW Market Brochure. 

This brochure gives data on fam- 
ilies, income, retail sales and other 
data for the coverage area of this 


pe 
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The world’s largest buyer of newspaper space knows newspapers. That’s why Sears, Roebuck puts 
more linage in the Times-Star than in any other Cincinnati newspaper. 46 years of leadership. 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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St. Louis radio station. 


No. 3860. Monthly Grocery Inven- 
tory. 

The St. Louis Globe-Democrat 
has published this monthly grocery 
inventory, in operation since 1943. 
It covers sales, inventories, distri- 
bution and promotion of a number 
of grocery products and brands 
that are on the market. The study 
is based on a continuous panel of 
stores. 


No. 3861. Market Data Folder for 
the 49th State. 

This market data study is pub- 
lished annually by the St. Louis 
Globe-Democrat. It includes daily 
and Sunday circulation of the pa- 
per. 


MONTANA 


No. 3310. A Few Facts About Im- 
pact. 
This is a four-page market folder 
on the area covered by KGVO-TV, 
Missoula. 


No. 3311. Montana Farm Market 
Brochure. 

This farm market brochure put 
out by KFBB, Great Falls, in word 
and picture, lays stress on Montana 
agriculture as the state’s primary 
industry. It lists the number of 
farms, size, value and income per 
farm capita as compared with the 
national average. ~ 


No. 3312. Stake Your Claim in 
Butte. 

This is a study of population and 
its breakdown, buying power, re- 
tail outlets, income data; trade and 
housing characteristics; manufac- 
turing data; distribution study, and 
agricultural breakdown—all by 
counties, which comprise trading 
area. Published by the Butte 
Standard-Post. 


No. 3313. Butte-Anaconda—You 

Get Two for the Money. 

Comparative statistical study of 
Montana’s three largest city zones 
by population, wages, indexes in- 
cluding electric meters, postal re- 
ceipts, and telephones; food and 
liquor sales, and business outlook. 
Prepared by the Butte Standard- 
Post. 


No. 3146. Industrial Facts, Mis- 
soula. 

This folder presents a summary 
of industrial and trade data on the 
Missoula market area of western 
Montana. Includes an area map. 
Issued by the Missoula Chamber 
of Commerce. 


NEBRASKA 


No. 3314. Coverage Map and Mar- 
ket Data Sheets. 

Coverage maps, including mar- 
ket data for the KFOR, Lincoln, 
area taken from a 1953 survey of 
buying power; 1l-county coverage 
taken for KFOR radio range. 


No. 3315. Highlights 
Market Data. 

In concise form, these data 
sheets present information on pop- 
ulation, retail sales, vehicle regis- 
tration and circulation of the Lin- 
coln Journal and Star. 


No. 3316. The Buffalo Bill’s Wild 
West. 

A promotional brochure out- 
lining statistical data on the mar- 
ket served by KODY. Also facts 
concerning North Platte and a 
coverage map showing the station’s 
millivolt contours. 


No. 3147. WOW-TV Market Data. 

This folder contains summary 
market figures on the Omaha 
trade area of western Iowa and 
eastern Nebraska. Issued by WOW- 
TV, Omaha. 


No. 3148. 1954 Consumer Analysis. 

Buying habits in the greater 
Omaha market showing brand 
standings and store distribution of 
more than 100 grocery and drug 
items are tabulated in this con- 
‘sumer buying habit survey by the 
\Omaha World-Herald. 
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NEW HAMPSHIRE 


No. 3149. Manchester Market Sum- 
mary. 

This sheet summarizes essential 
market facts and facilities for 
Manchester and its retail trading 
zone. Issued by the Manchester 
Union Leader. 


NEW JERSEY 


No. 3317. Standard Market Data 
for Bayonne. 

A complete analytical survey 
covering factual market informa- 
tion for the community, as well as 
a history of the Bayonne Times. It 
covers population breakdown, 
rental breakdowns, number of 
families owning automobiles, vari- 
ous types of modern appliances, 
number of one-family and multi- 
ple dwellings, buying power, list 
of industries, etc. 


No. 3318. Analysis of Population 
Growth and Economic Devel- 
opment. 

A picture in statistics of loca- 
tion, markets, housing, population, 
retail sales and manufacturing da- 
ta of Bergen County and how that 
market is served by its only daily 
newspaper, the Bergen Evening 
Record, Hackensack. 


No. 3319. Tremendous Things Are 
Happening in the WTTM Area. 
This gives statistical information 
covering growth and expansion of 
the Delaware Valley Area and on 
WTTM, Trenton. 


No. 3320. The Jersey Journal Mar- 
ket. 

Complete description of the 
Jersey Journal, Jersey City, mar- 
ket, including population, indus- 
try, sales and circulation. 


No. 3321. Market Facts. 

Local market data and retail 
grocery and drug lists issued quar- 
terly by the Asbury Park Press 
and WJLK. Gives sales, car regis- 
tration, population, telephones, etc. 


No. 3150. Camden Market Data. 

This compilation includes de- 
tailed market statistics together 
with a description of characteris- 
tics of the Camden trading area. 
Issued by the Camden Courier- 
Post. 


NEW MEXICO 


No. 3322. Albuquerque News in 
Brief. 

A condensation of Albuquerque 
news concerning building, employ- 
ment, sales volume, etc., issued 
monthly by the Journal & Tribune. 


No. 3323. Grocery Product Distri- 
bution Survey. 

This brochure includes distribu- 
tion percentages of 75 classifica- 
tions of grocery store merchandise. 
All brands having 10% or more 
distribution are listed. Issued by 
the Albuquerque Journal & Trib- 
une. 


NEW YORK 


No. 3627. Coverage Map with Mar- 
ket Data. 

Map shows grade A and B cov- 
erage of WECT, Elmira, and in- 
cludes information on population, 
families, retail sales and buying 
income. 


No. 3628. Nassau Narrative. 

This brochure tells the story 
of the buying power of Nassau 
County families and includes data 
on population, income and retail 
sales. Published by the Long Island 
Press. 


No. 3629. Brand Preferences and 

Distribution. 

Brand preference and distribu- 
tion of baby food, beer and ale, 
white bread, crackers, cola drinks 
and coffee (instant and regular), 
in the areas covered by the Otta- 
way Newspapers (Plattsburgh 
Press-Republican; Oneonta Star; 
Endicott Bulletin and the Record, 
Stroudsburg, Pa.) 


mation. 


No. 3324. WNBF-TV Market Infor- 

This study covers population, 
families, total tv sets, total retail 
sales, total effective buying income, 
total income per capita, total in- 
come per family, plus sources for 
each. Information accompanied by 
a coverage map of WNBF-TV, 
Binghamton, area. 


No. 3325. WENT Coverage Map. 
This coverage map includes data 
on population, retail and farm 


markets for WENT, Gloversville- 
Johnstown. 


No. 3326. The Inside Story. 

Data on retail stores and sales; 
beverage and gasoline consump- 
tion; by months; population break- 
down; radio listening in grocery 
stores and automobiles; tv’s effect 
on radio’s audiences and other per- 
tinent facts, including detail of 
work shifts and percentage of 
workers in each. Prepared by 
WOLF, Syracuse. 
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No. 3327. New York Market Gro- 
cery Inventory. 

This grocery inventory con- 
ducted by the New York World- 
Telegram & Sun is a continuing 
monthly measurement showing 
current unit sales and distribution 
of over 500 products in 59 product 
classifications plus special analy- 


sis of sales trends, food advertising 
expenditures merchandising and 
point of sale promotion results. 


No. 3328. Buffalo Courier-Express 
Market Map. 
This map gives Buffalo ABC city 
zone, metropolitan area, ABC re- 
tail trading zone and each county 
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staP YOUR BRAND on a 


WESTERN MINDS... ECONOMICALLY 
WITH PACKER OUTDOOR POSTERS 


Salt Lake City commands one of the largest trade terri- 
tories in the United States—with a population of-nearly 
2 million. In fact, well over a half million reside within 
one hundred miles of the city, and Metropolitan Salt 
Lake is growing at a remarkable rate—a 29.9% gain in 


ten years! 


This is an area rich in mining, agriculture, stock-raising 
and manufacturing . . . a prosperous people in the heart 
of a billion dollar market. Utah industry is expanding 
at a rate in excess of $5,000,000 a month! 


Reach these people outdoors, on the way to buy, through 


large, colorful Packer “Heart of the City” Posters. 
Remember—short copy outdoors wins instant recogni- 
tion . . . builds consumer acceptance . . . makes sales— 


economically! 
“THE SPOKEN WORD IS LIKE THE AIR... 


BUT THE POSTED WORD IS ALWAYS THERE!" 


“HEART 


THE CITY” 
POSTERS. 


®eeeae 


For information on industrial advantages in this area, write Gus P. Backman, 


a Harry H. CEES ELS 


Your Advertising Agency has all the facts 


Salt Lake City Chamber of Commerce. 


Ken Rector, Manager, Utah Division 


33 EAST NINTH SOUTH ST., SALT LAKE CITY 1, UTAH 
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comprising the Buffalo market. | Journal. 


Cities and villages are indicated. | 


Population and families are shown 
on back of map and in accompany- 
ing circulation breakdown for the 
Buffalo Courier-Express. 


No. 3329. Coverage Map. 

“Quick facts” about WBEN-TV. 
Buffalo, market, including popula- 
tion, households, retail sales, food 
sales, drug sales for nine counties 
and their principal cities. 


No. 3330. This Is WQXR. 

This market data booklet is- 
sued by WQXR, New York, con- 
tains complete data on the market 
in comparison to radio listeners 
who do not listen to the station. 
Also, a vacation and travel survey 
among WQXR families and non- 
WQXR families is available. 


No. 3331. What’s Up Upstate? 

A folder covering population, 
families, tv sets, total retail, food 
and drug sales in the coverage 
area of WHEN, Syracuse. 


._ No. 3332. The Syracuse Market. 

“\ A study of population, sales, 
ewspaper and magazine cover- 
age, etc. Also contains facts con- 
cerning industry, employment, re- 
tail sales, grocery and drug sales, 
etc. Published by the Syracuse 
Herald-Journal. 


No. 3333. Syracuse—Hub of the 

Empire State. 

A four-page pamphlet showing 
retail sales on foods, drugs, furni- 
ture-household and general mer- 
chandise. Also shows ranking of 
various test markets in cities of 
all sizes in the U.S. and gives 
miscellaneous test market data. 
Published by the Syracuse Herald- 


No. 3334. Standard Market Data 
for Staten Island. 

Contains information on popula- 
tion, homes, income, retail sales 
with breakdown for food, depart- 
ment stores, furniture, drugs, etc. 
Also lists number of wholesale 
and retail stores. Published by the 
Staten Island Advance. 


No. 3335. Buffalo—Market of Op- 
portunity. 

A pictorial review of Buffalo 
showing its industries, market 
shopping centers, charts showing 
population, number of families, 
dwelling units as well as break- 
down of sales by food establish- 
ments, drinking and furniture ap- 
dliance establishments, etc., for 
Buffalo and eight counties of west- 
ern New York. Issued by the Buf- 
falo Evening News. 


No. 3151. America’s Biggest In- 
dustrial Market. 

Prepared by the New York 
Times research department, this 
70-page booklet includes detailed 
breakdowns of manufacturing by 
products, plus trade figures and 
other material useful to industrial 
advertisers. 


No. 3152. New York’s 19% Billion 
Dollars. 

This 32-page booklet analyzes 
the New York market by kinds of 
consumer expenditures, and breaks 
down the average New Yorker’s 
budget by major expense items. 
Issued by the New York Times. 


No. 3200. The Watertown, N. Y., 
Market. 
This four-page folder stresses 
the importance o& Watertown as 


Put Action in arty As 


FILMACK STUDIOS 1323 So. Wabash Chicago, Ill. 


| the business, banking and shopping 
“hub of the tri-county area of 
|/northern New York state adjacent 
to the St. Lawrence Valley, and 
dominance of the market by the 
Watertown Daily Times. 


No. 3465. New York Market Anal- 
ysis. 

This 160-page study contains 
maps of each of the 116 New York 
City districts and the 21 suburban 
counties with Bureau of Census 
figures on population by sexes, 
age groups, family income, number 
of households and type of dwell- 
ing. Issued by the New York Mir- 
ror, New York News and New 
York Times. Free to advertisers 
and agencies, $10 to others. 


No. 3468. Frozen Foods & Frozen 
Juices Distribution Analysis. 
This study by the Winston-Sa- 

lem Journal and Sentinel gives the 
brand distribution of frozen foods 
and juices in Forsyth County. Dis- 
tribution breakdown includes per 
cent of chains, independent-chains 
and independents stocking frozen 
foods and juices and type of 
equipment and store space used 
in stocking. 


NORTH CAROLINA 


No. 3500. A Southern Market Anal- 
ysis. 

A 75-mile radius count of the 
population, families, income and 
sales and tv homes in Charlotte, 
Birmingham, Atlanta, Richmond, 
Memphis, New Orleans and Nor- 
folk prepared by WSOC, Charlotte 
radio station. 


No. 3501. Coverage Map and Mar- 
ket Data for Greenville. 
This is a folder with coverage 

map for WNCT, Greenville, plus 
data on population, households, 
automotive registrations, income, 
sales in food, drug and other retail 
stores, plus data on the farm mar- 
ket. 


No. 3502. Coverage Map and Mar- 
ket Data for Wilson. 

A coverage map for WGTM, 
Wilson, plus data on population, 
radio homes, retail sales and in- 
come for each of the 29 counties 
covered by this radio station. 


No. 3503. WHKY Market Data by 

Counties. 

A market data folder with facts 
on population, households, radio 
families, consumer income, retail 
sales and automobile ownership 


What does the Housewife 
Think of YOUR Produet? 


The 
market 1s in the heart of the taconite empire where the mining indus- 
tries will spend about 500 million dollars within the next 5 years. 


DULUTH-SUPERIOR 


This question 
Duluth Herald 


your product. . 


picture of what, 
brand preference, 
Write today for your 


oiletries, appliances, 
ping habits. 


expanding, 


1s answered for you 
and News-Tribure 
SUPERIOR CONSUMER ANALYSIS. 
reaction of the housewives in this market concerning 
. they represent the 75th Standard 
Mctropolitan Sales Market in the nation. 


150 product classifications, 


in the 1954 
DULUTH- 
Get the 


This merchandising service gives you an up-to-date 
whe 
ownership and 


n and where consumers buy; 
buying plans. 
copy ... it covers more than 
including foods, soaps, 
beverages and general shop- 


developing progressive 


DULUTH HERALD ° Suluth News-Tribune 


The only daily and Sunday metropolitan newspaper 


80,112* Daily 


Ridder-Juhns, Inc, 
New York @ Chicago @ Detrout @ Minneapolis © 


to cover this area effectively 


*Audit Bureau of Circulation 


68,298* Sunday 


General Advertising Representatives — 
San Francisco @ Los Angeles 


| prepared by WHKY, Hickory. 


No. 3504. Market Data Summary 
for Raleigh. 

Facts on population, families, 
retail sales, automobile ownership, 
telephones for Raleigh and its 
metropolitan area. Published by 
the Raleigh Times. 


No. 3505. Market Data Brochure. 

This brochure shows complete 
ranking of 233 major metropolitan 
county areas in 13 sales classifica- 
tions by dollar volume in descend- 
ing order. Also these same metro- 
politan areas are ranked in fam- 
ilies and in population. Included is 
a summary of all data by states 
and sections together with North 
Carolina county-city data. Pub- 
lished by the Greensboro Daily 
News and Record. 


No. 3506. The Colonel’s Son Went 
to Town. 

This booklet uses photographs, 
charts, graphs and statistics to em- 
phasize transition of the South in- 
to a “fabulous region of mush- 
rooming industry and mechanized 
agriculture.” Issued by WBT- 
WBTV, Charlotte. 


No. 3507. WPTF Rate Card No. 5. 

This rate card gives latest mar- 
ket data on population, families, 
buying income, retail, food, drug 
and automotive sales and gross 
farm income. Issued by WPTF, 
Raleigh. 


No. 3508. Raleigh—The South’s 

New A Schedule Market. 

This folder presents complete 
data about the Raleigh 33-county 
“Golden Belt of the South” area. 
It contains retail sales figures 
based on state sales tax and circu- 
lation data for the Raleigh News 
and Observer. 


No. 3509. WDNC Market Data. 

This folder contains population 
of counties covered by WDNC, 
Durham, and retail sales figures 
as well as a coverage map. 


No. 3510. Charlotte Observerland, 

Presents population, families, re- 
tail sales, newspaper circulation, 
percentage of families covered by 
cities and counties and contains 
complete maps. Published by the 
Charlotte Observer. 


No. 3511. Ready Reference Sum- 

mary of the Charlotte Market. 

Prepared by the Charlotte News, 
this summary presents figures for 
population and sales in the Char- 
lotte trading zone, market data on 
industries, transportation, facili- 
ties, recent construction, etc., gro- 
cery and drug distribution setup. 


No. 3141. 
| Digest. 

| A monthly digest of trends and 
ideas, business activity, promo- 
tions, etc., for the Winston-Salem 
| area. Issued by the Winston-Salem 
Journal and Sentinel. 


| No. 3207. Wilmington Market Data. 

The Wilmington Star-News has 
issued a market data folder, which 
includes data on population, retail 
sales, buying income, wholesale 
and retail outlets, and a map of the 
trading area. 


Winston-Salem Retail 


No. 3469. Standard Newspaper 
Data. 
History, management, editorial 


program, contents, circulation and 
linage data are included in this 
presentation by the Winston-Salem 
Journal and Sentinel. 


No. 3470. Winston-Salem Monthly 
Grocery Inventory. 

This monthly bulletin, published 
by the Winston-Salem Journal 
and Sentinel, reports monthly sales 
movements in Forsyth County and 
shows total units sold, per cent 
distribution and total units on 
hand for more than 550 brand 
names in 48 product classifications. 


No. 3471. Where Did They Come 
From for Greater Winston-Sa- 
lem Days? 

An automobile license plate sur- 
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vey conducted during February 
“Greater Winston-Salem Days” by 
the Winston-Salem Journal and 
Sentinel. The 1,470 license plates 
surveyed were checked in major 
parking lots and in business street 
parking spaces. 


No. 3472. Health & Drug Products 
Grocery Store _ Distribution 
Analysis. 

The Winston-Salem Journal and 
Sentinel has compiled this study 
which shows the per cent of chain- 
supermarkets, independent-chains 
and independents in Forsyth Coun- 
ty stocking drug and health prod- 
ucts. All brands having distribu- 
tion are listed and other data in- 
cluded. 


No. 3473. Rates, Circulation, Popu- 
lation. 

This data sheet issued by the 
Winston-Salem Journal and Senti- 
nel gives city limit, city zone, re- 
tail trading zone and city and re- 
tail trading zone population fig- 
ures for six North Carolina cities 
and circulation and rate data for 
eight newspapers in these cities. 


No. 3476. Know Our Market. 

This 12-page brochure by the 
Winston-Salem Journal and Senti- 
nel outlines the Winston-Salem 
trading area and includes a cov- 
erage map and data on population, 
construction, tobaceo’ crops, postal 
receipts, public utilities, bank re- 
sources, automobile registrations 
and retail sales. 


No. 3477. Heavy Traffie In Tobac- 
coland. 

In this four-page color folder, 
the Herald-Sun Papers, Durham, 
describes the Durham market with 
facts on population and retail, 
food, drug and automotive sales, 
supplemented with an outline of 
chief industries and economic pro- 
gress. 


No. 3803. WDNC Market Data. 

Radio station WDNC, Durham, 
has issued this complete study of 
day and night coverage and market 
data on counties reached. 


NORTH DAKOTA 


No. 3512. Fargo Market Data. 

Retail and wholesale sales, pop- 
ulation and bank debits are pre- 
sented in this folder by the Fargo 
Forum. 


No. 3513. Great North TV Twins. 
A complete breakdown of North 
Dakota and western Minnesota, 
including buying power, food, 
auto, retail, generai merchandise 
and apparel sales, using 1953-54 
data. Issued by North Dakota 
Broadcasting Co., Minot. 


No. 3514. Two Top Markets. 

A complete brochure of farm 
and retail sales information on 129 
top counties in North and South 
Dakota. Published by North Dako-~ 
ta Broadcasting Co., Minot. 


No. 3515. Standard Market Data 
for Bismarck-Mandan. 
Presents statistics on popula- 

tion, families, home building, re- 

tail, wholesale and service trades 
and retail outlets and sales. Gro- 
cery route list for Bismarck and 

Mandan included. Published by 

the Bismarck Tribune and Man- 

dan Pioneer. 


No. 3516. KFYR and KFYR-TV 

Coverage Maps. 

These coverage maps for the 
Bismarck stations show market 
data on population, households, 
automobile registrations, income, 
retail outlets and the farm market. 


No. 3478. KFYR-TV Coverage Map. 

This coverage map issued by 
KFYR-TV, Bismarck, includes data 
on population, retail sales, farm 
market and other market informa- 
tion. Issued by Meyer Broadcasting 
Co. 


No. 3479. Standard Market Data. 
Market data for Jamestown and 
its trading area are provided in 
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It’s the time for 
SELECTIVE ADVERTISING IN 
THE MIDWEST FARM MARKET! 


A timely independent 
~ survey gives you the FACTS 
| on major media 


A survey supervised by one of the nation’s 
leading advertising agencies, as interested as 
you are in making advertising do an efficient 
job, maps out a simple, direct route to more 
1954 sales in the 8 Midwest states—the rich- 
est farm market in the world. 


YOU'LL WANT TO SEE and analyze the results for yours | 
self. But there’s no need to hold you in suspense about two 
facts: 


MIDWEST FARM PAPER UNIT 


Midwest Unit Farm Papers are read regularly PREFERENCE CES 14% 

and preferred by more Midwest farm families SURVEY wee 1% A survey of 6,049 Midwest 
than any other media in the market. Their Supervised by hx. ee ee ae 
preference score is 38% higher than the four Barcus borne | m4% Inc., shows 38% more prefer- 
national farm magazines combined. | Inc. __BUBLICATION “c” ence for the Midwest Unit Farm 


Papers than for all 4 national 
farm magazines combined. 


_ 2% 
A glance at the charts at the right also tells the story of how . oe 
reader preference is correlated with advertiser preference — adnate 
for Midwest Unit Farm Papers, a trend that has grown ee 


steadily stronger ever since keen competition for sales devel- 
MIDWEST FARM PAPER UNIT 


oped in 1948. a . 
If you agree it’s the time for more selective advertising, get _ COMPARATIVE . : idl pe al 
your copy of the survey brochure, ‘Midwest Farmers’ First ADVERTISING — 
Choice.”’ The unbiased facts will convince you it’s the time 80 Be Ge ee 
to buy the Unit—one order, one plate at a substantial saving LINEAGE _ & = 
ase 1948 - 1953 Be | 

Index 1948=100 40 i EE une 
Sales Offices at: 250 Park Avenue, New York 17, New York; 59 East Madison € : 
Street, Chicago 3, Illinois; Russ Building, San Francisco 4, California; 1324 Wil- a ; 
shire Boulevard, Los Angeles 17, California; 505 N. Ervay Street, Dallas 1, Texas. os “eer Ser aaa 
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SO. DAK. 


] 1OWA 
B] NEBRASK in 


wal, - 


Prarie Parmer 


"FP° Gta 


E je te Fe eye ae ee AS Eis Rete Sigh cee a gy Kae ae eae ae OS Ga peek CM eA gee ee der we fo IMS Rg Meena e penn Fh Mee ie ot ee ah tae ot Nel ce ae at) Fe ay nf tee Mt Nese See Aa a Game oe ee cer on. Se a rama wth iba ace | RIA Ses SAO Ci eh eR een ON A IME «SNM RLS ee all 
chee hn ee ae Ree DUES ocent cca Sot e, AGUr ede ga ee ler wah eT yg Sega She meee a Goad eee Renae ere ca Rss. yulinas SPST Pen seers al toe are oe eres Ba a Te eige Ber tpi Al er hone BO wre ae 
7 ie eas tei tet Mi Sheet 8. aimee? oe he eo np Canes 7 a SON eld Sell Rae or Ree ee CO LL Sule Sere ERE SOP Wd Saree pee oS Pa ase ¢ ey % re arene! as? ik. Ronee pete aN oe hoa: A ae - Bak 7? oS lle phe Pace an at: es aad Ba bhi a a es i ee ata < Re cana i = ea a mere te 
an fae es fe ie ee Ree a ott ees Ot ey ree Ee et Leta ae, Se, ae BRE Wee Nines oe) Eel ae ie Sf a ee ty * wag =. SAS tysuear lara Gen reauetenh eset tie Se eke ae é vx Sapa aN Nae hig aere M aes etaea, 0 pat ere eS 
coat etl ea Paria ae ee Ce Sy. ea ee 2 ei Bet eset et oS SS rene iss, . " be Tn , - ; : , i oe go ce s pe! aig . # Cae eee 
apahies NOSE aca : ¥ a ; Lae ty 
Pi a ee RC te 
a, ee 
iam t oe 
2 ae a ae ¥ BP 
Be. id Bie 
y ne a 
; 
y q 
q 
Beg 
a 
oe 
i 
— 
q j 
an) | 
| 
l 
: ; 
i 
| \ 
es ea Soa Bee ane 
a ae My ; a ae ae: sa 
gies ic STS gr Ma IS cts Ree Ss 
eS ges i Wes, = Wh lta ve) ee $sigs6) ce a 
beh sae ROT AY) 't EES net gene etn Sa Se pea ahr 
pe ete L oe ey ee eo eo a = had ae 
ae i . é UN Peg aisle fe: Se f es 
ited OR ee oe conga, cacigr etter eke moe si sas ote oa Ses. icin 
a ye ra ee ete eat es 3 aes’ ae , ong 
Sees 2S oe Oe ee ee ial 
Aare Dei a ae << i ec he i ae ee we eal >s : = A 7 

e any me ; | 4 3 . 3 By mae” a on, he ais Cat a 5 % t sa : 

— an Va oS eer pe . rae 
es Sano a See See ‘ a Ree ee ane 
ae Lt oe ae. oe pers at = ae 
oan nn . ? : ee eat hey aa geo Aes Ni 
ss _ -_ ape oS. sae “e -_ Ree 

ja 3 ot Te Se OA beh s. oe _* 
/ % tea es PS 
3 (es Lume a ‘ bes ; 

Ed b a ee 1 ae oe al —% ie . 4 Y og me 
Pee eee ores i) | 8 ge pee % 4 oo can 
i | % ae er a - ge boon Qs 

| ¢ ARR st > 
. i a4 aS Pl ee - 
; J pee . . / ye Salem ‘ 
: , ~ “* cue 2 gaa 
a § IMPoRTaAx | 
Cr TANGO A a Em “a 
pee Mere ; . KG “ or wh i, Si ae 7 
ay es : ra le, * aa Berne: ‘ 2 < ¥ a bt o2 : < ae 4 , 
ri _ 1 ey ae ; ane. . 
— j , (xaos HO | 
: { a “ a ‘a ee ft 4 ee, 
a | — mes” 2, 3 : wl 
rans i 2 Rsk: “OMe ie eer 
ites ‘ casei Se Ren i: 
Ee ae wy < - ee: igure ey See ads i 
tes | a, ea. wae £. +" ” i 
in yy wk! we it wii < 
. x ‘: é cas , hs te x a fee 
See ies ra 3 aan ‘ . me ail Seta 

SecA inp >, 2 ‘ tn a ii 
eae ye] \ SP ae Pope ip ee ” ae 
ites > Payee ; , o ane 7 / ware 
‘eee i! cage NCIS Sori pe 
et Ga I} ; tN ye ies 

ie 2 i! of gee 
oan > 
mee es | ‘ te 
Magee eae fare 
pote ee | OO OO EEO — sare 
Rees 2s a\* eee aaa eae ee fo oe Sys oo eee og : 
ee 3 oe 
fae : : . : - 
a 44% % 
me : rs — 
Sige ae Wa s i ‘ BEA 
Seo oe ae cae 
— ie 
a a | as 
a tite WTS | eo 
eee ots | pee 
, ing : " ; = 2 a 
Meenas : os, 
ee ee x Bs 
an a 
2 Tare as | 5 et 
eo erst) se 
Tat at ac 
ol age , lies 
———. a 
eer fee 
Be Mae tet es ae eee Fg pe oe . 2 ee 
ee ae age Poe aga a oe aera mS oe 
4 se 
ce, om iy ) - 
oe -_ Z : 
Bees ee ) e* + ash ard 
= aaa . | oe t +28% ae 
ge ae i oes 
ps Eee. ze } | “an -5% : 
iS -8% : 
fo nn oa FOUR ee 
cnn ——) = NATIONAL -32% oe 
tee Hyer -43% ie 
eee. | MAGAZINES é 
oa || a 
Beye ic ee : } } eee 
Si me 
eeu J 51 1952 1953 a 
eas i Bae 
oh cree aie } : 

SANE; ane | t a ee ei sicagne tn: capmcuir tee Lo OOO Eg al 
ice a } ae oe sn, pg ES ee a mas ae ES i % i 
oo Pee PO ae ee es 

so ae | - — ; ae 
sere \| cor 
Pe occas a | ‘ 
ie i P at 
Th aye oes ; | i 
eee a: } | a 
an eS 5 
| ay re 
iG ce : ba oss 
a ‘ | | a ‘ ps o 
ff Fs . = = : 
| of Lae ae ee iso NSI . RMER 
| Ea =e aska ssn R | THE DAEDARM 

n =a 7 Sa ¥ ae eo 

— Stay a od Webr p \9iculturist $ pRM waist | 

ry } ee 2 ane ot armer 200 teewee teod _ ? 

Be ee te Bee foes pana womes eS 

Sa Se en —s—— oe 
A eet a Be ie ee cee =, === == ei 

; . oo a | | 2 —— — _ aa ——s mie 

dig. WHERE G IS BIG D GOOD LIVING! 3 

ghee FARMIN BUSINESS. .AN 

iM Bae 4 
Bes ms a e saa 

; ; = “a Meet 6 gee ee, xa ae z r ff it sae errands ia Bee: ane, : Sagas Ie (ae: a. Ke rag ae ae” cee a 4 ane Da es S oath = f * ; Sechh ee 


94 


For Sales Impact 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 
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in South Dakota— 


ROP 


this folder which includes a map 
and statistics on population, edu- 
cation, parks, golf and civic clubs, 
number and denomination of 
churches, manufacturing and in- 
dustry, retail trade, county farm 
data and many other market facts. 
Available from the Jamestown 
Sun. 


| 


2, 3 and 4 Colors Available in Daily and Sunday Argus-Leader 


ROP COLOR RATES Add the extra selling punch of ROP COLOR to the LARGEST CIRCULATION OHIO 
Minimum size 1000 lines in South Dakota for full sales impact in this farm-rich market. No. 3517. Liquor Sales in Ohio’s 
Shock & 1 color—30% additional. District A. 


$70 min. 


Black & 2 colors—40% additional. 
$100 min. 
Black & 3 colors—50% additional. 
$125 min. 
: CIRCULATION 
; ABC Circulation—50, 800 


98 % COVERAGE 


SIOUX FALLS 


rqus 


Reports on wholesale and retail 
liquor sales by counties in Ohio’s 
District A by bottle units. Data is 
supplied by the Ohio Department 
of Liquor Control and shows sales 
for first six months of 1953 and 
full-year of 1953. Issued by the 
Cincinnati Post. 


No. 3518. Grocery Product Dis- 


Leader 


City and Minnehaha 


9 
’ rte South Dakota’s Leading Daily Newspaper ae ee 
56 % COVERAGE ra : Lists 2,473 products under 56 
he 14-County Retail classifications of grocery products 
: Trading Area 


EDITOR AND PUBLISHER'S 
MARKET GUIDE SHOWS... 


than 


ROCHESTER, NEW YORK 
ATLANTA, GEORGIA 

ST. PAUL, MINNESOTA 
TOLEDO, OHIO 

FORT WORTH, TEXAS 
MIAMI, FLORIDA 

SALT LAKE CITY, UTAH 
DES MOINES, IOWA 


Over 90% of the San Diego 
Key Market is reached and 
sold best — with the power- 
ful “saturation” coverage of 
these two great newspapers. 


San Diego Union 
EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


SAN DIEGO 
CALIFORNIA 


having 1% or more distribution in 
the Cincinnati city zone. Published 
by the Cincinnati Post. 


No. 3519. Brand Distribution of 
Selected Grocery Products. 

This is a breakdcwn of distribu- 
tion of 23 classifications of grocery 
products by brand for Canton, 
Stark County and the entire Can- 
ton metropolitan area. Classifica- 
tions covered include frozen foods, 
beverages, baby foods and laun- 
dry products. Published by the 
Canton Repository. One copy free, 
additional copies $1.50 each. 


No. 3520. Maps of Canton and 
Stark County. 

These maps of the city and coun- 
ty carry information about the 
market compiled from governmen- 
tal, trade and other sources. Issued 
by the Canton Economist and 
Stark County Times. 


No. 3521. Market Information on 
Canton. 


A comprehensive summary of 
market data in the service area 
covered by WHBC. Information in- 
cludes population, radio homes, 
sales in various categories of busi- 
ness, information as to wholesalers, 
jobbers, distributors, etc. 


No. 3522. Retail Sales Planning 
Calendar. 


Issued approximately two months 
before date of calendar on a 
monthly basis, it includes Neus- 
tadt advertising figures for nine 
key cities and Cincinnati, sales in- 
dexes for Cincinnati department 
stores and national retail stores. It 
also includes a retail sales plan- 
ning chart, weather, and local con- 
ventions and events of interest in 
Cincinnati. Issued by the Cincin- 
nati Enquirer. 


No. 3523. Coverage Maps. 


A set of four maps showing Cin- 
cinnati individual newspaper cov- 
erage, population of cities, towns, 
counties and also families. Covers 
21-county tri-state area. Issued by 
Cincinnati Enquirer. 


No. 3524. Analysis of Wet and Dry 
Areas in Ohio. 

Cincinnati newspaper coverage 
in wet, dry-by-glass and dry areas 
in the Ohio counties comprising 
the Cincinnati market. Published 
by the Cincinnati Enquirer. 


No. 3525. ‘And Pulled Out a 
Plum,’ 


Breakdown of Lorain Journal 
circulation and sales figures for 
Lorain and Lorain County, includ- 
ing retail sales, population and 
income figures. 


No. 3526. Growth That Changes 
Your Marketing Picture. 
Breakdown of population, hous- 

ing industry, retail sales and in- 

come, and media circulations in 
the Lorain Journal area showing 
growth over the past eight years. 


No. 3527. WSTV-TV Contour 

Maps. 

Contour maps for the Steuben- 
ville-Wheeling radio and tv sta- 
tions includes figures on popula- 
tion, income, families and retail 
sales. 


No. 3528. Census Tract Map. 

A large, four-color economic 
map of Toledo representing much 
information from the 1950 cen- 
sus. Data includes population, 
median family income and home 
ownership for each census tract 
as well as detailed description of 
the characteristics of each of 
Toledo’s urban, suburban and pro- 
posed shopping centers. Issued by 
the Toledo Blade and Times. 


No. 3529. Market Map. 
A map folder of Toledo's retail 


trading zone with a wealth of mar- 
leting information including dol- 
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Advertising Age, May 3, 1954 


lar sales in leading retail cate- 
gories, population of cities, coun- 
ties and towns in the area, income 
and newspaper coverage. Much of 


this data is also included for all of | 


Ohio’s eight major markets. Pub- 
lished by the Toledo Blade and 
Times. 


No. 3530. Ohio’s Best Beer Mar- 
kets. 


An annual analysis of total 


sales and per-capita consumption | 
by counties for each of Ohio’s| 
eight major markets. Also included | 


are figures on newspaper circula- 
tion and number of families for 
these same counties. Published by 
the Toledo Blade and Times. 


No. 3532. 1954 Akron Market Data 
Folder. 


This lists population, occupied 
dwelling units, circulation § of 
newspapers in Akron, Summit 
County and retail trading area. 
Comparison of retail sales, food, 
etc. Issued by the Akron Beacon 
Journal. 


No. 3533. Coverage Map. 

Radio and tv coverage map 
with figures on population, radio 
and tv homes, effective buying 
power, retail sales with break- 
down and ranking in nation for 
Toledo. Issued by WSPD, Toledo. 


No. 3534. Cincinnati Market Data 

Book. 

This lists population, effective 
buying income, retail sales, and 
breakdown, farm data and other 
figures for Cincinnati. Published 
by the Cincinnati Enquirer. 


No. 3535. Food Survey. 

Contains market distribution 
survey of nine classifications of 
food together with a relative sales 
position of the first 10 brands. For 
comparative purposes, a recap of 
the two previous surveys is in- 
cluded with the current data. Is- 
sued by the Sidney Daily News. 


No. 3536. New Car Sales. 

Sales data taken from county 
clerk of courts registration files 
is compiled for car makes. Issued 
monthly by the Sidney Daily 
News. 


No. 3537. Beer and Ale Survey. 
Contains market distribution 
survey of all brands of beer and 
ale together with relative sales 
position of the first 15 brands. For 
comparative purposes, a recap of 
the two previous surveys is in- 


LARGEST TRADE TERRITORY 


97.3% 


Of our circulation 
is confined to the 


EL PASO 


CITY AND RETAIL 
TRADING ZONES 


With a Family Coverage 
Ratio of 59.2% 


The Zl Paso Times 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


NATION § 


TWO Separate Newspapers 
30° Line BUYS BOTH! 


| cluded with the current data. Is- 


/sued by the Sidney Daily News. 


No. 3538. New Car Sales in Great- 
er Cleveland—1953. 

An analysis of the distribution 
of new passenger car sales during 
/ 1953 by Census tracts and econom- 
/ic areas of greater Cleveland. Pub- 
| lished by the Cleveland Plan Deal- 
er. 


No. 3539. Food Store Sales 
Greater Cleveland. 
A bi-monthly invoice and in- 
ventory audit of a store panel con- 


in 


press total county activity on se- 
lected commodity groups. The 


Plain Dealer. 


No. 3540. 1954 Food Facts of the 
Compact Cleveland Market. 


facilities for the distribution and 
sale of foods and food store prod- 
ucts in the 30 counties of north- 
eastern Ohio which compose the 
compact Cleveland market. Pub- 


\lished by the Cleveland Plain 
Dealer. 
No. 3541. Sales, Sales Sources, 


Sales Coverage in Cleveland. 


An analysis of consumer pur-— 


chasing by economic areas of 


tion of the population and sales 
of the other 29 counties which 


Plain Dealer. 


95 


‘Available Market Data—Local 


This is a full description of the To secure copies of data listed, use the handy coupons 


No. 3542. Drug Stores in Greater 
Cleveland. 

A complete route list set up for 
efficient coverage of all retail 
drug stores in the Greater Cleve- 
land area. Issued by the Cleveland 
Plain Dealer. 

No. 3543. Self-Service Grocery 
Stores in Greater Cleveland. 


A complete route list of all self-. 
ducted by A. C. Nielsen Co. to ex- greater Cleveland, and a descrip- service food stores of Cuyahoga) general information on Dayton 


County, with an indication of the 


‘economic characteristics of the 


‘check-out counters in each. Pub- 


lished by the Cleveland Plain 
Dealer. 


No. 3544. Consumer Analysis. 

An analysis of the products, use 
and brands popular in the Colum- 
bus zone as well as market trends. 
Issued by the Columbus Dispatch. 


_No. 3545. The Road to Dayton, O. 
| A 32-page booklet containing 


and its trade area, including in- 
_dustry (types and products), nat- 


brochure defines the details of |compose the compact Cleveland areas in which they are located, ural resources, banking statistics, 
this. Published by the Cleveland | market. Issued by the Cleveland and an enumeration of the active effective buying 


income, retail 


‘sales, population and dwelling 


| 


| 


There's a lot of talk 


families are going 


farm buildings and 


era! classifications! 


Midwest Farm Papers 
250 Park Avenue, New York 17 
59 East Madison St., Chicago 3 


“The Voice of Agriculture” 


Last fali, in our eighth annual survey, we asked 
3000 Prairie Farmer families what building they 
would do and what equipment they would buy in 
1954. Men were asked to answer questions on 


a few representative items: 


Impressive as these figures are, we think Prairie Farmers’ purchases 
will exceed them—as they did in 1952. Ask our representatives or 
write us direct for your copy of “1954 Buying Intentions.” Contact: 


Edward S. Townsend Co. 
Russ Building, San Francisco 4 
1324 Wilshire Blvd., Los Angeles 17 


PLACE YOUR PRODUCT STORY WHERE IT WILL BE READ, 
ABSORBED...AND ACTED UPON...IN THE 


Fred Wright 
505 North Ervay 


about the “farm price squeeze.” 


But in spite of such reports, Prairie Farmers tell 
us they'll spend MORE money to bay MORE goods 
in 1954 than in 1953. That confidence in the future 
warrants your attention. It means Prairie Farmer 


to purchase more, not less, of 


your products in the months ahead. A big, continu- 
- ing market for you! 


equipment; women were asked 


about the house, furnishings and home equipment. 
The completed survey shows that they'll duy move 
of every one of the 142 items listed under seven gen- 


Here’s what they told us about 


Dallas, Texas 


COLUMNS OF 


1230 W. Washington Blvd. 


NX / 


“Well Buy MORE in'54/” 


say Prairie Farmers 


BUILDINGS... 

Permanent Corn Cribs 4.5 | 10.9 142% 

Hog House (Build-Yourself) 5.8/ 11.9) 105% 
REMODEL HOUSE... 

Kitchen 2.8 7.4 164% 

Wallpaper 26.3 | 42.4 61% 
HOUSEHOLD FURNISHINGS 

Living Room 10.7 | 19.8 85% 

Rugs & Carpets 8.9 21.4 140% 
APPLIANCES... 

Clothes Dryer 3.7 8.0 116% 

Milk Cooler 1.7 3.5 100% 
PLUMBING... 

Pressure Water System 3.7; 7.0 89% 

Bath Tub 6.3 9.8 55% 
PAINT... 

Home, inside 18.5 | 38.0) 109% 

Home, outside 19.3 | 21.8 12% 
AUTOMOBILE EQUIPMENT 

Car (new) 8.6 | 17.4 102% 

Car Tires 15.4 | 30.1 95% 
GENERAL FARM EQUIPMENT 

Plows 4.5 8.0 77% 

Combine 5.3 6. 22% 

Corn Picker 5.5 | 10.6 92% 

Fence Posts (steel) 13.3 | 24. 84% 


PRAIRIE FARMER 


Over 408,000 
Subscribers! 


RAIRIE HARMER Ge 


Chicago 7, Illinois 


Telephone: MOnroe 6-9700 


Cac 


wv 


LAND 


“AGRICULTURAL 
CAPITAL OF THE WORLD” 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


units. Issued by the Dayton Daily 
News in cooperation with the Day- 
ton Chamber of Commerce. 


No. 3546. A Market Analysis of | 


the Dayton Market. 

A market analysis of the Dayton 
market including regular market 
data and special breakdown for 
foods, fuel, light, furniture and 
home furnishings, gasoline and oil, 
general merchandise, hardware 
and implements, hotels, house 
furnishings, home appliances, etc. 
Published by the Dayton Daily 
News-Journal Herald. 


No. 3547. Springfield Facts, Fig- 
ures, Features. 

A factual brochure of market 
information listed by history, 
area-climate, population, commun- 
ity life, industry, labor, utilities, 
transportation, protective services, 
education, housing and building, 
banking, trade and taxation. Is- 


sued by Springfield Newspapers 
Inc. 


No. 3548. Tri State Network Facts 
Folder. 
| Vital market statistics covering 
‘population, families, income, and 
‘retail sales for the Tri State Net- 
‘work (WKRC-TV, Cincinnati; 
| WHIO-TV, Dayton; WTVN, Co- 
'lumbus). 
No. 3549. Zanesville Newspaper 
Market Folder. 
| A file folder giving informa- 
‘tion on the Zanesville and south- 
eastern Ohio retail markets cov- 
ered by the Zanesville Ohio Times 
Recorder and Signal. Data covers 
population, income, retail and 
wholesale sales. 


No. 3550. Brand Distribution in 
Canton. 

| Brand distribution information 

‘on 23 selected grocery classifica- 

,tions including beverages, frozen 


foods, laundry products. Distribu- 
tion figures obtained from 100% 
sample of food outlets in Canton 
metropolitan area. Figures are 
presented for entire area and bro- 
ken into percentages for Canton 
and Stark County. Brands are 
rated according to distribution. 
Contains basic food market data. 
One copy free, additional copies 
$1.50 each. Published by the Can- 
ton Repository. 


No. 3551. WKBN Coverage Area 
and Market Data. 

Describes the WKBN, Youngs- 
town, coverage area in terms of 
industries and products, popula- 
tion, value of goods manufactured, 
number of wage earners, total 
wages, sales, agricultural data and 
circulation and audience data. 


No. 3552. WKBN, Two to One. 

Contains survey material on the 
Youngstown television market, in. 
cluding general market informa- 
tion such as total population, fam- 
ilies, and retail sales. 


No. 3553. The Summon Substance 
of WHK. 


BUY THE “BIG 


in Siouxland 


1. CIRCULATION 
2. READERSHIP 


3. SELLING IMPACT 


When your're selling in Sioux- 
land ... buy the 1 2 3 sales 
punch that produces results! 


~The Sioux City Sournal 


JOURNAL-TRIBU 


'7 


AV 


‘nk 
6\0U% lang 


peti Ea 
~ NEWS PAPERS \ 
y 
race 
SO. DAK. a 
ee own 


The Sioux City newspapers 
are the dominant sales medi- 
um in Siouxland. 


NE 


NATIONAL REP. JANN & KELLEY, INC. 


Measured service contour report 
on Cleveland radio stations WHK, 
WGAR, WTAM, WJW, WERE, 
WDOK, WJMO and WSRS. Maps 
and detailed engineering report. 
Issued by WHK. 


No. 3554. WHK Market Data Fold- 
er. 

Day-and-night contour maps of 
WHK and market data including 
primary counties, per cent of coun- 
ties covered, radio homes, retail 
sales, net effective buying income 
and total population covered. Is- 
sued by WHK. 


No. 3555. WICA Coverage Area 

Data. 

Presents market data for the 
-area covered by WICA, Ashtabu- 
la, including population, families, 
retail sales and tv homes. Break- 
/down by cities and counties for 
|this bi-state area. 


Another Reason Why 


WPTFE is 


North Carolina's 


Number One 
Salesman 


WP IF 


50,000 WATTS 680 KC 


PROMOTER . 


. . BUDDY VADEN 


Selling your products or services to Tobaccoland, USA? Buy 
WPTE and let Buddy Vaden help you get your sales campaign 


off to a running start! 


Buddy is WPTF’s Promotion Man. 


Skillful adaptation of all advertising media in support of your 


WPTF radio campaign 


is his number one responsibility. And 


that includes an effective merchandising program designed to 
get your product out front in Carolina’s finest stores. He’s 
another member of the team that makes WPTF your best 
radio buy in North Carolina! If you're interested in having 
Buddy Vaden go to work on your account, contact Free and 


Peters or WPTF. 
North Carolina's 


Number I Salesman 


NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


FREE & PETER 


NATIONAL 
REPRESENTATIVE 


R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 


No. 3139. WLW Consumer Market 
for Kitchen Wraps. 

This is the results of a survey of 
wax paper, aluminum foil and 
transparent rolls brand prefer- 
ences in the WLW market area, by 
rural-urban groups, income groups, 
age groups and sales districts. Is- 
sued about July 1 by Crosley 
Broadcasting Corp., Cincinnati. 
No. 3480. Some Market Facts 
About Cleveland. 

A brochure of data on greater 
Cleveland, compiled by the Cleve- 
land News, showing population, in- 
dustry, retail trade, housing and 
other information. Illustrated with 
maps. 


No. 3481. 1953 Columbus Dispatch 
Market Data. 

This folder analyzes 12 central 
Ohio counties as to population, in- 
come, retail sales and other data 
and includes Columbus market da- 
ta and a color map of Ohio with 
population figures for major cities. 
Issued by the Columbus Dispatch. 


No. 3482. Economic and Market- 
ing Map of Columbus. 

This is a map of Columbus 
showing streets, principal shop- 
ping areas, rental values by tracts, 
population and economic groups. 
Published by the Columbus Dis- 
patch. 


No. 3484. Columbus Market Refer- 
ence Facts. 

A sheet by WBNS-TV describing 
metropolitan Columbus and the 
Columbus trade area with data 
under headings of population and 
city, commerce and _ industry, 
transportation and education. 


No. 3485. The Metropolitan Cin- 
cinnati Market. 

A four-page folder that summar- 
izes the Cincinnati market with 
statistics on population, dwelling 
units, newspaper data, industry, 
market indices, principal cities, 
towns and villages and latest mar- 
ket indicators. Published by the 
Cincinnati Times-Star. 


No. 3486. Metropolitan Cincinnati 
Payroll Data. 

The Cincinnati Times-Star has 
issued this folder, its 17th annual 
payroll pwil, which shows when 
residents of greater Cincinnati are 
paid and how much they receive. 
The poll is based on payrolls of 
291 manufacturers and is supple- 
mented by monthly calendars that 
show day-to-day payrolls and 
what percentage each day’s pay- 
roll is of the month’s total. 


No. 3487. Cincinnati Times-Star 
Consumer Analysis of the 
Greater Cincinnati Market. 
This is the second annual edi- 

tion of this report which gives 

brand preferences, retail distribu- 
tion, shopping habits, income and 
rental data, home ownership in- 
formation, travel and _ vacation 
plans and _ other _ information. 
Available from the Cincinnati 
Times-Star. 


OKLAHOMA 
No. 3400. Healthy Heartbeats of 
a Growing Market. 

A four-page folder published by 
the Daily Oklahoman and Okla- 
homa City Times covers industrial 
building expenditures and _ the 
number of new plants built in the 
Oklahoma City area during the 
first six months of 1953. 


No. 3401. As 1954 Unfolds. 

The outlook for Oklahoma in 
terms of business activity, retail 
sales, construction, department 
store sales, durable and non-dur- 
able goods sales, jobs, farm income 
and total income is reported in a 
folder based on the University of 
Oklahoma’s bureau of business re- 
search studies. It’s available from 
the Daily Oklahoman and Okla- 
homa City Times. 


Advertising Age, May 3, 1954 


No. 3402. Why They’re So Pretty 
in Oklahoma City. 

This question raised by visitors 
to Oklahoma City is answered in 
a four-page folder published by 
the Daily Oklahoman and Okla- 
homa City Times. It covers annual 
family expenditures on cosmetics 
in this southwestern city and com- 
parisons with 49 other cities sur- 
veyed by the U. S. Bureau of La- 
bor Statistics. 


No. 3403. Oklahoma Ranch & Farm 
World. 

The 40-county “magic empire” 
farm area covered by the Okla- 
homa Ranch & Farm World, dis- 
tributed once a month with the 
Sunday Tulsa World, is outlined 
in a four-page folder available 
from the World. Farm market data 
as well as circulation of the Sun- 
day World and the supplement are 
included. 


No. 3404. Population and Circula- 
tion of World-Tribune. 

A four-page folder describing 
county population and total cir- 
culation of the Tulsa World, Tri- 
bune and Sunday Wor!d and infor- 
mation on cities and towns of 
1,000 or more in the Tulsa trading 
area is available from the news- 
paper. 


No. 3405. KCEB and Tulsa, ‘The 
Billion Dollar Market.’ 

An analysis of the Tulsa retail 
market area and the television ad- 
vertising potential of the region 
has been published in an extensive 
brochure by Television Station 
KCEB, Tulsa. 


No. 3209. Muskogee Market Data. 

The Muskogee Phoenix and 
Times Democrat has issued this 
folder covering population, retail 
sales, buying income, wholesale 
and retail outlets, with a map of 
the trading area. 


OREGON 
No. 3406. Market Data Report: 
Eugene-Springfield & Lane 
County. 

Marketing information from all 
available sources including income 
and purchasing power estimates is 
shown in a recently published set 
of data sheets available from Ra- 
dio Station KERG, Eugene. 


No. 3407. Register-Guard Market 

Data Report. 

Covering the Eugene-Spring- 
field and Lane County area, this 
set of data sheets includes basic 
market data compiled with the 
help of the Eugene Chamber of 
Commerce from 1950 Census fig- 
ures, Oregon state figures and oth- 
er sources. The seven data sheets 
on all phases of the market area’s 
character are available from the 
Eugene Register-Guard. 


No. 3408. Portland, Oregon, Con- 
sumer Inventory & Store Dis- 
tribution Check. 

Published in January of this 
year, this is a comprehensive re- 
port on brand usage by Portland 
families of food, drug and house- 
hold products, appliances and au- 
tomotive and apparel purchases. It 
is based on a personal interview 
survey conducted by Dan E. Clark 
II & Associates for the Portland 
Oregonian and is available from 
the newspaper. 


No. 3409. Sales Study of Portland 

& the Oregon Market. 

The Oregonian also has avail- 
able an illustrated booklet giving 
characteristics of the Portland 
market, grocery distribution and 
newspaper coverage. 


No. 3410. KPTV Coverage Map. 

Population data, buying income 
and retail, food, automotive and 
drug sales in the four counties 
covered by KPTV, Portland are 
included on this data sheet and 
coverage map available from the 
television station. 
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‘Triangle Outdoor 


Outdoor Painted Bulletin 
Displays in Chicago 


448 NORTH ORLEANS 


SUPERIOR 7-3502 
CHICAGO 10, ILLINOIS 
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THE NEWEST 


TALLEST 


WONDER in | 


FABULOUS 
SOUTH ™ 
FLO 4 l DA... i 


e<% 
s 
& 


WTW now =| 


telecasting a 
(100,000 watt = 
signal from its . © 


Station - delivering 
the maximum VHB 
signal to 1,055,700 & 
ents 


year roun 


in the Bil | 


POPULATION 
Served 


1,055,700 


FAMILIES Served 
327,600 


we 
ee 
eae 


t 
Retail Sales a 
-* a oes 
$1,356,382,000 - ) 
genie ih ae 
a ghee 
PN 


TOTAL NET 
EFFECTIVE 
BUYING INCOME 


$1,749,287,000. 


FORT PIERCE 
% STUART 


MIAMI 


* Sales Management 1954 


Get the complete 
story from your 
Free and Peters 
colonel - or write 
to Mitchell Wolfson, 
Pres. WTVJ, Miami. 
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CHANNEL 


| Philadelphia and its suburbs. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


| 


PENNSYLVANIA 
No. 3411. KDKA Market Data. | 


| A brief one-page summary of 
characteristics of the 15-county 
Pittsburgh trading area and the 
total trading area surrounding the 
steel city has been published by 
Station KDKA, Pittsburgh. 


No. 3412. KDKA Audience Action 
Map. 

Published the first of this month, 
this map shows counties in the 
Pittsburgh area from which KDKA 
regularly received mail during 
1953. Population, retail sales, farm 
families and income, and _ food, 
drug, auto, and general merehan- 
dise sales are included with the 
map, available from the station. 


No. 3413. Best Way to Spend This 

Summer. 

Station KDKA, Pittsburgh, of- 
fers this booklet emphasizing that 
retail sales in various categories 
maintain a strong position in Pitts- 
burgh during the summer months. 


No. 3414. Directory of Wholesale 
Grocers, Grocery Chains, Food 
Brokers in the Philadelphia 


Area. 

The Philadelphia Inquirer has | 
published this directory which lists 
the above food marketing outlets 
in alphabetical order under each 
classification—wholesale, chain 
and broker. 


No. 3415. Malt Beverage Distribu-| 
tors. 

Anybody who's licensed by 
the Pennsylvania Liquor’ Control 
Board to distribute beer in the 
counties of Philadelphia, Bucks, 
Chester, Delaware and Montgom- 


|offered by Station WFIL, Phila- 


ery is listed alphabetically in this 
little directory available from the, 
Philadelphia Inquirer. The news- | 
paper has also included a digest 


beverages. | 


Federal Savings & Loan Asso- | 

ciations. 

A booklet published by the Phil-_ 
adeiphia Inquirer lists the names 
and phone numbers of federal sav- 
ings and loan associations and 
state chartered associations of 
No. 3417. Telephone Directory of | 

Investment Bankers & Brokers. 

Similar to the preceding booklet, 
this directory covers investment. 
bankers and brokers in Philadel- 
phia as well as banks and trust. 
companies in Philadelphia and 
Camden, N. J. The Inquirer has 
the directory available. 


No. 3418. Industrial Growth in. 

Delaware Valley, U.S.A. 

Published the first of this month, 
this booklet describes the location, | 
size and character of growth of in- | 
dustry in the Delaware Valley} 
area, listing major, new and ex- 
panded industries during the post- 
war period. Available from the 
Philadelphia Inquirer, it includes 
a map, locating new plants, and 
notes on individual companies as 
well as data on population and 
sales in the area. 


No. 3419. Coffee in Delaware Val- 

ley, U.S.A. 

Based on a telephone survey of 
grocery outlets, the Philadelphia 
Inquirer has compiled this booklet 
giving coffee preferences and sales 
in the Delaware Valley trading 
area. Data on chain grocery super- 
markets in the area—by counties— 
is included. 


No. 3420. Bread in Delaware Val- 
ley, U.S.A. 

| The Philadelphia Inquirer made 
the same kind of study of bread 


No. 3421. Cough Lozenges in Dela- 
ware Valley, U.S.A. 
Following the same pattern as_ 
the coffee and bread reports, this 
booklet offered by the Philadel- 
phia Inquirer covers distribution 
and sales of cough drops. 


No. 3422. Pennsylvania Liquor 
Facts—Best Selling Whiskies 
for 1953. 

The Philadelphia Inquirer has 
updated its report on the sale of 
whisky in Pennsylvania by brands 
to cover 1953 records. The newspa- 
per has provided this study of 
liquor sales for nine years and 
gives brand standings for 45 whis- 
kies. 


No. 3423. Philadelphia Automo- 
tive Facts. 

Another Philadelphia Inquirer 
market data service of long stand- 
ing is this study of the automotive 
market in Philadelphia. The 1953 
report, a 24-page booklet giving 
sales by makes, in relation to 
households, etc., and market in- 
formation, is the seventh yearly 
report the paper has published. 


No. 3424. The Philadelphia Farm 

Market. 

Published in March, this sum- 
mary of the Philadelphia farm 
market includes statistics on popu- 
lation, gross farm income, total 
retail expenditures, average retail 
expenditure per farm and radio 
farm family, and other data. It is 


‘No. 3427. 


delphia. 


No. 3425. A Close Look at the' 
WFIL Coverage Area. 
A tabular presentation of popu- 
lation and market data by coun-| 
ties covered by the station is of-| 
fered in this series of data sheets 
provided by WFIL, Philadelphia. 


{ 


WFIL-TV Coverage Data. 
Data similar to the above but 


by the Philadelphia tv outlet. 


| lation, 
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WEEU-TV Coverage 
Map. 

The coverage area of WEEU-TV, 
Reading, Pa., is shown on this map 
offered by the u.h.f. television sta- 
tion. 


No. 3428. The Greater Philadelphia 
Market Book. 


Based on U.S. Census data, this 
80-page book contains information 
on the eight-county Philadelphia 
market area compiled by the Phil- 
adelphia Bulletin. It has a map of 
the whole market, population and 
housing data, trade information 
and a variety of miscellaneous 
pieces of information concerning 
the Quaker City. 


No. 3429. This Is WCAU Radio— 
January, 1954. 


Starting out with the statistical 
fact that it’s easier to find a radio 
than a bed in the U. S., radio sta- 
tion WCAU summarizes its listen- 
ing market and gives data about 
the Philadelphia market in gen- 
eral in this 36-page brochure pub- 
lished last January. Radio’s im- 
pact is also compared with maga- 
zine circulation. 


No. 3430. York, Pa., City Map & 
Street Guide. 


A pocket-size foider including 
a city map of York, Pa., and the 
metropolitan York area and in- 
come sources in the area, is of- 
fered by the York Gazette & Daily. 


No. 3431. Metropolitan York Means 
York County. 


Another offering of the Yori 
Gazette & Daily, this folder rep- 
resents an analysis of the popu- 
income, income. sources, 
labor force, retail outlets and sales 
volumes for York County. A rank- 


{ing of York County among Penn- 


sylvania’s 67 counties in most mar- 
ket indexes and a detailed map of 
the circulation of the newspaper is 
included. 


of the state’s laws regarding malt No. 3426. A Close Look at the | No. 3432. The Greatest Bargain in 


Television. 
A folder published by WJAC- 


No. 3416. Telephone Directory of |applicable to WFIL-TV is offered TV, Johnstown, is subtitled “Pay 


for one market, cover three mar- 


DAVENPORT-MOVES AHEAD 
WITH OZARK AIR LINES 


Transfer of 
Ozark Air Lines from the 
Quad-City Airport to Davenport 
Municipal Airport is another 
indication that Davenport is the 
“first and most progressive of the 


Quad-Cities. 


y 


AND LEADING ADVERTISERS MOVE AHEAD 
WITH THE DAVENPORT NEWSPAPERS — 
“FIRST” IN QUAD-CITY CIRCULATION 


Only Davenport Newspapers Provide 


Effective, Home-delivered 


MORNING 
DEMOCRAT 


Sunday DEMOCRAT & TIMES 


Quad-City Circulation 


Evening 
DAILY TIMES 


Serving the Quad-Cities of 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE and EAST MOLINE, ILLINOIS 
HEADQUARTERS: DAVENPORT, IOWA . 


Represented Nationally by 
JANN & KELLEY, INC, 


consumption in its trading area as| 


it did for coffee and offers this re- 
/port summarizing the study. 
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kets” and includes the station’s 
coverage map and data on the pop- 
ulation, families, retail food and 
drug sales and effective buying in- 
comes of residents of the area. 


No. 3433. The Harrisburg Market. 


A study of population, sales and 
newspaper circulation in the Har- 
risburg area, published by Patriot. 
News Co. last January. It includes 
a map of the area and population 
and sales figures. 


No. 3434. The Harrisburg Market 
& The Patriot-News. 


A 30-page booklet published by 
the Harrisburg Patriot-News cov- 
ers population data, retail sales, 
drug store sales, buying income 
and circulation and market com- 
parisons for the Harrisburg cover- 
age area. 


No. 3435. Pennsylvania’s Third 
Richest Market. 


This description applies to the 
coverage area of WILK-TV, 
Wilkes-Barre, reported in a folder 
published by the station and in- 
cluding a coverage map and a 
summary of market information. 


No. 3436. Seven-League Boots. 

Another folder published by 
WILK-TV in Wilkes-Barre shows 
the u.h.f. station’s coverage and 
reports comments from viewers. 
The market, also including Scran- 
ton, is described as the 24th larg- 
est market in the country. 


No. 3437. WBRE-TV Coverage. 


Another Wilkes-Barre u.h.f. sta- 
tion’s coverage area and market 
statistics are covered in this folder 
published by WBRE-TV. 


No. 3438. The Bare Facts About 
Bethlehem, Pa. 


The title of this booklet is ap- 
propriately illustrated with bears. 
It describes market characteris- 
tics of Bethlehem, Pa., in a light 
vein but includes all pertinent 
market data concerning popula- 
tion, retail sales, etc. It is avail- 
able from the Bethlehem Globe- 
Times. 


No. 3439. Pennsylvania Newspa- 
per Directory & Advertising 
Rate Guide. 


Pennsylvania Newspaper Pub- 
lishers Assn. offers this guide giv- 
ing separate lists of daily and 
weekly newspapers in Pennsylva- 
nia, rate information, circulation 
figures, mechanical requirements 
and other data. It is available free 


TERRE HAUTE 


“FonitigSedler 


NEW MARKET FOLDER 
NOW available 
Write for Your Copy Today 


TRIBUNE-STAR' 


Total Population. ..282,700 
Met. County Area...108,500 


GROCERY SALES __.. 
DRUG SALES ... 


. . $66,619,000 
. $ 7,830,000 


Figures Sales Management's 
1953 Beying Power teswe 


The Terre Haute Tribune-Star 


Circulation: Daily Over 59,000 
Sunday Over 47,00 
E. A. Faulkner Associates, Representatives 


to advertisers, but others interested 
will be charged $2.50 for the 32- 
page directory. 


No. 3441. Midnight Listening. 

A study of after-midnight listen- 
ing habits based on a survey con- 
ducted by WIP, Philadelphia, over 
a three-week period to determine 
frequency of listening by days, 
average number of hours listeners 


were tuned in, sex, age and oc- 


cupation of listeners, and where. 
they listened. It is available from | 


the station. 


No. 


3440. WLBR-TV Coverage | wailabie Market Da Local 
Map. A 7 


In addition to a coverage map, | To secure copies of data listed, use the handy coupons 
WLBR-TV, Lebanon u.h.f. station, 
gives audience data (farm and ur- radio stations in Philadelphia gives ropolitan area, 14-county greater 
ban) for its coverage area which the different features offered by | Philadelphia market and the 60- 
includes Reading, Harrisburg, Lan- each and their various costs. It is county Third Federal Reserve Dis- 
caster, York, Lebanon and Potts- | offered by WIP, Philadelphia. 'trict. It is available from the Phil- 

No. 3443. 1954 Circulation and |@4etphia Bulletin, 


ville. | 
‘ Coverage Booklet. | No. 3444. The Greater Philadelphia 
No. 3442. What’s the Real Story of An analysis of population and Market Book. 
Merchandising? families, circulation and family Another contribution of the 
A folder describing the mer- coverage by counties and towns in Philadelphia .Bulletin, this. is an 
chandising efforts of four network the eight-county Philadelphia met- analysis of population and housing 


‘PETROLEUM 
PROCESSING 


nULY 
o oo 


1953 
=) 
Lead 
o 


1954 
z 


PAID CIRCULATION Samm 


15,208 
15,222 
15,296 
15,293 
15,283 
15,398 
15,222 
15,318 
15,496 
15,387 
15,406 
15,456 
TOTAL EFFECTIVE CIRCULATION 


Rapid conversion to “paid” proves usefulness to readers 


LOOK INTO 
THE FUTURE 


LOOK INTO 
PETROLEUM PROCESSING 


I. LEss than one year, MeGraw-Hill’s 
Circulation Department has converted 
nearly 60% of Petroleum Processing’s 
circulation from free to paid. 

The fact that so many readers are so 
willing to pay for it proves that Petro- 
leum Processing’s concept of the need 
for thorough penetration in the refinery 
market is correct, and that refinery 
men appreciate the editorial excellence 
of the publication—its specialized, con- 
cise, and authoritative coverage of in- 
formation dealing with their real prob- 
lems. 

The conversion program is being 
handled with great care to insure high 
quality of all subscribers, and to assure 
thorough coverage of the petroleum 
processing industry.* In the conver- 
sion, McGraw-Hill’s 190 field circula- 
tion representatives—who really are 
reading counsellors for men who want 


_, to get ahead in industry —are conduct- 


ing the first real canvass of buying in- 
fluences ever made in the refinery in- 
dustry. 

This face-to-face contact with read- 
ers pays other dividends than superior 
circulation coverage of a market. The 
reasons people buy, or decline to buy, 
a subscription to your publication are 
an invaluable aid in editorial planning. 
The kind of contact which comes when 
the subscriber has to “lay his money on 
the line” affords a check on the pub- 
lication’s usefulness that no editorial 
interviews or readership research can 
achieve. 

To present your advertising message 
to the buying factors in the fast-mov- 
ing petroleum refining industry, you 
need the thorough penetration you get 
only from Petroleum Processing—with 
by far the largest circulation in the 
refinery field and the most alert edi- 
torial coverage. 


*Complete circulation specifications, showing lists of acceptable titles, available on request. 


PETROLEUM 


WOW 


A McGRAW-HILL 
PUBLICATION 


330 WEST 42ND STREET, 


PROCESSING 


NEW YORK 36, N.Y. 
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There’s MORE THAN MEETS 
The “I” in ILLINOIS 


For example: — 
PEORIArea is not shown on any _— .. . BUT advertising 
executives KNOW it is one of the BEST Markets in the coun- 
try — TOPS for TESTS, Too! 


Metropolitan Peoria . . . hub of the rich PEORIArea . . . is 2/4 
times as large as Peoria. With a population of 265,000, it ranks 


98th* in Population . . . 16th* in Per Capita Retail Sales and 
3rd* in per capita BUYING INCOME in the Metropolitan areas. 
What a Market for the “A” schedule. 


*950M to 400M Pop. group . . . $.M.’s Survey of B.P. 


PEORIA JOURNAL STAR 


Daily Circulation Exceeds 100,000 
Covers All Peoriarea 


Represented Nationally by WARD-GRIFFITH CO., Inc. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


characteristics of Philadelphia and 
its surrounding market area. A 
breakdown of retail trade by types 
of stores, counties and communi- 
ties of 2,500 population or more is 
included. 


No. 3445. Philadelphia Cost Per 
Thousand Slide Rule. 

WPTZ in Philadelphia offers an 
unusual slide rule giving cost-per- 
thousand figures for any amount 
of air time purchase and compari- 
sons with other stations. The sta- 
tion calls it its “contribution to 
the less work for television time- 
buyers campaign.” 


No. 3446. The York, Pa., Market. 
Susquehanna Broadcasting Co. 
has this illustrated folder giving 
facts on population, employment 
and industry, as well as retail sales 
and farm income for York Coun- 
ty, covered by Susquehanna’s u.h.f. 
outlet, WSBA-TV. 


aoe ee 


come of $1,287,332,000. New 


products, new packaging and 
dising ideas. 


ae oe. 


alone is over 100%. 


~— 
ss 
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It's a compact, stable, city-state 
market that boasts retail sales of $925,- 
573,000 and consumer spendable in- 


England's 


second largest market is the nation's 
19th, and it's selected year after year 
by leading advertisers for testing new 


merchan- 


For maximum impact plus effective, 
economical coverage, plan consistent 
and insistent advertising in The Provi- 
dence Journal-Bulletin. Successful ad- 
vertisers rate it an operating necessity 
in the Providence-Rhode Island market, 
since coverage of A.B.C. Providence 


Combined Journal-Bulletin Circulation, 191,022 
Providence Sunday Journal, 179,179 


PROVIDENCE 
JOURNAL-BULLETIN 


MORNING — EVENING — SUNDAY 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


NEW YORK — DETROIT — CHICAGO — PHILADELPHIA 
BOSTON — SAN FRANCISCO—ATLANTA 


No. 3447. The Pittsburgh Market. 

A study of population, sales and 
newspaper circulations prepared 
by the Pittsburgh Post-Gazette 
and including a 14-county map of 
the Pittsburgh market. 


No. 3448. The Pittsburgh Food 

Market. 

The Pittsburgh Post-Gazette of- 
fers this map of the Pittsburgh 
area showing food sales in each 
area and a breakdown by food 
stores, sales, population and fam- 
ilies. 


No. 3488. A Market Analysis of 
the McKeesport Market Area. 
A 34-page booklet containing re- 
sults of a survey of the McKees- 
port market area. Included are 
facts and statistics on population, 
labor force, retail and wholesale 
sales, expenditures and break- 
downs by classification of business 
and other information. Issued by 
Bottinelli-Kimball Inc., New York 
newspaper representative, for the 
McKeesport Daily News. 


No. 3168. Shoppers in Wilkes- 
Barre and Scranton Who Come 
to Town by Trolley and Bus. 

Roscoe Transit Advertising Co. 


has issued this study of retail stores 


in Wilkes-Barre and Scranton, Pa., 
to show how shoppers traveled to 
town. The study says 64.3% in 
Scranton traveled by trolley or 
bus, and 68.3% in Wilkes-Barre 
traveled by trolley or bus. 


No. 3901. KYW Audience Action 
Map. 

This coverage map is based on 
an analysis of 100,000 pieces of 
mail received during 1953 and tab- 
ulated by counties. It is issued by 
KYW, Philadelphia. 


No. 3902. 1% Billion Dollars. 

A map of the Delaware River 
Valley with data on the industrial 
expansion of the area, this folder 
is issued by the Wilkes-Barre Rec- 
ord and Times-Leader-News. 


No. 3903. Pennsylvania’s 
Largest Food Market. 

Total food sales in leading Penn- 
Sylvania cities are tabulated in 
this report prepared by Wilkes- 
Barre Record and Times-Leader- 
News. 


Third 


No. 3904. Engineering and Mail 
Coverage Map. 

This folder issued by WPTZ, 
Philadelphia, in addition to a cov- 
erage map contains data on the 
number of television homes in pri- 
mary, secondary and tertiary re- 
ception areas. 


No. 3905. Market Data Information. 
A series of data sheets contain- 
ing a county-by-county breakdown 
of coverage of population, homes, 
effective buying income, total re- 
tail sales, farm income, food sales 
and drug sales, this report is pub- 
lished by WPTZ, Philadelphia. 


No. 3906. WCHA-TV Area Infor- 
mation. 

Population, number of families, 
family income and number of tel- 
evision sets in its reception area 
are tabulated in this brochure by 
WCHA-TV, Chambersburg. 


No. 3907. Reading and Berks Coun- 
ty Market Data. 

WEEU, Reading, has compiled 
statistical data on the Reading pop- 
ulation, retail sales, income, farm 
activities and other items for this 
folder. 


No. 3908. New Statistical Abstracts. 

Statistical abstracts have been 
compiled by Pennsylvania State 
University for each of the’ cities 
of Altoona, Erie, Meadville, Mey- 
ersdale, Oil City, Somerset, 


Stroudsburg and Williamsport. 
Each report costs 20¢ plus 1% sales 
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Advertising Age, May 3, 1954 


tax for orders from Pennsylvania. 


No. 3909. This is Greater Philadel- 
phia. 

The Evening Bulletin & Sunday 
Bulletin has issued this booklet of 
reprints of factual articles showing 
industrial, residential, retail trade 
and civic growth and development 
of the Philadelphia area. Illustra- 
tions, charts and graphs are in- 
cluded in the 44-page publication. 


RHODE ISLAND 


No. 3449. Set Reports & Market 
Data. 


Data sheets published by WJAR- 
TV, Providence, give population, 
families, effective buying income, 
_sales and tv set ownership in the 
station’s coverage area. 


No. 3450. WJAR-TV Coverage Map. 


Following its power increase to 
200 kw, WJAR-TV, Providence, 
issued this coverage map indicat- 
ing its audience and market. 


SOUTH CAROLINA 


No. 3451. Equal to the Greatest in 
the South. 


The Dixie-Home food chain is 
described in terms of facilities, 
store locations by market areas, 
number of stores, sales volume 
growth and executive personnel in 
this folder published by the South 
Carolina State and Columbia Rec- 
ord. 


No. 3452. WIS-TV Market Data. 


A tabular presentation of essen- 
tial data on the market for WIS- 
TV, Columbia, S. C., tv outlet. 


No. 3453. Greenville News-Pied- 
mont Data Sheet. 


A single sheet presenis popula- 
tion and circulation data for nine 
Carolinas cities, indicating circu- 
lation of leading newspapers in 
each community. It is available 
from the Greenville News and 
Piedmont. 


No. 3208. Columbia Market Data. 


The Columbia State and Record 
have issued a market data folder 
covering population, retail sales, 
buying income, wholesale and re- 
tail outlets and a map of the trad- 
ing area. 


SOUTH DAKOTA 


No. 3454. Don’t Sell the Lady 
Short. 


This folder contains the results 
of a survey on advertising media 
preferences among Aberdeen 
housewives, published by the 
Aberdeen American-News. 


No. 3455. 1954 Business Survey & 
Market Guide of Rapid City. 


An extensive booklet published 
by the Rapid City Daily Journal 
gives 20-year statistics on major 
industries, wholesalers, tourist 
business, population growth, finan- 
cial business, building, military, 
mining and agriculture develop- 
ments in the area. 


No. 3456. KISD Coverage Map. 


Published the first of this month, 
this coverage map gives data on 
radio homes and population in 
primary and secondary areas with 
retail sales broken down by types 
of products. It is available from 
Station KISD, Sioux Falls. 


No. 3457. Sioux Falls Standard 
Market Data Folder. 

The 14-county ABC retail trad- 
ing zone for Sioux Falls is de- 
scribed in this eight-page folder 
published by the Sioux Falls Ar- 
gus-Leader last fall. 


No. 3915. South Dakota’s Biggest 
Farm Market. 

Population, number of families, 
radio homes and retail sales vol- 
ume for its listener area are listed 
for 1953 in this sheet prepared by 
KIJV, Huron. 


TENNESSEE 
No. 3458. The Chattanooga News- 


ee en eee TO OBTAIN MARKET DATA USE THIS COUPON 


A single sheet summarizing the 


market characteristics of Chattan- Readers’ Service Dept., ADVERTISING AGE 


ooga, including the market’s na- 


tional rank in a variety of cate- 200 E. Illinois St., Chicago 11, Ill. 


gories. It is available from the 
Chattanooga News-Free Press and 
Times. 


Please send me the following market data (insert number of each item wanted): 


No. 3459. A Billion Dollars Is Still 
a Lot of Money. 


Brand new this month is this 
folder giving county-by-county 


information on the Nashville mar- 
ket, including population, families, 
effective buying income, retail Name 


sales and circulation figures for 
the Nashville Banner and Tennes- Company 
sean. 

. Address 
No. 3460. A Great Market Awaits 


You in Rural Middle Tennessee. 
Published by the Nashville Ban- 
ner and Tennessean, this letter- 
size folder shows the number of 
electrified farms and percentage 


SOLID CINCINNATI 
READS THE 


CINCINNATI 


"J. B. says he won’t have anybody forgetting the 
Daily Enquirer has the most WOMEN READERS in Cincinnati.” 


LEADS IN CITY ZONE CIRCULATION + NO. 1 WITH WOMEN, TOO. 


For more proof of The Daily Enquirer's preference 
by Cincinnati women write for Special Survey's new 
study “Cincinnati Newspaper Profiles.”’ It’s one 
more reason why there’s no longer any doubt 
about your basic buy among Cincinnati dailies. 


he 


CITY ZONE CIRCULATION 


Daily Enquirer 133,780 
Times-Star 129,263 
Post 126,215 


Sunday Enquirer 209,504 
Source: A.B.C. Publishers’ Statements, September 30, 1953 


Represented by Moloney, Regan and Schmitt, Inc. 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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This coupon not valid after August 2, 1954. 


of increase from 1940 to 1950 in the 
middle Tennessee market area. 


Advertising Age, May 3, 1954 


able free to advertisers and agen- 
cies, $1.50 to non-advertisers from 


Electric appliance sales for metro- the media of the area. 


-politan Nashville are also shown, | 


together with a map of the mar- 
ket area. 


‘No. 3461. WMPS Coverage Map. 

A contour coverage map for 
-WMPS, Memphis, includes urban | 
and rural market data for the 
area reached by the station. 


No. 3462. Grocery Distribution in 
Knoxville. 

This is a report on a survey of 
grocery brands in Knoxville, avail- 
lable from the Knoxville News- 
Sentinel. 

‘No. 3463. Trade-Ho: Tri-Cities 
| Golden Trade Area. 

| Published in March, this bro- 
‘chure covers market information 
for 14 counties in Tennessee, Vir- 
ginia and North Carolina, includ- 
ing Bristol, Johnson City, Kings- 
port and Elizabethton as_ the 
tri-city area. Issued by the Tri- 
Cities Advertising Club and avail- 


STRIKING AUDIENCE 
with Billions* to Spare 


. *Effective Buying Income (Sales Management 1952 est.): $2,918,419,000 


WNAX-570 has just completed its 5th Annual 
5-State Bowling Tournament, the largest 

sports promotion ever undertaken by an American 
radio station, with prizes of $27,000 in cash 


and $6,000 in merchandise. 


9195 


9,195 male bowlers scattered pins all over 

Big Aggie Land. Regional tournaments were held 

in Fargo and Bismarck, North Dakota; Aberdeen 
and Sioux Falls, South Dakota; Columbus, Nebraska; 
and Sioux City, lowa. 168 finalists went so far 

as to fly, drive or walk a total of 61,214 miles 


to take strikes at top honors in Sioux Falls. 


SO? 


So we think it’s important to advertisers. 

The Tournament demonstrates our vast coverage, 
shows that when you set up commercials in our 
alley, the Big Aggie Land audience (potential over 
2 million) gets out and does things. 


Spare a moment to talk to the Katz Agency. 


WNAX-570 


Yankton-Sioux City 


CBS 


Represented by The Katz Agency 


WNAX-570, a Cowles Station, is under the same manage- 
ment as KVTV-Channel 9, Sioux City, the tv station reach- 
ing 31 farm-rich counties in lowa, Nebr. and S. Dak. 
with 556,500 population and $653 million in ‘52 retail sales. 


No. 3556. Wichita 


No. 3210. Jackse:1 Market Data. 


The Jackson Sun has issued a 
folder covering population, retail 
sales, buying income, wholesale 
and retail outlets, with a map of 
the Jackson trading area. 


No. 3212. Data Book, Knoxville 
Market. 


The Knoxville Sentinel has is- 
sued a general data book on its 
market, including city maps, trade 
area maps and city zone maps. 


No. 3910. Memphis Consumer Pan- 
el Study Report No. 18. 


These reports esmpiled by the 
Commercial Appeal and Press-Sci- 
mitar cover the last six months of 
1953 period of monthly reports 
from 300 representative Memphis 
families participating in the Mem- 
phis Publishing Co.’s continuous 
study of drug and grocery purchas- 
es. Data includes total purchases 
by store, by brand and by race. 
One report covers grocery items, 
the other drugs. 


No. 3911. Growing Memphis. 
This Memphis Publishing Co. 
folder consists of reprints of 1953 
news stories and photos highlight- 
ing the business and_ physical 


growth of the Men-fhis area. 


TEXAS 


Falls 

Analysis Statistics. 

A compilation of statistics on 
population, families, buying in- 
come and retail sales supplied 
from 1950 census figures and 
other sources for the years 1950 
to 1954. Published by KFDX-TV, 
Wichita Falls. 


Market 


No. 3557. Facts and Figures for 
Kilgore. 

A brochure containing a map of 
the trade area, official population 
figures, buying power information, 
pictures and data about Kilgore. 
Published by the Kilgore News 
Herald. 


No. 3558. The Strangest Street in 
America, 

Factual data on the Rio Grande 
Valley gathered from authentic 
sources. Includes figures on popu- 
lation, income, retail and whole- 
sale outlets, land and mineral 
resources, retail sales by clas- 
sification, farm income, motor 
vehicle registrations, construction, 
etc. issued by the Rio Grande 
Valley Group, Harlingen—the Har- 
lingen Star, McAiien Monitor and 
Brownsville Herald. 


No. 3559. The San Antonio Mar- 
ket. 

A study of population, sales, in- 
dustry and emplo;ment and re- 
tail outlets in the standard San 
Antonio metropolitan: market. Is- 
sued by the San Antonio Light. 


No. 3560. The Houston Market. 
Data on population, sales, gro- 
cery and drug products and indus- 
try and employment in Houston. 
Published. by the Houston Post. 


No. 3561. Sales and Advertising 
Planning and Pay Day Calen- 
dar. 

Issued monthly (30 days in ad- 
vance) this calendar shows each 
day’s proportion of pay days for 
that month in Houston. Prepared 
by the Houston Press. 


No. 3562. Coverage Map and Pro- 
gram Schedule for Abilene. 


This folder contains both day- 
| time and nighttime coverage maps, 
/Showing population, homes, radio 
/homes, retail sales, farm popula- 
tion, farm households and farm 
‘radio homes for each coverage 
area. Also shows county popula- 
\tion, families and radio families. 
|Current program schedule for 
_KRBC, Abilene, included. 
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No. 3563. KFRO East Texas Map. 

A coverage map for KFRO, 
Longview, with data on popula- 
tion, households, automobile own- 
ership, income, retail outlets and 
sales and wholesale sales as well 
as figures on the farm market. 


No. 3564. Corpus Christi Market | 
Information. 

This folder contains up-to-date 
circulation figures and 1953 mar- 
ket data on buying power for the 
11-county Coastal Bend area cov-| 
ered by the Corpus Christi Caller 
and Times. 


No. 3565. KWBU and Its Market. |. 

A manila file folder containing 
coverage, population, industry lists, 
etc., compiled by KWBU, Corpus 
Christi. Tells story of Spanish pop- 
ulation. 


No. 3566. Beaumont Housewives 

Brand Preference Survey. 

A cross section survey showing 
brand preferences of Beaumont 
housewives on 72 different food 
items. Prepared by the Beaumont 
Enterprise & Journal. 


No. 3567. 17 Markets in Texas and 
Louisiana Analyzed. 

These markets are outlined and 
analyzed by newspaper coverage 
with data on population, income 
and sales. Published by the Beau- 
mont Enterprise & Journal. 


No. 3568. Grocery Store Distribu- 
tion in Beaumont. 

This distribution survey made 
by the Beaumont Enterprise & 
Journal shows standing of 72 dif- 
ferent food classifications. Better 
than 10% of grocery stores sur- 
veyed. 


No. 3569. Dallas Metropolitan Area 

Study. 

Population charted by income 
area groups showing auto owner- 
ship, refrigerator ownership, edu- 
cation, occupation, age patterns 
and distribution of the Dallas 
Times Herald circulation. 


No. 3570. Economic Factors, Dallas 

ABC Retail Trading Zone. 

This study includes population, 
retail sales, scholastics, automo- 
biles, trucks, births, deaths, de- 
posits, loans, bond sales, farms, 
income, gas and electric meters and 
Times Herald circulation for Dallas 
County and the 19 counties of the 
retail trading zone. 


No. 3571. Hands Off. 

A statistical review of the con- 
dition of the five-county Temple 
market covering retail sales, pop- 
ulation and method of merchandise 
movement. Published by the Tem- 
ple Daily Telegram. 


No. 3572. Temple-Waco TV Mar- 
ket. 

This basic folder describes the | 
Temple-Waco tv market = and/ 
KCEN-TV facilities. Inserts con- | 
sist of rate card, coverage maps, 
program schedules, latest set count, 
details of certain programs and 
market data sheets giving popula- 
tion, families, retail sales, buying | 
income, etc. 


No. 3573. Liquor Distribution Sur- 
vey. 

A complete distribution picture 
of beers, wines, gins and whiskies 
in El Paso County, in the 11 
counties of West Texas and 12 
counties in southern New Mexico. 
Published by Newspaper Printing | 
Corp., El Paso. 


No. 3574.The Big Package for 1953. | 

A complete market data on the | 
24-county El Paso area showing. 
population, families, total retail 
sales, food sales, furniture sales, | 
automotive and drug sales per| 
capita and family income by towns | 
and counties. Also, complete in- | 
dustry manufacturing figures. | 
sued by Newspaper Printing Corp. | 
(El Paso Times and Herald-Post.) | 


No. 3575. Grocery Product veel 


tribution Survey. 


Grocery distribution survey of 
75 different food classifications in 
the city of El Paso. This survey 
gives a percentage of distribution 
on all brands under these various 
classifications. Prepared by News- 
paper Printing Corp., El Paso. 


No. 3576. KTXL-TV Fact File. 
Contents include coverage map, 
station and market information, 
population surveys, retail outlets, 
all retail trade, etc., for San An- 


gelo. Issued by Westex Broadcast- 
ing Inc., San Angelo. 


No. 3577. Texarkana—Four States 
Market. 

Market data covering population, 
retail sales, etc., for Texas, Ark- 
ansas, Oklahoma, and Louisiana 
markets covered by KCMC, Tex- 
arkana radio station. 


No. 3578. Corsicana Market Data. 


Population, retail sales, income, 


103 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


data for Corsicana. Issued by the 
Corsicana Daily Sun and Corsicana 
Light. 


/No. 3579. Food Is Your Business. 
A complete story of food busi- 
ness in Fort Worth and West 


_Texas, including list of leading 
\food stores and regular newspaper 


showing all national food advertis- 
ing in Fort Worth newspapers dur- 
ing 1952 and the first 10 months 
of 1953. Fort Worth Star-Telegram 
coverage story is also told in the 
booklet. 


No. 3580. 1953 Market Map. 
A description of the Fort Worth 


automobile ownership, and other |advertisers. Also a linage report’ Market, with figures on popula- 
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To climax its sponsorship of the 
1954 Vanderbilt basketball games 
on WSM-TV, the Third National 
Bank in Nashville, through the 
Doyne Advertising Agency, pre- 
sented on March 9 the Kentucky- 
LSU Conference Championship 


Game — and was 


promptly 


swamped with expressions of 


gratitude, 


including no fewer 


than 25 long distance telephone 


calls immediately after the game: 


In a letter to WSM-TV, Third 
National Vice-President J. W. 
Clay called the venture “one of 


the finest advertising and public 


relations efforts we have ever 


made ... it is 


impossible to 


count the expressions of thanks 
... they ran into the hundreds.” 


And he adds: “We are already 
looking forward to next season!” 


It’s a pretty good clue, we 
think, to the power of WSM- 
TV’s sports coverage—some- 
thing you'll want to investi- 
gate for your own clients. 


Contact Irving 


Waugh or 


any Petry Man for details. 


W S M ' T V Channel 4, Nashville 
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Wit a mass product, you buy mass 
markets. Mid-America is one —a mass 
market, dominated by farmers. You can’t 
sell Mid-America without farm families, nor 
the magazine that concentrates on them 
alone! 


tion, retail sales, families, etc. 
Also the story of the Fort Worth 
Star-Telegram’s daily and Sunday 


coverage. 


No. 3581. 1954 Buyer’s Guide. 


A classified directory of whole- 
salers’, jobbers’ and manufactur- 
ers’ merchandise and service that 
can be delivered from Wichita 
Falls. Prepared by the Wichita 
Falls Record-News and Times and 
the Wichita Falls Chamber of Com- 
merce. 


No. 3582. Wichita Falls Market 
Analysis. 


This is a market analysis of re- 
tail and wholesale trade zone, 
showing population, families, ef- 
fective buying income, cash farm 
income, employment by industry, 
retail sales, retail outlets and 
wholesale sales. Figures from 1950 
to 1954. Issued by KWFT-TV, 
Wichita Falls. 


No. 3583. Monthly Circulation 
Statement and Statistical Data. 


A monthly bulletin showing cir- 
culation comparisons for the Wich- 
ita Falls Record-News and Times 
and important statistical data in- 
cluding postal receipts, bank clear- 
ings, etc. 


No. 3584. The Lubbock 34-County 
Market Covered by KCBD-TV. 


General information on KCBD- 
TV programs and businesses. Spe- 
cific information on the 34-county 
income. A breakdown of the mar- 
ket by counties in all major clas- 
sifications with information re- 
garding local conditions in each 
classification. 


No. 3211. Houston Market Data. 


The Houston Chronicle has is- 
sued a folder of market data in- 
cluding population, retail sales, 
buying income, wholesale and re- 
tail outlets, with a map of the 
Houston trading area. 


No. 3912. Texas’ New Major Mar- 
ket. 


Issued by KDUB-TV, Lubbock, 
this sheet lists annual buying in- 
come, retail sales and number of 
tv sets in the Lubbock area. 


No. 3913. Selling Houston & the 
Billion Dollar Gulf Coast. 

This brochure issued by KNUZ, 
Houston, lists the number of u.h.f. 
sets in the market and a coverage 
map. 


No. 3914. Family Coverage by 

Counties. 

The number of families in Texas 
listed by counties, the percentage 
reached by newspapers, plus 1953 
estimates of food, drug, automo- 
tive, general merchandise, appli- 
ance and other sales and estimated 
buying income are included in 
this brochure. It is published by 
the Texas Harte-Hanks Newspa- 
pers, Dallas. 


UTAH 


No. 3585. Your Prospects Are 
Best in the Growing West. 
Data on families, population, 

retail sales, payrolls in the circu- 

lation area of the Salt Lake Trib- 
une and Deseret News-Telegram. 


No. 3586. Step Up Your Sales 

Pace. 

Information on the coverage 
market of the Salt Lake Tribune 
and Deseret News-Telegram, in- 
cluding retail sales, population, in- 
come, families, etc. 


No. 3587. Consumer Analysis of 
the Greater Salt Lake City 
Area. 

A brand preference study and 
grocery and drug store distribution 
check of foods, drugs, automotive, 
appliances, soaps, cleansers and 
wearing apparel. Prepared by Salt 
Lake Tribune and Deseret News- 
Telegram. 


PORTLAND 


Ei 


ae 


ASSOCIATION - 


When your product costs important money, 
you want people who have money. Farm fam. 
ilies rate high. And tops among them are the 
readers of Capper’s Farmer. They are the most 


prosperous farm families 


in Mid-America, 


itself the richest farm market on earth! 
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Advertising Age, May 3, 1954 


No. 3588. Utah Marketips. 
Presents figures on population, 

sales, income, families and cover- 

age of KUTV, Salt Lake City. 


VIRGINIA 


No. 3589. Population Characteris- 
tics of Virginia. 

Based on 1950 Census figures, 
population is broken down into 
cities, counties, urban, rural non- 
farm and rural farm and _ into 
households, marital status and age. 
Prepared by the Richmond Times- 
Dispatch and News Leader. 


No. 3590. Housing Characteristics 
of Virginia. 

Housing figures are broken down 
into cities and counties and into 
types of structures and numbers 
of persons in dwellings. Based on 
1950 Census figures and prepared 
by the Richmond Times-Dispatch 
and News Leader. 


No. 3591. WVEC-TV Program 
Schedule. 
This program schedule includes 
population and retail sales figures. 
Issued by WVEC-TV, Hampton. 


No. 3592. WVEC-TV Coverage 
Map. 
This coverage map includes data 
on population and retail sales. Is- 
sued by WVEC-TV, Hampton. 


No. 3593. Virginia Tri-Cities Met- 
ropolitan Area. 

Population, sales, income and re- 
lated data on Newport News- 
Hampton-Warwick standard met- 
ropolitan area and adjacent coun- 
ties. Includes comparison with 
other Virginia standard metropoli- 
tan areas. Published by the Press 
and Times-Herald. 


No. 3594. WLVA-TV Market and 

Coverage. 

A 10-page indexed brochure 
showing coverage, airline distance 
between cities, tv set count by 
counties, retail sales figures by 
commodity group, etc., issued by 
WLVA-TV, Lynchburg. 


No. 3595. WROV Coverage Map. 

A printed map indicating the 
geographic and signal strength 
coverage of WROV, Roanoke. Also 
has data on population, house- 
holds, radio homes, automobiles, 
income, and retail sales. 


No. 3596. Norfolk Market Infor- 
mation. 

This is a portfolio of reports and 
data sheets kept current by chang- 
ing items and covering population, 
sales, income, etc. Published by 
the Norfolk Virginian-Pilot and 
Ledger-Dispatch. 


No. 3916. The Three-City Peters- 
burg Market. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Population and retail sales data 
for the Petersburg, Va., area, in- 
cluding Colonial Heights and 
Hopewell, are compiled in this re- 
port by the Petersburg Progress- 
Index. 


No. 3917. Portrait of the Roanoke 
Newspaper Market. 

This 36-page booklet, illustrated 
with photos and charts, describes 
the Roanoke market. The booklet 
is issued by the Roanoke Times 
and World-News and last year won 
the Editor & Publisher award as 
the best promotion designed to sell 
national newspaper advertising. 


No. 3918. Richmond Market Data. 

This series of booklets issued by 
the Richmond Times-Dispatch and 
News Leader includes retail sales 
and cigaret sales in Richmond, a 
tabulation of census data for Vir- 
ginia, population, family income 
and housing characteristics of the 
state, food and liquor store loca- 
tions and an analysis of newspa- 
per circulation vs. population for 
168 metropolitan areas. 


WASHINGTON 


3597. 
Market. 

Number of households, income, 
data published by the Tri-City 
Herald, which covers Pasco, Ken- 
newick and Richland. 


No. 3598. Markets Are People... 
with Money to Spend. 

This booklet features all basic 
data about Spokane and the four- 
state Spokane market. Highlights 
growth, population, industry, 
Spokesman-Review and Spokane 
Daily Chronicle coverage in the 
market. Also features data for 36- 
county Spokane area. 


No. 3599. The Shape of Things. 

A map dotted to show population 
distribution in the State of Wash- 
ington. Published by the Tacoma 
News Tribune. 


No. 3600. Sales Eye View. 

An analysis of the State of 
Washington by counties and retail 
trading zones of population, in- 
come and sales, plus an analysis 
by counties and retail trading 
zones on groceries, drugs, appli- 
ances, automotive products and 
liquor. Issued by the _ Seattle 
Times. 


No. Washington’s Fourth 


No. 3601. Brand Liquor Sales in 
Washington State. 
An analysis by brands of case 
sales of liquor in the state of 
Washington, April through Decem- 


ber, 1953, broken down by type 
and by sales area. Issued by the 
Seattle Times. 


No. 3919. Listenership to Automo- 
bile Radios. 

This study of the increase in 

auto radio listeners in the Seattle 


area in recent years is issued by | 


KOL, Seattle. - 
WEST VIRGINIA 


No. 3602. Consumer Survey. 

A summary of 2,100 questions 
answered by readers of the Hunt- 
ington Herald-Dispatch and Ad- 
vertiser as to their brand prefer- 
ences. Contains separate listings 
by percentages of items classified 
as grocery items, appliances and 
equipment, automotive items, 
drugs and toiletries, miscellaneous 
and general information index. 
Available only to the newspapers’ 
advertisers and agencies. 


No. 3603. Ready Reference Sum- 
mary—Huntington. 

A complete breakdown of all 
phases of the Huntington market. 
Population, trading area, market 
data, retail and wholesale sales. 
Issued by the Huntington Herald- 
Dispatch and Advertiser. 


No. 3604. The Story of Fairmont. 

An introduction of Fairmont, its 
geographical location, natural re- 
sources, manufacturing, transpor- 
tation, electric service, gas service, 
water, communications, people, 
government, working and living 
conditions and markets. Issued by 
the Fairmont Board of Commerce 
and the Greater Fairmont Devel- 
opment Assn. 


No. 3605. Central West Virginia’s 

First TV Station. 

All important data concerning 
radio and television covering cen- 
tral West Virginia with especial 
reference to the Fairmont-Mor- 
gantown market. Market data, 
number of homes, sets, population, 
etc. Published by WJPB-TV, and 
WVVW-WJPB, Fairmont. 


No. 3606. WSAZ-TV Market Data. 
This data is broken down by 
counties and states of the popula- 
tion, family, effective buying pow- 
er, per capita, per family, retail 
sales, food sales, drug sales and 
general merchandise. Issued by 
WSAZ-TV, Huntington. 


No. 3607. Cities of 2,500 and Over 
in WSAZ-TV Area. 

A breakdown of states by cities 
with a population of 2,500 or over 
in the coverage area of WSAZ-TV, 
Huntington. 


The Greatest Advertising Force in the 


Schenectady Market... 


The SCHENECTADY 


GAZETTE! 


First with Readers, 


First with 


AV = 


Advertisers \@ SS 


. New N ation! , oA 
& A w circ’ a el 


FA 
a 


PTTE|_= 


SEND 
Your Advertising 


into this busy productive 
market backed with the 
force of greater coverage... 


GAZETTE Circulation 


continues UP and UP and UP! 


is ad bee Represented Nationally by REYNOLDS-FITZGERALD, Inc. 
Bc *A.B.C. Publisher's Statement for 6 months ending 3/31/54. 
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Wri a product for farmers, you want on- 
the-farm circulation. Not would-be farmers, 
or half-acre farmers, but those with fields 
to work... stock to raise... buildings to 
maintain. Capper’s Farmer circulates 90% 
right on the farm! 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3608. WTRF-TV Market Data.) outside metropolitan areas. Study 


Contains population, 
television sets, retail sales, buying 
income, retail sales by food, drug, 
general merchandise, furniture and 
automotive—information is for 26 
counties in Pennsylvania, Ohio and | 
West Virginia served by WTRF-. 
TV, Wheeling. 


No. 3609. Comparative Study— 
WTRF-TV vs. Must Buys. 
This comparative study shows 

WTRF-TV, Wheeling, in relation to 


its standing with 12 “must buy” 
metropolitan | 
areas. Survey includes population, | 
families, television sets, spendable | 


stations in other 


income and breakdown of retail 
sales. 


No. 3610. A Billion Dollar Market. 

City and retail zone market cov- 
erage of the Ogden Group of West 
Virginia Newspapers, including 


penetration of newspapers from | 


families,|includes consumer spendable in- 


come figures for each market. 


Available from George A. Mc-| 


Devitt Co. 


No. 3611. Wheeling-Parkersburg- 

Fairmont Triangle. 

Map showing the city and retail 
trading zones of Wheeling-Park- 
ersburg and Fairmont. Issued by 
the Ogden Group of West Vir- 
ginia Newspapers and available 
from George A. McDevitt Co. 


No. 3612. Number of Radio Receiv- 
ers Sold in WSAZ Area—1953. 
Total number of home radio re- 
ceivers sold in the coverage area 
of WSAZ, Huntington, broken 
down by counties and states. 


WISCONSIN 


No. 3613. Beloit Market Data. 
Describing this market as the 


,fourth largest in Wisconsin in re-|; Prepared by the Madison Capital | 

tail sales, figures are given on pop-| Times and Wisconsin State Jour- 

‘ulation, sales, families, homes, | nal. 

manufacturing and farms. Pub- 

lished by the Beloit Daily News.| No. 3616. Who Has How Much 

Money in Dane County? 

No. 3614. Readership Survey. | This memo shows how many 
Survey includes population, consumer spending units there 

median age, number of dwelling are in each of four income classi- 

units, percentage of central heating fications in Dane County. Pub- 


land values, farm product, number 
of manufacturing establishments 
and employes, wage earners per 
family. Prepared by the Waukesha 
Daily Freeman. 


No. 3615. What’s Going On Around 
Here. 

A piece showing that the char- 
acter of the population in the 
Madison area shows many of the 
same characteristics and changes 
during the past decade as did the 
population of the U. S. as a whole. 
For example: more young and 
more old people; big increase in 
births; more women working; in- 
creased home ownership; suburban 
growth; mobility of population. 


in homes, mechanical refrigeration, lished by the Madison Capital 


| Times and Wisconsin State Jour- 
nal. 


No. 3617. Madison’s Leaps Know 
No Bounds. 

Local city, county and utility 
statistics showing the growth of 
Madison since the census was tak- 
en in 1950. Issued by the Madison 
Capital Times and Wisconsin State 
Journal. 


No. 3618. Wisconsin Beer Outlet 
Analysis. 

A complete report by counties of 
the number and types of beer 
licenses and the number of outlets 
for Wisconsin. Prepared by the 
Milwaukee Sentinel. 


His 


You’ve met men 
the eye, the easy 


like Bill Mayer. The look in 
smile, the sincere manner of 


talking, the warmth of the handshake... all 
tell you, ‘“‘“Here’s a man we Can trust.” 


Bill Mayer has radio’s magic touch—the 


ability to inspire 
to him. 


confidence in those who listen 


Recognized as the area’s outstanding commer- 
cial announcer, he has the confidence of both 
listeners and advertisers in Northern Ohio. 
From 6:30 a. m. to 10:00 a. m., Bill, known to 
millions as the “Mayor of the Morning”, pre- 
sents listenable music and interesting comment 
in his inimitable, easy-going style. 


His popular show reaches a dual audience— 
homemakers, and motorists on their way to 
work. If yours is a product bought by women 


magic touch moves merchandise 


or by car owners, Bill Mayer’s sincere voice can 
do an effective selling job for you. 


Ask your nearest Christal representative for 


current spot availabilities. 


THE STATION WITH 


4% MILLION FRIENDS 
IN NORTHERN OHIO 


CBS—Cleveland—50,000 Watts 
The Peoples Broadcasting Corp. 
Represented by The Henry I. Christal Co. 
In Canada by Radio Time Sales, Ltd., Toronto 


Advertising Age, May 3, 1954 


No. 3619. Wisconsin Liquor Outlet 
Analysis. 

A complete report by counties of 
the number and types of liquor 
licenses and the number of outlets 
for Wisconsin. Issued by the Mil- 
waukee Sentinel. 


No. 3620. The Key to the Wisconsin 
Food Markets. 

A county-by-county analysis of 
Wisconsin’s total retail sales, food 
sales, spendable income and the 
locations of the retail outlets of 
Wisconsin’s six leading food 
chains, all represented with their 
relationship to the combined im- 
pact of Milwaukee newspapers. 
Published by the Milwaukee Sen- 
tinel. 


No. 3621. 1954 Buyers Guide. 

A comprehensive guide to the 
food trades in Milwaukee. The 
newest listing of Milwaukee food 
brokers and of grocery manufac- 
turers’ representatives, complete 
with personnel listings, addresses 
and phone numbers. Prepared by 
the Milwaukee Sentinel. 


No. 3622. Consumer Buying Habit 
Study. 

This is the sixth annual con- 
sumer buying habit study of the 
city zone market of Appleton. The 
study reports on 95 different prod- 
uct classifications. These include 
grocery and food items, drugs, and 
cosmetics, beer and soft drinks, 
cigarets, home appliances (includ- 
ing television) and automobile 
ownership. Published by the Ap- 
pleton Post-Crescent. 


No. 3623. Market Data for WCAN- 
TV. 

This contains percentage of cov- 
erage, 1952 households and popu- 
lation, 1952 retail sales for counties 
covered. Issued by WCAN-TV, 
Milwaukee. 


No. 3624. We’ve Had a Flock of 

Homesteaders Since ’50. 

Figures from city and county 
records showing the number of 
single family dwelling units built 
since 1950. Prepared by the Madi- 
son Capital Times and Wisconsin 
State Journal. 


No. 3625. Quick Facts. 

This is a flyer telling of Mil- 
waukee’s population, buying pow- 
er, income, productive capabilities, 
traffic problems, etc. Issued by 
Cream City Outdoor Advertising 
Co. 


No. 3626. Milwaukee Consumer 
Analysis. 

This is the 31st Milwaukee Jour- 
nal consumer analysis report and 
is part of the consolidated report 
made for 19 markets. It includes 
market data on income, population, 
retail sales and outlets as well as 
brand preferences and distribution 
of more than 75 product classifica- 
tions. 


No. 3140. Consumer Buying Habits 
in Appleton. 

This report on the Appleton, 
Wis., 7th annual consumer buying 
habit study is based on a check of 
a 5% sample of all housewives in 
the Appleton city zone market. To 
be issued about July 1 by the Post 
Publishing Co. 


No. 3862. Product Surveys. 

These product surveys are is- 
sued by the Sheboygan Press. They 
include studies of products, as to 
sales positions in this market. 


| No. 3863. Ad Traction Booklet. 


The Sheboygan Press publisies 
this booklet twice each month, in 
color. It includes information on 
advertising schedules, and suggests 
tie-ins and window displays. 


No. 3921. Consolidated Consumer 

Analysis. 

This 200-page study shows prod- 
uct use, brand preference and 
shopping habits and covers 150 
products in 19 markets. It is is- 
sued by Consolidated Consumer 
Analysis Newspapers, Milwaukee. 
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No. 3922. Cover a Rich Chunk of 
Wisconsin. 


WEAU-TV, Eau Claire, has pub- 
lished this report on population, 
households, retail sales, income, 
farms and farm income of its Wis- 
consin coverage area. 


No. 3923. WIBA Coverage and 
Market. 


This folder issued by WIBA, 
Madison, consists of census data on 
population, farms, radio homes, 
retail sales for the station’s 20- 
county reception area. 


SOON TO BE PUBLISHED 


No. 3132. Illinois Consumer Anal- 
ysis. 

This study, to be published in 
May, covers consumer brand pref- 
erences in 29 Illinois cities. The 
analysis includes 50 grocery and 
household products, showing dis- 
tribution as well as preference. 
Published by Illinois Daily News- 
paper Markets, Springfield. 


No. 3133. Quad-City Market Folder. 


This folder will contain current 
marketing data for the Quad-Cities 
(Rock Island, Moline, East Mo- 
line, Ill, and Davenport, Ia.). 
Available in September from the 
Rock Island Argus and Moline 
Dispatch. 


No. 3134. Augusta Market Data. 


This is to be a complete market 
study of Augusta, Ga., and its 
trade area with detailed break- 
downs of population, income, re- 
tail sales and market characteris- 
tics. Available from WJBF-TV, 
Augusta. 


No. 3135. Industrial Survey of the 
Colorado Springs Market. 
This will be a complete indus- 
trial survey of the Colorado 
Springs market and the Pikes Peak 
region, compiled by the University 
of Colorado for distribution by the 
Colorado Springs Chamber of 
Commerce. Available in June. 


No. 3136. Youth Population Esti- 
mate, Phoenix. 


To be published this spring by 
KPHO-TV, Phoenix, this report, 
prepared by Arizona State Col- 
lege, will estimate the under-19 
population within the KPHO pri- 
mary area. 


No. 3137. 1953 California Distilled 
Spirits Excise Tax Payments. 
Available this spring, this folder 
will list monthly payments of dis- 
tilled spirits excise taxes, together 
with comparisons for the past sev- 
en years. Published by the San 
Francisco Call-Bulletin. 


No. 3170. Characteristics of the 

Daytime TV Audience. 

Next month NBC will issue a 
study on “what kinds of people 
watch daytime tv,” based on a na- 
tionwide probability sample. The 
study breaks down the audience 
according to age, education, in- 
come, family size, marital status, 
occupation, home ownership, usage 
of a wide variety of products and 
ownership of durable goods. 


No. 3171. Main Routes of Travel. 
Walker & Co. issued this map on 
the main arterials which transport 
the greatest number of people be- 
tween Detroit and suburban areas. 


No. 3172. Large Volume Retail 

Food Outlets in Detroit. 

Issued by Walker & Co., this 
map shows the location and dis- 
tribution of a large volume of re- 
tail food outlets in Detroit where 
average volume of business ex- 
ceeds $5,000 weekly. 


No. 3173. Detroit Market Data. 
WJBK-TV, Detroit, will issue 
this study after May 15. It will 
give complete market data on De- 
troit, including population, con- 


sumer spendable income, retail 
sales and area potential. 


No. 3174. Market Data Book. 

The Cincinnati Enquirer will 
publish this book on or about July 
31, 1954. It will contain marketing 
figures on the Cincinnati market, 
comparisons and estimates, census 
figures, Sales Management esti- 
mates, maps, locations of neighbor- 
hood shopping areas and media 
coverage comparisons. 


No. 3175. Brochure on Fergus Falls. 

This brochure by Fergus Falls 
Radio Corp., operator of radio sta- 
tion KGDE, will contain a cover- 
age map, history of the station, 
power, population studies, buying 
power, retail sales, bank deposits, 
radio families, income levels, etc. 


No. 3176. Palm Beach Market Data. Aiwefleble Market Data—Local 


The Palm Beach Post-Times| . ~ 
will pelilich @ folder tile sumaiar,| To secure copies of data listed, use the handy coupons 


containing reprints of newspaper 
stories showing the growth of the} 
Palm Beach area. The articles will | 
be headlined: “Palm Beach Air) 
Base Enriches Area by $13,000,000. 
A Year,” “County Business Gain 
Underlined in New Listings,” 
“Florida’s Growth Tops Eastern U. | 
S.,” and ‘32,000 Phones Being Used | 


in West Palm Beach.” | 


Have you heard 
about this 


\) 


a N 
traveling salesman 


in Atlanta? 
see page 78 


No. 3177. Scranton Today. 


About July 1, 1954, the Scranton 
Times will issue a booklet refer- 
ring to the Scranton and Wilkes- 
Barre market as geographically 
and economically one market. It 
will show the area’s industrial 


ONE PROGRAM OFFER OF THIS PHOTO 
BROUGHT OVER 3000 REQUESTS! 


Three announcements on a 7:15 Sunday morn- 


show The Birds’ weekday pulling power. Pulse 
rates The Early Birds first in every quarter-hour. 


ing WFAA broadcast offering this photo of The 


Early Birds netted in excess of 3000 requests. 


Mail pull was from 589 towns. 90.14% were 
post-marked from outside “sleeping-in” Dallas 
and Fort Worth. 38.5% bore rural route or box 
numbers. For the advertiser reaching for a rural 
market this Early Bird Sunday show is an extra- 


The Early Birds are the oldest breakfast vari- 
ety show on the air. March 24, with their 7670th 
consecutive broadcast, WFAA celebrated the 
beginning of The Early Birds’ 25th year. 


If you'd like to know more about how Texans 
love and listen to The Early Birds — just ask a 
Petry man. 


ordinary value at Class C rate. 


One of a series: WFAA's established leadership in the Southwest 


Quaker Oats’ Aunt Jemima sponsors The Early 
Birds in three quarter-hour segments a week. 


GEORGE K. UTLEY, Commercial Manager 
EDWARD PETRY & CO., National Representative 


Radio Services of The Dallas Morning News 


92,700 cards received in an Aunt Jemima drawing 


ALEX KEESE, Station Manager 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


progress with complete statistical 
treatment of Scranton and the 
Scranton Times. 


No. 3880. KJEO-TV Coverage Map. 

O’Neill Broadcasting Co., on be- 
half of KJEO, Fresno, will issue 
this coverage map showing Grade 
“A” and Grade “B” contour cov- 
erage of 444,000 watts effective 
radiated power. It will be pub- 
lished June 1. 


No. 3881. In Tampa, It’s the Trib- 
une. 

Before September, the Tampa 
Morning Tribune will publish a 
12-page brochure presenting eco- 
nomic highlights of the Florida 
West Coast market, one of the 
most important in the state and 
fastest growing in the nation. It 
will contain detailed county and 
state statistics for the 24-county 
area, plus total population and to- 
tal retail sales figures. 


No. 3882. 1954 Iowa Radio-Televi- 
sion Audience Survey. 
In the fall of 1954, the Central 
Broadcasting Co., Des Moines, will 


‘issue this survey on listening and 
‘viewing habits of the people of 
Iowa. It will indicate station pref- 
| erence by quarter hours. The sur- 
vey will be conducted by Dr. For- 
‘est L. Whan of Kansas State Col- 


| lege. 


No. 3883. Sheboygan, Wis., Market 
Folder. 

The Sheboygan Press will pub- 
lish this market data folder June 
1. It will contain information on 
the Sheboygan market, including 
sales figures, business data, man- 
ufacturing characteristics, drug 
outlets, liquor outlets, grocery out- 
lets and merchandising services 
offered by the newspaper. 


No. 3884. WILS Radio Coverage 

Map with Retail Data. 

This study by the Lansing 
Broadcasting Co. will be issued 
about May 15 with the latest mar- 
ket data on the Lansing, Mich., 
area. 


No. 3885. Latest UHF Set Count. 
This study by the Lansing 


Broadcasting Co. is scheduled for 


Have you heard 


about this 


in 


traveling salesman 


New Orleans? 
see page 78 


monthly publication. It will in- 
clude the latest u.h.f. set count and 
latest market data on the coverage 
of WILS, Lansing, Mich. 


No. 3886. Market Facts on Kala- 
mazoo. 

During June of 1954, the Kala- 
mazoo Gazette will publish market 
data facts on the Kalamazoo area, 
including data on population, in- 
dustry, agriculture, bank deposits, 
home ownership, family incomes, 
schools and colleges, retail sales, 
building activities, bank clearings, 
industrial and institutional expan- 
sion, auto registrations and figures 
on the newspaper’s circulation and 
coverage. 


No. 3887. Picture of the Detroit 
Market, 1954 Edition. 
In June the Detroit News will 


publish a 56-page, full-color mar- 


ket data book on the Detroit re- 
tail trading area. The study covers 
population, housing, transporta- 
tion, employment, retail sales, 
shopping trends and advertising 
linage. It also shows Detroit News 
circulation in Michigan and Detroit 
newspapers’ coverage by cities, 
villages and townships in the De- 
troit market area. 


No. 3888. Willow Grove Shopping 
Center. 

Scheduled for June or July 
publication, this is a study of Phil- 
adelphia’s Willow Grove Shopping 
Center. It will be produced by the 
Philadelphia Inquirer. 


No. 3889. Sixty-Ninth St. Business 
Center. 

Another study to be published 
soon by the Philadelphia Inquirer 
is this booklet describing the 69th 
St. business center in Philadelphia. 
The report will be available late 
this month. 


No. 3890. WEEU-TV Market Book- 
let. 


WHY ADMEN GET ULCERS... 


AJAX WIDGITS KNOCKED THEMSELVES. . 
OUT PRAISING THE COPY AND LavouT!-- 


4 


Enlarged reprints available upon request 


Chicago 


PINBRANE, WERE NUTS ABOUT _//77 
THIS AD IT'S OUTA THIS WORLD~ 
OUGHTA KNOCK 'EM DEAD~ DON'T 


CHANGE A THING, IT'S PERFECT ~~ 
YOU'RE ON TH BEAM~< 


New York 


AUT BOY, WHEN THEY SAW 
THE ADIN THE MAGAZINE //~ 


1S STRICKLY 


ia 
7 


Ve 
SS 


= 
i. — 


{26 !!41 TELL YA PINBRANE IT STINKS / 
THE COPYS WHACKY AN! TH’ LAYOUT 


OF A GOOFBALL OUTFIT YA GOT? GET ON 
THE ¥@/P BALL OR WE GETA 


FROM HUNGER WHAT KIND 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . . . 


Leading U. S. circulation % Dominant coverage of dealers, jobbers and 
manufacturers %& Top voluntary subscription renewal rate %& Twice win- 
ner of IM editorial awards %& Consistent leader in advertising volume. 


Qynsullf Oe ena ev yor AT eheccnta bine . 


Cleveland 


Copyright 1950 by Implement Trade Joornal Co. 


IMPLEMENT 


-& TRACTOR 


KANSAS CITY 6, MO. 


Los Angeles 


Hawley Broadcasting Co., Read- 
ing, Pa., is working on a brochure 
telling the story of WEEU-TV and 
including statistics on coverage, 
market characteristics within the 
station’s coverage area, and special 
services. It is expected to be ready 
in June. 

No. 3891. 1954-55 Des Moines 
Register & Tribune Drug Di- 
rectory. 

This directory, to be published 
in June, will list all retail and 
wholesale drug outlets in Iowa de- 
partment stores and important 
sundry stores carrying drug and 
toiletry items are also included. In 
the majority of cases the name of 
the buyer will be listed. Figures 
show the percentage of coverage 
of the Des Moines Register & 
Tribune, daily and Sunday, in each 
county in Iowa and the territory 
of each Iowa wholesale drug 
house. 


No. 3892. Lexington Ready Ref- 
erence Summary. 


Reports important information 
on Lexington, Ky., market, in- 
cluding population, retail sales, 
circulation data and other econom- 
ic factors. Will be published by 
about June 1 by the Lexington 
Herald-Leader. 


No. 3893. Brand Preference Survey 
(Foods). 

The purpose of this survey is to 
show preference and use of brand- 
ed food products. Survey made by 
city school pupils, who have par- 
ents fill in names of various foods 
used in the homes. The 1954 sur- 
vey, issued in June, will be the 
eighth consecutive annual report 
provided on this market by the 
Post, Salisbury, N. C. 


No. 3894. Toledo Liquor Sales 
Analysis. 


A detailed breakdown of the 
sales of liquor advertised in the 
Toledo Blade. Sales are given for 
each state store in Toledo by brand 
and by type. To be released in 
July. 


No. 3895. Special Business Census, 
Dallas, 1953. 

The nation’s only 1953 census of 
the retail trade will show total 
retail sales and full breakdown by 
store types for the Dallas metro- 
politan area, Dallas, Garland, 
Grand Prairie, Irving, 14 retail 
census areas with Dallas and over 
retail shopping centers with the 
city limits of Dallas. These sales 
figures will be compared with 
hitherto unpublished compilation 
from the 1948 Census of Business 
to show geographically the growth 
of retail areas and retail sales. The 
Dallas Times Herald will make 
this information available when it 
is published, probably early this 
summer. 


No. 3896. KSL-TV Coverage Map 
and Market Data Folder. 
Available this summer, this 
brochure will contain primary and 
secondary coverage areas being 
served by KSL-TV, Salt Lake City, 
plus market information. 


No. 3897. KSL-TV Story. 


A booklet which will contain 
history and background of KSL- 
TV, Salt Lake City, and pertinent 
market data. Available late sum- 
mer. 


ROUTE LISTS 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears a 
price will be billed at the stated 
price by the publishers. 


No. 6000. Grocery and drug list for 
Ventura County, Cal., published by 
the Ventura County Star-Free 
Press. 


No. 6001. Grocery and drug list, 


Advertising Age, May 3, 1954 


Indianapolis. Published by the In- 
dianapolis Star and Indianapolis 
News. 


No. 6002. Grocery, drug, and beer 
permit holder list, Cedar Rapids, 
Ia. Published by the Cedar Rapids 
Gazette. ’ 


No. 6003. Grocery and drug list, 
Oscaloosa, Ia., plus groceries in 44 
towns within circulation § area. 
Published by the Oscaloosa Daily 
Herald. 


No. 6004. Grocery list, Worcester, 
Mass., trading area. Published by 
the Worcester Telegram-Gazette. 


No. 6005. Drug list, Worcester, 
Mass., trading area. Published by 
the Worcester Telegram-Gazette. 


No. 6006. Grocery list, eight-county 
Grand Rapids, Mich., trading zone. 
Published by the Grand Rapids 
Press. 


No. 6007. Beer dealers, Grand 
Rapids and Kent County, Mich. 
Published by the Grand Rapids 
Press. 


No. 6008. Drug list, Grand Rapids, 
Mich., eight-county trading zone. 
Published by the Grand Rapids 
Press. 


No. 6009. Grocery list, Flint, Mich. 
Published by the Flint Journal. 


No. 6010. Grocery list, Owatonna 
and Steel County, Minn. Published 
by the Owatonna People’s Press. 


No. 6011. Grocery and drug list, 
Lincoln, Neb. Published by the 
Lincoln Journal and Star. 


No. 6012. Liquor list, Albuquerque, 
N. M., trading area. Published by 
the Albuquerque Journal and 
Tribune. 


No. 6013. Grocery list, Albuquer- 
que, N. M., trading area. Pub- 
lished by the Albuquerque Journal 
and Tribune. 


No. 6014. Drug list, Albuquerque, 
N. M., trading area. Published by 
the Albuquerque Journal and Trib- 
une. 


No. 6015. Drug list, Monmouth- 
Ocean Counties, N. J. Published by 
the Asbury Park Press. 


No. 6016. Grocery list, Monmouth- 
Ocean Counties, N. J. Published by 
the Asbury Park Press. 


No. 6017. Grocery list, Schenec- 
tady, N. Y., and vicinity. Published 
by the Schenectady Union-Star. 


No. 6018. Liquor, wine and beer 
list, Schenectady, N. Y., and vicini- 
ty. Published by the Schenectady 
Union-Star. 


No. 6019. Grocery list, Portsmouth, 
O., trading area. Published by the 
Portsmouth Times. 


No. 6020. Drug list, Portsmouth, 
O., trading area. Published by the 
Portsmouth Times. 


No. 6021. Liquor list, Toledo, O., 
and 18 other counties in north- 
western Ohio. Published by the 
Toledo Blade and Times. 


No. 6022. Grocery list, Zanesville, 
O. Published by the Zanesville 
Times Recorder & Signal. 


No. 6023. Drug list, Zanesville, O. 
Published by the Zanesville Times 
Recorder & Signal. 


No. 6024. Grocery and drug list, 
Fond du Lac, Wis., trading area. 
Published by the Fond du Lac 
Commonwealth Reporter. 


No. 6025. Grocery and drug list, 
Superior, Wis. Published by the 
Superior Evening Telegram, 
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No. 6029. Drug list, Forth Worth, 
Tex. Published by the Fort Worth 
Star-Telegram. 


No. 6030. Grocery list, Fort Worth, 
Tex. Published by the Fort Worth 
Star-Telegram. 


No. 6031. Grocery and drug list, 
South Bend, Ind., metropolitan 
area. Published by the South Bend 
Tribune. 


No. 6032. Retail list: groceries, 
bakeries, variety stores, drug stores 
and liquor stores, Pittsfield, Mass., 
and suburbs. Published by the 
Berkshire Evening Eagle. 


No. 6033. Grocery and drug list, 
Wichita, Kan. Published by the 
Wichita Eagle. 


No. 6034. Grocery list, Greensboro, 
N. C., and principal communities 
of its 12-county trading area. Pub- 
lished by the Greensboro News 
and Record. 


No. 6035. Grocery list, La Crosse, 


Wis. Published by the La Crosse 
Tribune. 


No. 6036. Grocery list, Sidney, O. 


Published by the Sidney Daily 
News. 


No. 6037. Drug list, Sidney, O. 
Published by the Sidney Daily 
News. 


No. 6038. Grocery and drug lists, 
filling stations and beer outlets, 
Burlington, Ia., trading area. Pub- 
lished by the Burlington’ Hawk- 
Eye Gazette. 


No. 6039. Drug list, New Britain, 
Conn., trading area. Published by 
the New Britain Herald. 


No. 6040. Grocery list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 


No. 6041. Drug list, Sioux Falls, 
S. D. Published by the Sioux Falls 
Argus-Leader. 


No. 6042. Grocery list, New Britain, 
Conn., trading area. Published by 
the New Britain Herald. 


No. 6043. Liquor and beer outlets, 
New Britain, Conn., trading area. 
Published by the New Britain Her- 
ald. 


No. 6044. Beer, wine and liquor 
list, Campbell and Kenton Counties 
in northern Kentucky. Published 
by the Cincinnati Post. 


No. 6045. Beer and wine list, 
Hamilton County, O. Published by 
the Cincinnati Post. 


No. 6046. Grocery list, greater Cin- 
cinnati. Published by the Cincin- 
nati Post. 


No. 6047. Grocery, drug and de- 
partment store list, Rock Island, 
Moline, East Moline, Ill., and Da- 
venport, Ia., trading area. Pub- 
lished by the Moline Dispatch and 
Rock Island Argus. 


No. 6048. Grocery and drug list, 
Eugene, Springfield, Cottage Grove 
and Junction City, Ore. Published 
by the Eugene Register-Guard. 


No. 6049. Grocery list for Arizona 
outside the greater Phoenix area, 
including state highway map. Pub- 
lished by the Phoenix Republic 
and Gazette. 


No. 6050. Drug list for Arizona out- 
side Phoenix and Maricopa Coun- 
ty. Includes state road map. Pub- 
lished by the Phoenix Republic 
and Gazette. 


No. 6051. Drug list, Phoenix and 
Maricopa County, Ariz. Published 
by the Phoenix Republic and 
Gazette. 


No. 6052. Drug list, Memphis and 
Shelby County, Tenn. Published 
by the Commercial Appeal and 


Memphis Press-Scimitar. 


No. 6053. Grocery list, Alhambra, 
Cal., trading area. Published by the 
Alhambra Post-Advocate. 


No. 6054. Grocery list, Sacramento, 
Cal., 19-county trading area. Pub- 
lished by the Sacramento Bee. 


No. 6055. Drug list, Sacramento, 
Cal., 19-county trading area. Pub- 
lished by the Sacramento Bee. 


No. 6056. Grocery list including 
food brokers in metropolitan 
Roanoke, Va. Published by the 
Roanoke Times and World-News. 


No. 6057. Drug list, Roanoke, Va., 
trading area. Published by the 
Roanoke Times and World-News. 


No. 6058. List of large volume food 
outlets, independents and chains, 
Detroit and suburbs. Published by 
the Detroit News. 


No. 6059. Liquor by glass outlets, 
Detroit and suburbs. Published by 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


the Detroit News. 
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This coupon not valid after August 2, 1954. 


Mr. Lyman E. Woodard 


THANKS, MR. WOODARD! 


Your statement that “it would be 
just poor business on our part if we 
didn’t stick with House BEAUTIFUL 

in the years ahead” is another 
(and a very good!) way of saying 
that it pays to be a regular 
House BEAuTIFUL advertiser! 


¢ sells both sides 
of the counter 


House Beauli beau 


“We have invested more of our 
money in House Beautiful... 
than in any other magazine,” 


writes Mr. Lyman E. Woodard, 
Partner, Lee L. Woodard Sons 


Mr, 
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TO OBTAIN MARKET DATA USE THIS COUPON 


: Readers’ Service Dept., ADVERTISING AGE 
; 200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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No. 6060. List of specially desig- 
nated distributors, 


Detroit and 
suburbs. Published by the Detroit 
News. 


No. 6061. Specially designed dis- 
tributors and liquor by glass out- 
lets in Michigan (outside metro- 
politan Detroit). Published by the 
Detroit News. 


No. 6062. Grocery and meat mar- 
ket list, Detroit and suburbs. Pub- 
lished by the Detroit News. 


No. 6063. Gas station list, Detroit 
and suburbs. Published by the 
Detroit News. 


No. 6064. Major appliance and 
furniture outlet list, Detroit and 
suburbs. Published by the Detroit 
News. 


No. 6065. Hardware and paint list, 
Detroit and suburbs. Published by 
the Detroit News. 


No. 6066. Drug list and maps, 
Camden and South Jersey. Pub- 
lished by the Camden Courier- 


IN DAYTIME PERIODS 


@ KEX dominates mornings (7 a.m.-12 noon) WITH LEAD IN 16 OF 20 QUARTER HOURS 


@ KEX tops in total daytime (7 a.m.-6 p.m.) WITH LEAD IN 23 OF 44 QUARTER HOURS 


@ KEX has 10 of the top 12 daytime programs 


i *19-county Portland Area Pulse — including:4-county Metropolitan Portland. Jan-Feb. 1954 


Only KEX reaches the BIG PORTLAND market 


Pee ee Deals 


ce See Fr Free & Peters or KEX Sales for details 


@ WESTINGHOUSE BROADCASTING COMPANY, INC. 
KDKA * WBZ + WBZA +» KYW » WOWO « KEX * WPTZ + WBZ-TV 


KEX 


PORTLAND 
Oregon's GZ 50,000 Watt Station 


bf 
— 


Advertising Age, May 3, 1954 


Post. Free to Courier-Post adver- 
tisers, $10 to others. 


No. 6067. Liquor licensees, Cam- 
den, Burlington and Gloucester 
Counties, N.J. Published by the 
Camden Courier-Post. 


No. 6068. Gas station, hardware, 
paint store lists, Camden, N.J., 
trade area. Published by the Cam- 
den Courier-Post. 


No. 6069. Grocery list, Pottsdown, 
Pa., trading area. Published by the 
Pottsdown Mercury. 


No. 6070. Food store list, Erie, Pa. 
Published by the Erie Dispatch. 


No. 6071. Drug list, Schenectady 
and Scotia, N. Y. Published by the 
Schenectady Gazette. 


No. 6072. Grocery, bakery, drug 
list, tri-cities trading area, Pasco, 
Kennewick and Richland, Wash. 
Published by the Tri-City Herald. 


No. 6073. Drug list, Wilkes Barre, 
Pa., trading area. Published by 
the Wilkes-Barre Record and 
Times-Leader News. 


No. 6074. Grocery list, Wilkes- 
Barre, Pa., trading area. Published 
by the Wilkes-Barre Record and 
Times-Leader News. 


No. 6075. Grocery list, Schenec- 
tady, Scotia and Amsterdam, N. Y. 
Published by the Schenectady Ga- 
zette. 


No. 6076. Grocery list, Lynn, Mass., 
trading area. Published by the 
Lynn Telegram-News. 


No. 6077. Grocery, drug and liquor 
lists, Jacksonville, Fla., market 
area. Published by the Florida 
Times-Union. 


No. 6078. Grocery list, Dallas and 
Dallas County, Tex. Published by 
the Dallas Times Herald. 


No. 6079. Drug list, including 
wholesale and retail, and hospitals, 
Dallas. Published by the Dallas 
Times Herald. 


No. 6080. Food store list, greater 
Louisville. Published by the Cour- 
ier-Journal and Louisville Times. 
No. 6089. Grocery, drug, and beer 
and wine lists, Anderson, Ind. 
Published by Anderson Newspa- 
pers Inc. 


No. 6084. Retail and wholesale 
drug list, Omaha and Council 
Bluffs, Ia., and retailers in out- 
state Nebraska and western Iowa. 
Published by the Omaha World- 
Herald. 


No. 6085. Grocery list, Omaha, 
Neb., and Council Bluffs, Ia. Pub- 
lished by the Omaha World-Her- 
ald. 


No. 6086. Liquor list, Nebraska. 
Published by the Omaha World- 
Herald. 


No. 6087. Home appliance list— 
distributors of 73 classifications of 
appliances, Nebraska. Published 
by the Omaha World-Herald. 


No. 6088. Grocery list, Nebraska- 
western Iowa. Published by the 
Omaha World-Herald. 


No. 6099. Grocery list, Beaumont, 
Port Arthur, Nederland, Port 
Meches, Port Acres, Groves and 
Orange, Tex. Published by the 
Beaumont Enterprise and Journal. 


No. 6100. Drug list, Beaumont, 
Tex., and surrounding counties. 
Published by the Beaumont Enter- 
prise and Journal. 


No. 6101. Grocery-drug list, Port 
Huron, Mich. To be published 
Aug. 1 by the Port Huron Times 
Herald. 


No. 6095. Grocery list, Phoenix, 
Ariz., and the Salt River Val- 
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Advertising Age, May 3, 1954 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


pti en el Mig A aes 


ley. Published by the Phoenix 
Republic and Gazette. 


No. 6096. Grocery, meat market, 
confectionery, drug, cafe, restau- 
rant and hotel list, Winston-Salem 
Journal and Sentinel. 


No. 6097. Grocery list, Forsyth 
County, N. C. Published by the 
Winston-Salem Journal and Sen- 
tinel. 


No. 6098. Drug list, Winston- 
Salem, N. C. Published by the 
Winston-Salem Journal and Sen- 
tinel. 


No. 6102. Grocery list, Buffalo city 
zone. Published by the Buffalo 
Courier-Express. 


No. 6103. Drug list, Buffalo and 
Erie and Niagara Counties, N. Y. 
Published by the Buffalo Courier- 
Express. 


SOON TO BE PUBLISHED 


No. 6081. Drug list, Detroit and 
suburbs, to be published soon by 
the Detroit News. 


No. 6082. Beer outlet list, Detroit 
and suburbs, to be published by 
the Detroit News. 


No. 6083. Grocery list and maps, 
revised edition to be ready by 
September, published by the Cour- 
ier-Post, Camden, N.J. Free to 
Courier-Post advertisers, $10 a 
copy to all others. 


No. 6090. Liquor licensees _ list, 
Lackawanna County, Pa. To be 
published about June 30 by the 
Scranton Times. 


No. 6091. Drug list, Scranton, Pa., 
trading area. To be published 
about June 30 by the Scranton 
Times. 


No. 6092. Grocery list, Scranton, 
Pa., trading area. To be published 
June 30 by the Scranton Times. 


No. 6026. Grocery list, Knoxville, 
Tenn., to be published in Novem- 
ber by the Knoxville News-Sen- 
tinel. 


No. 6027. Drug list, Knoxville, 
Tenn., to be published in Novem- 
ber by the Knoxville News-Sen- 
tinel. 


No. 6028. Grocery list, Toledo, O., 
and the 14-county trading zone.) 
To be published in June by the To- 
ledo Blade and Times. 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 5000. Directory of sia) 
turers. 
A list of manufacturers in St. 

Catharines, Ont., and its area, 

with addresses, number of em-| 

ployes, and the products they | 
make. Issued by the St. Catharines | 

Standard. 


No. 5001. The Market of St. Cath- 
arines. 

Facts about St. Catharines and 
its city and retail trading zone 
with comparisons between 1952 
and 1953 are presented in this leaf- 
let. Published by the St. Catharines 
Standard. 


No. 5002. Plan Your Industrial 
Tomorrow in St. Catharines. 
A complete report on St. Cath- 


arines, Ont., with figures and illus- 
trations, is presented in this book- 
let, which is distributed by the 
St. Catharines Standard for the 
civic development committee of 
St. Catharines and the Chamber 
of Commerce. 


No. 5003. Canadian Consumer Sur- 
vey. 

A statistial study of brand pref- 
erences and product usage in 56 
Canadian cities, dealing with more 
than 225 consumer product classi- 
fications. Compiled by Canadian 
Opinion Co. and published by 
Canadian Daily Newspapers Assn. 
The price is $5. 


No. 5004. Weekend Picture Maga- 
zine Encylopaedia. 
This booklet analyzes Canadian 


If You Want To Speed 
Don’t Come To Dallas 


Dallas, Texas—The Texas Legisla- 
ture authorized in mid-April a new 
County Criminal Court for Dallas to 
speed the handling of habitual traffic 
violation cases. 

The action was precipitated by a 
single story in The Dallas Times 
Herald two months before, which 
pointed out that most of the city’s 
1953 traffic deaths were caused by 
repeat violators, and fines for these 
repeaters had been minimum more 
often than not. 

It wasn’t a crusade .. . just a 
straightforward story telling the peo- Reader reaction to The Times Her- 
ple what was happening. But it got ald is illustrated above. As for circula- 
action. Public indignation produced tion. . . in Dallas County, The Times 
a new ascending fine schedule in city Herald reaches in excess of 24,000 


courts for repeaters, 
tardiness, and arrest for incorrigibles. 

Violators then began appealing 
cases. Officers countered by filing 
state charges under the habitual vio- 
lation laws. That crowded dockets 
so that the new court was necessary. 

The upshot . . . Dallas is, and will 
be, a safer city. 

The only thing a newspaper can 
offer its advertisers is friendly, inter- 
ested, intense readership, as measured 
not only by circulation but by specific 
reactions. 


penalties for 


more families daily, and 28,000 more 
families Sunday than any other news- 
paper. 

The Times Herald is represented 
——s by The Branham Company. 
( Adv.) 


live in 1 Minnesota will 


come ‘to Colorado! 


Colorado’s summer market, enriched by the annual influx of vacationists, 
offers you a bonus of 3,300,000 extra consumers, $230,000,000 extra sales. 
Equally important, you can sell this unique market with the economy of single 
medium coverage. The Denver Post’s EMPIRE Magazine gives you 85% 


coverage of Metropolitan Denver, 63°7 


coverage of the entire State of Colorado. 


In terms of market, of coverage, of cost, it makes good sales sense to increase 


your summer schedule in The Denver Post. 


CIRCULATION Zs THE DENVER POST 
Sondoy ert oc OI rh ee Sparc 
Empire Magazine “and Comics . 384,570 


A.B.C. Publisher’s Statement 
September 30, 1953 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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markets and media, indicating the 
relative importance of each prov- 
ince, county and center over 2,500 
population in respect to retail sales, 
with circulation and concentration 
of national magazines in each of 
the market divisions. Issued by 
Weekend Picture Magazine, Mon- 
treal Standard Publishing Co. 


No. 5005. County Coverage Map of. 


Canada. 

Weekend Picture Magazine, 
Montreal Standard Publishing Co., 
offers a 24x36” map of Canada 
with names and outline of each 
county and census division. 


No. 5006. Facts and Figures on 

Montreal. 

This booklet, issued by the 
Montreal Star, contains data on 
population, housing, employment, 
manufacturing, transportation, 
building and retail sales, with a 
summary of the Star’s circulation 
and merchandising services. 


No. 5007. The Moncton Market. 
This illustrated booklet describes 
the greater Moncton, N. B., mar- 


ket, presenting data on popula- 
tion, retail trade, agriculture, 
households and equipment. Issued 
by the Moncton Daily Times, the 
Moncton ‘Daily Transcript and 
CKCW radio outlet. 


No. 5008. Mack-Ovee Says. 

A series of circulars, published 
|bi-monthly by CKOV, Kelowna, 
B. C., radio outlet, containing mar- 
ket data and other information on 
the Okanagan Valley. 


No. 5009. So You Want to Do Bus- 
iness in Canada. 

In this folder, issued by Canadi- 
an Industrial Equipment News, 
ways to enter the Canadian mar- 
ket are presented with supple- 
mentary lists of trade associations 
and sources of data on Canada. 


No. 5010. The Market of St. 

Thomas. 

Facts about St. Thomas, Ont., 
and its city and retail trading zone 
are contained in this pamphlet 
produced by the Ontario Provin- 
cial Dailies Assn. and the St. 
Thomas Times-Journal. 


No. 5011. Food Business Has Phe- 
nomenal Growth. 

This four-page folder gives com- 
parisons on grocery sales with 
official Canadian government 
census figures of 1951 and esti- 
mated sales for 1952 and 1953 by 
both chain stores and independ- 
ents. Data includes figures on buy- 
ing habits of men and women. 
Published by Canadian Grocer 
(Maclean-Hunter). 


No. 5012. Canadian Grocer Market 
and Media Facts. 

This pamphlet lists total food 
sales of independent and chain 
grocery and combination market 
stores in 1941, 1951 and 1953. 
Published by Canadian Grocer 
(Maclean-Hunter). 


No. 5013. To the Advertiser Who 
Moves Goods in the Grocery 
Market. 

L’Epicier (The Grocer) has pub- 
lished this six-page folder giving 
information on the French market 
in Canada for grocery sales. In- 
cludes population figures, outlets, 


KOA-TV 
DELIVERS 
MORE 
VIEWERS 
THAN ANY 
BOTHER DENVE 
S TELEVISION 
STATION 


TOP-RATED QUARTER-HOURS 


programs 


time! 


a ee eT 


TOTAL 168 


me Si BW 


Ssaeew ae emecaem eam aehans 


beotend 


Call Petry 


KOA-TV wins 4 out of 7 nights... 
after only 46 days of operation! 


ee to the latest A.R.B., KOA- 
TV, Denver’s choice Channel 4, is the 
CHOICE among nighttime viewers, 
too! Take a look at the results: 

KOA-TV has the largest audience 
FOUR OUT OF SEVEN nights a 
week. KOA-TV carries THREE OUT 
OF THE TOP FIVE one-a-week night- 
time shows...NINE OUT OF THE 
TOP TWENTY. 

And, what’s more 
KOA-TV, throughout the week, had 
more TOP-RATED quarter-hoursthan 
any other station. Out of 168 quarter- 
hour time segments rated (Sunday 
thru Saturday, 6 p.m. to midnite) 
KOA-TV won “hands down.” 

All this after only 46 days of oper- 
ation...even with the usual ‘new sta- 
tion” difficulties. Put KOA-TV on your 
media “must” list now! Remember, 
KOA-TV’s top NBC, local and film 


impressive, 


deliver the greatest night- 


time audience in Denver 47% of the 


March 1, 1954 SET COUNT 


209,306 


sales and growth of the market. 


No. 5014. Painting and Decorating 
Contractor. 

Maclean-Hunter Publishing Co. 
has published a folder giving data 
on Canadian paint sales, through 
the paint stores and purchased di- 
rectly by the painting contractor. 
It includes dollar volume of paint 
production in Canada over the 
past few years. 


No. 5015. Hardware and Metal and 

Electrical Dealer. 

A market breakdown on hard- 
ware store sales in Canada, in- 
cluding a commodity breakdown 
with the percentage of electrical 
appliances, sporting goods, paint 
and wallpaper sold in the hard- 
ware store. Published by Maclean- 
Hunter Publishing Co. 


No. 5016. Hardware Trade Growth. 

This pamphlet, issued by Hard- 
ware and Metal and Electrical 
Dealer (Maclean-Hunter), com- 
pares hardware store sales volume 
for the census years 1941 and 1951. 


No. 5017. A Look at Canada’s 4th 

Largest Retail Group. 

Statistics on the volume of bus- 
iness done by the 11,000 general 
stores in Canada are presented in 
this four-page folder. It includes a 
market breakdown of the type and 
amount of merchandise sold by 
general stores. Published by Gen- 
eral Merchant of Canada (Mac- 
lean-Hunter). 


No. 5018. Dynamic Growth of the 
French Canadian Hardware 
Market. 

Le Prix Courant offers 1941 and 
1951 figures on French-Canadian 
hardware, electrical and general 
store sales. Figures supplied by 
the Canadian government Bureau 
of Statistics. 


No. 5019. Engineering & Contract 

Record. 

Engineering & Contract Record 
(Hugh C. MacLean Publications) 
has published this illustrated mar- 
ket and media study including 
statistics on Canadian road build- 
ing and construction volume. 


No. 5020. Drug Merchandising— 
Advertising Meets Druggist. 
A market and media study with 
figures on drug sales from the 
Canadian government 1951 census. 
Issued by Drug Merchandising 
(Maclean-Hunter). 


No. 5021. Characteristics of the 
Reader. 

An analysis of Saturday Night’s 
audience including social habits 
and interests, and readers’ status 
in the community. Available from 
Saturday Night. 


No. 5022. The Star Weekly as an 

Advertising Medium. 

A report compiled by the Star 
Weekly, Toronto, from an audi- 
ence study of Canadian magazines 
and weekend newspapers con- 
ducted by the Canadian Advertis- 
ing Research Foundation. Graphi- 
cally presented are facts on the 
Canadian population’s reading of 
seven publications, including sta- 
tistics on age groups, income, edu- 
cation and occupations. 


No. 5023. Fort William, Ont.—The 
Center of a Continent. 

The Fort William Times-Jour- 
nal offers this report on Fort Wil- 
liam, Ont., and its trading area, in- 
cluding statistics for 27 market 
classifications. 


No. 5024. Canada’s Oil and Gas In- 

dustries Are Growing Up Fast. 

In this illustrated folder, pre- 
pared by Canadian Oil & Gas In- 
dustries, activities in Canada’s oil 
fields are described, with informa- 
tion on petroleum exploration, de- 
velopment, production, transporta- 
tion and refining. 


No. 5025. Canada’s Biggest Indus- 
trial Bill. 
This folder describes Canada’s 
pulp and paper industry, showing 
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it to be the world’s leading pro- 
ducer of newsprint and a sub- 
stantial producer of other paper 
products and wood pulp. Issued by 
Pulp & Paper Magazine of Canada. 


No. 5026. A Slice of This, Sir? 

A description of the food proc- 
essing industries in Canada with 
information on production, values, 
five-year expenditures and cov- 
erage of the industry by Canadian 
Food Industries. 


No. 5027. Some Basic Facts About 
the Mining Industry. 

A brief analysis of the Canadian 
mining industry with breakdown 
of mineral production and infor- 
mation about developments cur- 
rently in progress in Canada’s 
provinces and territories. Pub- 
lished by Canadian Mining Jour- 
nal. 


No. 5028. Facts for Advertisers 
About Canadian Fisheries An- 
nual. 

Canadian Fisherman offers this 
pamphlet describing the Canadian 
fisheries market with data on fish 
production, fish processing, num- 
ber of boats in use, potential buy- 
ers and record of three-year ex- 
penditures by the industry. 


No. 5029. Practical Business Con- 
siderations Confront All Medi- 
cal Men. 

A short media study with an 
additional breakdown of classifi- 
cations of physicians by provinces 
of Canada. Issued by The Canadian 
Doctor. 


No. 5030. Transport Commercial 
in Quebec. 

Contains data on increases in 
truck, trailer, semi-trailer and 
autobus registrations in Quebec 
between 1939 and 1952. Issued by 
Transport Commercial. 


No. 5031. Retail Grocers of Essex, 
Kent and Lambton Counties. 
A complete list of all retail 

grocers with their addresses in 

Windsor and Essex, Kent and 

Lambton Counties, Ont. Published 

by the Windsor Daily Star. 


No. 5032. Retail Drug Stores of 
Essex, Kent and Lambton 
Counties. 

This pamphlet, published by the 
Windsor Daily Star, lists the re- 
tail drug stores and their ad- 
dresses in Windsor and Essex, 
Kent and Lambton Counties. 


No. 5033. Windsor—the Ever Ex- 
panding Market. 

A statistical summary of Wind- 
sor and Essex, Kent and Lamb- 
ton Counties containing market 
data and illustrations on employ- 
ment and payrolls, paydays, buy- 
ing habits, weather, population, 
tourists, schools, utilities, retail 
stores, etc. Issued by the Windsor 
Daily Star. 


No. 5034. Retail Facts. 

This is a monthly newspaper 
issued by the Windsor Daily Star. 
Designed particularly for retailers, 
it contains information helpful in 
promotion. 


No. 5035. Guelph—Center of In- 
dustry and Agriculture. 

A statistical study of Guelph, 
Ont., and its trading area, includ- 
ing data on population, retail out- 
lets, retail sales and main indus- 
tries. Issued by the Guelph Daily 
Mercury. 


No. 5036. London Free Press Mar- 
ket Data Book. 


Contains statistics on seven 
counties and major population 
centers with maps, illustrations 


and media information. Published 
by the Free Press, London, Ont. 


No. 5037. Canada—Nation on the 

March. 

This booklet, issued by Mac- 
lean’s (Maclean-Hunter), analy- 
zes the rapid development of the 
Canadian market and analyzes its 
readers by income, occupation and 


location. 
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No. 5038. How People Shop Today.| tion in the chemical process indus- 
The complete report of a two-| tries. 


part survey by personal interview No. 5048. Canada’s Richest Market. 
on shopping habits of Canadians in 


: An illustrated report on the buy- oe THE PRESS-GAZETTE does it alone 

a, oe Sa to a ing power of Toronto, York Coun- — stretches your advertising dollars 

, ver Coronas whe Goes the tam ty, Toronto retail trading zone, the for all they're worth — reaches 

_ ily shopping and when they shop, | province of Ontario and the Do- everybody (100% City Zone) in 

and presents statistics on the €X-| minion of Canada, with retail sales idk aaa alee jus Game: te 
tent of planned shopping and im-|.omparisons of cities in Canada ates ae 

pulse buying, reasons for specific and U.S. Includes statistics on | market. Phil McClosky, Manager, 


brand selection, frequency of shop- building, growth, trade, housing, 


ping and average size of purchase. | o¢¢. published by the Toronto Tel- 
# Issued by Maclean’s Magazine. 


General Advertising. 


} egram. ‘ 
| No. 5039. The Dynamic Story of| no, 5049. Set of Market Data. GREEN BAY 

q Maclean's. The Country Guide has compiled Pp R ESS-G AZ ETT & 

yi Maclean’s  (Maclean-Hunter) | this file which includes ten census 


has published this analysis of its| data sheets, six market data sheets 
f\ readers with charts showing per-|and seven media sheets covering 
f centages of age groups, occupa-|Canada’s ten provinces. Contains 
} tions, education, income and urban |a wealth of information on popu- 
& and rural divisions. The booklet|lation with breakdowns, labor 
also includes a study of how 11/ force, housing, towns, crops, farm 
magazines cover Canada. income, farm equipment sales and 


No. 5040. Vacation Habits of Mac- — on Canadian farm publica- 
" ions. 
lean’s Readers. 


A detailed analysis of the vaca-|No. 5050. The Bringing-est Mar- 
tion habits of Maclean’s readers, ket. | 
showing time, length, distance! This booklet contains informa-_| ~ 
traveled, method of transporta- 
tion, etc., plus an analysis of future 
vacation plans of the sample. Pub- 
lished by Maclean’s Magazine. 


No. 5041. Trends in the Canadian 
Economy. 


Dun & Bradstreet of Canada and 
New Equipment News have pro-| 
duced this chart, which graphical- | 
ly shows population growth, gross 
national production, industrial 
production, employment and wag- 
es, retail sales and other business 


OO 
= 


GREEN BAY 
WISCONSIN 


\ 


trends in Canada between 1946 

and 1953. 

No. 5042. Halifax, N. S., Market 
Data. 


A statistical report on Halifax. | 
N. S., and its market area with 
data under 20 classifications in-| 
cluding population, housing, trans-| 
portation, principal industries, re-| 


tail sales, wholesale distributors, | 
etc. Issued by the Halifax Herald. | 
No. 5043. Motor Magazine Market | 

Map of Canada. 


Map, issued by Consolidated 
Press Ltd., contains data on 1953 | 
passenger car registrations, truck 
registrations and population for 
every province in Canada and in- 
cludes charts showing ages of cars 


< e bo i , Bats 
In seconds, facial tissues without wet-strength begin to disin- 


Even when wet, New Scotties hold water without tearing. Yet 
tegrate under running water. A hole appears, tissue ‘‘dissolves”’ 


for all their firm wet-strength they are softer than ever before 


since 1937 and speedometer read- 
ings. 


No. 5044. Market Facts on Ontario 
Truck Transportation. 

This eight-page folder gives sta- 
tistics on truck transportation in 
Ontario, including data on type of 
operators, number of operators, 
number of vehicles per operator 
and equipment purchases, with 
equipment registrations listed 
from 1948 to 1952. Issued by Con-| 
solidated Press Ltd. 


No. 5045. How Manufacturing and | 

Industrial Engineering Serves 

Production Management. 

Consolidated Press Ltd. offers a. 
12-page booklet containing mar-.| 
ket data which explains the role) 
of production management in Ca- 
nadian industry groups. Includes 
statistics on capital expenditures, 
repair and maintenance expendi- 
tures, number of establishments 
and gross value of products. 


No. 5046. Market Facts on the Ca- 

nadian Food Industries. 

Facts on the growth of Canadian 
food industries, number of plants, | 
gross value of products. with| 
breakdowns of type of products. 
manufactured. Tssued by Consol- 
idated Press Ltd. 


No. 5047. Market Data on the 
Chemical and Process Market 
of Canada. 

A survey by Chemistry in Cana- | 
da (Consolidated Press Ltd.) of its | 
readers, with breakdown by oc- 
cupation and industry. Also con- 
tains information on gross value of 
products produced by industries 
and a chart which shows the type 
of equipment used in each opera- 


PRODUCT IMPROVEMENT 
is made to pay off 


A miracle of paper chemistry had been created 
at Scott Paper Company: a new facial tissue 
with absorbency and resistance to water... 
with softness and toughness combined! 


But how could the housewife be quickly con- 
vinced of this miracle in ‘“‘opposite character- 
istics’ —that for all their wonderful softness, 
new Scotties were so strong when wet they held 
water without tearing! 

Here was an opportunity through advertising to 
present facts quickly and graphically to many 


people at low unit cost—‘‘mass education” to 
match the speed and economy of mass production. 


For magazines and television, a demonstration 


of the wet-strength of Scotties was created— 
the “Tap Test.’’ Millions of housewives who 
saw this advantage demonstrated, realized that 
new Scotties would withstand the strongest 
“blow” and would wipe away creams and lip- 
stick without tearing. 


Thus, to a product which was already a leader 
in its field, the added product improvement brought 
millions of new users. 


Has your product a new advantage that needs 
the benefit of “‘mass education” to bring it into 
its own? We’d be glad to talk with you about 
using advertising to develop mass markets at 
low cost. Just call or write: 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D.C., Miami, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Cape Town,-Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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tion about Saskatoon, Sask., its 
trading area and the North-Cen- 


tral Saskatchewan market. It cov-. 


ers natural resources, livestock 
production, building, etc. Pub- 
lished by the Saskatoon Star-Phoe- 
nix. 


No. 5051. Readership Study of 
Milling & Feed. 

Canadian Milling & Feed has is- 
sued this survey report based on 
personal interviews with 300 of its 
readers. Includes data on occupa- 
tion and purchasing power of these 
readers. 


No. 5052. Readership Study of 

Building Management. 

Like the study above, this re- 
port is based on personal inter- 
views, and includes statistics on 
position and purchasing power of 
the readers. Published by Building 
Management. 


No. 5053. Condensation of Reader- 

ship Study of Canadian Builder. 

This brochure reports on inter- 
views with 235 architects, con- 
tractors and building contractors 
and indicates readership of several 
publications and buying activities 
of those interviewed. Issued by 
Canadian Builder. 


No. 5054. The Market of Owen 


We too at BEATTIE-WATTS 
are specialists 


photography 


BEATTIE-WATTS STUDIO 


COlumbus 5-4842 
2 West 46 Street New York 36NY 


| Sound. 

| An outline of current business 
activity in Owen Sound, Ont., and 
‘its retail trading area, with a map 
of the district and statistics about 
‘the city, comparing 1951 and 1953. 
‘Published by the Owen Sound 
| Sun-Times. 


No. 5055. The Market of Galt. 


The Ontario Provincial Dailies 
Assn. and the Galt Evening Re- 
porter have produced this bro- 
chure, describing Galt, Ont., and 
its trading area which includes 
Preston and Hespeler. 


|No. 5056. Galt, Preston, Hespeler, 
Ayer and District. 


This brochure, issued by the 
Galt Evening Reporter, contains 
facts and figures on Galt, Preston 
and Hespeler, Ont., including data 
on industrial developments, city 
and area statistics, retail outlets, 
retail sales, pay days, shopping 
hours and other details. 


No. 5057. How Lethbridge Licked 
the Drought. 


A complete report on Leth- 
bridge, Alta., and its market area. 
Included is data on production, 
agriculture, manufacturing, coal, 
oil and gas, irrigation and weather. 
Issued by Lethbridge Broadcasting 
Co. 


No. 5058. Saskatchewan—lIts Re- 
sources and Industries. 

This 76-page illustrated booklet 
presents a complete report on the 
Province of Saskatchewan. It con- 
tains detailed information on cities, 
industries, resources, climate, mar- 
ket and market potential, trans- 
portation, housing and other facts. 
Issued by the Province of Sas- 
katchewan, Industrial Develop- 
ment Office. 


No. 5059. Quebec City Market Data 
Brochure. 
The Quebec Chronicle-Telegraph 


No other newspaper 


Metropolitan 


REO WIRtPeote.. wet weenie war 


A SEPARATE 


BILLION -DOLLAR MARKET 
IN THE PALM 
OF YOUR HAND 


provides the coverage and home - delivered 
circulation in the Metropolitan Oakland Area’s 
separate billion dollar market. 


One paper does the job in the 


in Northern California 


Oakland Area 


THA PROPS. COleRCe BANAT BOWE FoRtiee 


 CRESMER & WOQDWARD, INC. 
Representatives Including Sunday Magazir 


offers a booklet containing statis- 
tics on Quebec City and its market 
area, including population, home 
ownership, commercial and indus- 
trial data, retail outlets and retail 
sales. 


No. 5060. Canada’s Greatest Peace- 
time Shipbuilding Boom. 


Canada’s $300,000,000 shipping 
market is described in a four- 
page folder issued by Canadian 
Shipping (Maclean-Hunter). It in- 
cludes a chart showing vessels now 
under construction and a summary 
of the industry’s expansion pos- 
sibilities. 

No. 5061. Metropolitan Montreal 

Market. 


The annual report of the Mon- 
treal Post Office showing the num- 
ber of private residences and busi- 
ness places occupied by French 
and English speaking people 
served by the letter carriers of 
Montreal, Que. Issued by the Mon- 
treal Gazette. Also available is a 
report on surveys by the various 
Canadian post office divisions 
which list by cities the number of 
English and French householders 
and business places receiving let- 
ter carrier delivery service. 


No. 5062. CJVI 1953 Market Book. 


This booklet, published by CJVI, 
Victoria, D. C., contains results of 
a three-year study of the Victoria 
trading area with maps, graphs 
and information on population, 
bank clearings, retail trade, build- 
ing, manufacturing, households and 
other supporting data. 


No. 5063. The $500,000,000 Canadi- 
an Graphic Arts Market. 


The Canadian graphic arts mar- 
ket is described in a four-page 
folder which outlines the indus- 
try’s growth and future prospects 
and shows production values over 
the past five years. Issued by Can- 
adian Printer and Publisher (Mac- 
lean-Hunter). 


No. 5064. Characteristics of Fami- 
lies Reached by Farmer’s Mag- 


azine. 


A detailed analysis of the read- 
ers of Farmer’s Magazine, covering 
farm ownership and value, type 
‘and size of farming operation, 


‘and amount of equipment, farm 
housing and other information. 
_The survey was conducted among 
|300 subscribers by Gruneau Re- 
/search Ltd. Available from Farm- 
|er’s Magazine (Consolidated Press 
| Ltd.). 


|No. 5065. Prince Rupert Progress 
| Report. 

This four-page brochure con- 
tains data on Prince Rupert, B. C., 


and 
the 


on population, industries 
transportation. Issued by 
Prince Rupert Daily News. 


No. 5066. This is Canada—Prince 
Rupert. 


An illustrated circular which 
describes the industrial wealth of 
Prince Rupert, B. C. Originally 
published in Western Business & 
Industry. Reprints issued by the 
Prince Rupert Daily News. 


No. 5067. CIEN’s NIAA Report. 


A report based on the National 
Industrial Advertisers Assn. sales 
presentation outline. Includes data 
on subscribers—location, occupa- 
tion, type of industry—of Canadi- 
an Industrial Equipment News, 
from which it is available. 


No. 5068. Canada’s 1954 Power En- 
gineering Market. 

A description of the power gen- 
eration field in Canada with data 
on power capacity, statistics on 
the power growth from 1929 to 


25 years. Issued by Modern Power 


No. 
number of cattle and poultry, type 


and its market area. Includes facts | 


No. 5069. Basic Marketing Data. 

Canadian Machinery & Manu- 
facturing News (Maclean-Hunter) 
has issued this eight-page folder 
which describes Canada’s metal- 
working market and related in- 
dustries. Contains statistics on pro- 
duction for the past four years, 
import figures from the U. S. and 
United Kingdom and a summary 
of Canadian industries, outlining 
recent trends. 


No. 5070. The Market for Food in 
Canada. 

A report compiled from govern- 
ment statistical sources on food 
store growth and sales broken 
down by provinces, major cities, 
chains and independents. Illus- 
trated with graphs and charts. Is- 
sued by Reader’s Digest Assn. 
(Canada) Ltd. as Information Re- 
lease No. 54-17. 


No. 5071. Household Possessions of 
Reader’s Digest Subscribers. 

Reader’s Digest Assn. (Canada) 
Ltd. has published this 98-page 
survey in which 1,891 Canadian 
subscribers report ownership and 
purchase within the past year of 
household appliances, home fur- 
nishings, plumbing and heating, 
roofing and insulation, home dec- 
oration, insurance, recreation and 
sports equipment and miscellane- 
ous items. Individual folders cov- 
ering each section available July 1. 
No. 5072. Revue-Moteur Data 

Folder. 

This brochure compares the mo- 
tor vehicle registrations in Quebec 
from 1942 to 1952 and breaks these 
registration figures into classifica- 
tions—pleasure vehicles, taxis, 
trucks, etc—for 1951 and 1952. 
Also describes the French speak- 
ing automotive market served by 
Revue-Moteur, which publishes 
the folder. 


No. 5073. Readership Study of 

Revue-Moteur 

Revue-Moteur has published this 
survey report based on interviews 
with 198 of its French-speaking 
readers. Includes data on position 
and purchasing authority of the 
readers. 


5074. Readership Study of 
Batiment. 

This report, like the study above, 
is based on personal interviews, 
and includes figures on occupation 
and purchasing power of the 
French-speaking readers in the 
building & construction industry. 
Published by Batiment. 


No. 5075. Is Your Message Reach- 
ing Canada’s Great Rural Mar- 
ket? 

Free Press Weekly, Winnipeg, 
has issued this booklet which de- 
scribes the western Canadian rural 
market, with data on farm incomes 
by province, country stores, farm 
capital investment, values of farm 
crops, livestock and farm machin- 
ery and a summary of 50 years of 
growth in western Canada. 


No. 5076. Sport Goods & Playthings 
—Data Folder No. 7. 


This four-page brochure gives 
statistics on rise of the Canadian 
birth rate from 1942 to 1953, the 
increase of retail selling value of 
Canadian-made toys from 1943 to 
1953, and compares the dollar val- 
ue of Canadian production of a 
number of sport goods products in 
1939 and 1953. Issued by Sport 
Goods & Playthings. 


No. 5077. Batiment Data Folder. 


Batiment has issued this data 
folder dealing with the scope of its 
market and readership by those 
who specify and buy. It includes a 
table showing construction value, 
Quebec, 1951-1953. 


1952 and a forecast of Canadian |No. 5083. A Consumer Study of 
energy requirements in the next 


the Bermuda Market. : 
The Royal Gazette, Hamilton, 


& Engineering (Maclean-Hunter).| offers this booklet which reports 
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on a consumer survey of Bermuda. 
Included are statistics on composi- 
tion of families, accommodations, 
cost of living, standard of living, 
buying habits and newspaper read- 
ing habits. 


SOON TO BE PUBLISHED 


No. 5084. CJVI Market Book 
(1954). 

Report on a three-year study of 
Victoria, B. C., with data on popu- 
lation, retail trading, manufactur- 
ing, bank clearing, building and 
payroll, supplemented by a media 
study. To be issued in August by 
CiVi, Victeria, B. ©. 


No. 5085. Northland Empire. 


The Prince Rupert Daily News 
will publish in June a= gen- 
eral report, in the form of a spe- 
cial edition, on the development of 
northern British Columbia. 


No. 5086. Survey of Automobile 

Ownership and Operation, 

More than 1,600 Canadian mail 
subscribers of Reader’s Digest, 
report on ownership of cars and 
automobile accessories and buying 
habits. To be available from Read- 
er’s Digest Assn. (Canada) Ltd. in 
July. 


No. 5087. Canadian Hotel Review & 
Restaurant Market Data. 


A folder describing the growth 
of the Canadian public hospitality 
field with data on hotels, motels, 
restaurants, taverns, institutions 
and hospitals in Canada. To be 
published in June by Canadian 
Hotel Review & Restaurant (Mac- 
lean-Hunter). 


No. 5088. Sanitary Engineer Mar- 
ket and Media Folder. 


Sanitary Engineer (Maclean- 
Hunter) will issue in June this 
folder which lists figures on es- 
timates by experts on the extent 
of the plumbing, heating and air 
conditioning market in Canada for 
the next 10 years. 


No. 5089. Canadian 
Market Data. 


Canadian Advertising (Maclean- 
Hunter) is preparing a four-page 
folder showing the growth of na- 
tional advertising in Canada dur- 
ing the past few years. Available 
in June. 


Advertising 


No. 5090. Canadian Packaging 
Market and Media Folder. 


This brochure contains figures 
on the value of the packaging mar- 
ket in Canada, the imports of 
packaging materials and supplies 
from the VU. S. and the United 
Kingdom and a general picture of 
the packaging industry. To be 
published in June by Canadian 
Packaging (Maclean-Hunter). 


No. 5091. Electrical Contractor of 

Canada Market Report. 

Electrical Contractor of Canada 
(Maclean-Hurter) will issue in 
June a four-page folder present- 
ing statistics on the electrical con- 
struction market and figures on 
the electrical equipment imported 
from the U. S. 


The List of 
Available Market 
Data Begins on 
Page 42. Use the 
Coupon in Replying 
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NOTE: Most items here are avail- 
able without charge, but not all. 
Those requesting material which 
bears a price will be billed at the 
stated price by the publisher. 


No. 7000. A Market Study of The 
Mobile Home Industry. 

This study by Mobile Home 
Trailer Dealer was first issued in 
April, 1953, but pages were added 
in January, 1954. It contains in- 
formation about the growth and 
size of the industry; a survey of 
100 dealers; a survey of mobile 
home purchasers; outline of pro- 
jected markets over a 10-year peri- 
od; seasonal trend of trailer sales 
for the last three years and trend 
for the past three years in size of 
mobile homes built by manu- 
facturers. 


No. 7001. The Quickest Way to 


Detroit 


San Francisc® 


NATIONAL NEWSPAPER 
REPRESENTATIVES 


All Offices Co. Owned & Operated 


National Distribution. 

The first edition of this study 
was issued in 1950 by Specialty 
Saiesman and was re-issued in 
1952. This revised edition is an 
introduction to direct selling for 
companies not now in the field. It 
explains the nature of the field 
and how its possibilities may be 
tested for many types of products. 


No. 7003. Chain Food Business is 
SUPER Business Today. 

This is Chain Store Age’s defi- 
nition of the chain grocery-super- 
market field, its size and scope; 
what commodities chains sell and 
how much; number of chain gro- 
cery stores and supermarkets in 
U. S. by region; who the food 
chain operators are; how many 
stores they operate, schematic 
chart of organization structure of 
the average chain food company, 
and other data. 


No. 7004. 1954 Chain Supermarket- 
Grocery Merchandising Time- 
table. 

This is a reprint.from the Jan- 
uary, 1954, Chain Store Age Gro- 
cery Editions. It shows special 
events, merchandising themes and 
featured items used by 16 leading 
grocery chains for each month of 
1953. It is a guide to proper timing 
for buying, promoting and selling 
based on accumulated experience 
of chain supermarket-grocery op- 
erators. 


No. 7005. 1954 Chain Drug Mer- 
chandising Calendar. 

This report from Chain Store 
Age’s drug editions December, 
1953, shows special events, mer- 
chandising themes, etc., as does 
the above booklet for grocery 
chains. 


No. 7006. Chains Spent $49,000,000 
for 1953 Air Conditioning. 

A reprint from the Chain Store 
Age Administration Edition Feb- 
ruary, 1954, showing expenditures 
for chain store air conditioning, 
1949 to 1953, for grocery, variety- 
general merchandise, drug, apparel 
and other chains; percentages of 
new and remodeled stores which 
were air conditioned, 1949-1953 
inclusive; percentages of air con- 
ditioning in selected fields com- 
pared with total number of stores 
in operation, 1949-1953 inclusive, 
and.other important information. 


No. 7007. 1953 Chain Store Con- 
struction Cost $793,000,000. 
A reprint from the January, 


1954, Chain Store Age Adminis- 
tration Edition, shows chain store 
construction and modernization 
expenditures for grocery, variety- 
general merchandise, apparel, drug, 
shoe, auto-supply-hardware and 
other types of chains in 1953; 
chain store construction and mod- 
ernization expenditures, 1947-1953 
inclusive; based on reports from 
711 chains operating 24,499 stores, 
and other pertinent information. 


No. 7008. What Does It Take to 
Maintain Food Chain Leader- 
ship in Stores? 


The majority of the contents of 
this report are reprinted from the 
October, 1953, issue of Chain Store 
Age grocery editions. It shows 
what it takes to put a _ store 
manager in business; building 
cost, land, leasehold, parking lot, 
sales equipment, behind-the-scenes 
equipment, inventory; chapters on 
“It takes people to sell” and “It 
takes people to buy”—with a look 
at the past and a look at the fu- 
ture. 


No. 7009. Chain Store Age Mar- 
keting Map of the $14.5 Bil- 
lion Chain Grocery-Supermar- 
ket Field. 


This map shows locations by 
states of 25,108 grocery stores and 
supermarkets operated by 1,494 
food chains of three stores or more; 
number of chain grocery-super- 
markets per state for chains of 
three stores or more; city loca- 
tions of buying offices for food 
chains of two stores or more; num- 
ber of buying and branch ware- 
houses in each state for chains of 
two stores or more; number of 
chain supermarkets in U. S.; sales 
by commodities, showing percent- 
ages of total sales and dollar vol- 
ume in 40 product classifications; 
how grocery-supermarket chains 
buy. Issued by Chain Store Age 
grocery editions. 


No. 7010. Chain Store Age Mar- 
keting Map of the $3 Billion 
Variety Store Field. 

This map shows city locations 
of headquarters buying offices for 
national and regional variety 
chains; locations by states of 13,- 
033 stores operated by 2,041 chains; 
1952 sales of 11 major variety 
chains, with number of stores op- 
erated by each; total variety store 
market, including national and 
sectional chains, single store oper- 
ators; percentage of sales by de- 
partments; how to sell variety 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


chains today; how variety chains 
buy. Published by Chain Store Age 
Variety Store Editions. 


No. 7011. How to Tap the Golden 
Vein of the Retail Drug Mar- 
ket. 


This brochure shows the num- 
ber of “Class A” retail drug stores 
($100,000 annually or more) ac- 
cording to U. S. Census figures; 
number of “Class B” stores ($50,- 
000-$99,999) and “Class C” stores 
(less than $50,000); number of 
“Class A” stores operated by drug 
chains and agency stores (1953 
estimates); number of self-service 
stores; percentage of chain drug 
stores in shopping centers. It is 
illustrated with charts and photos, 
and issued by Chain Store Age 
Drug Editions. 


No. 7012. Feed Use in the 21 East- 
ern States. 

This folder, issued by Eastern 
Feed Merchant, tabulates the live- 
stock and poultry population on 
farms in 21 eastern states, and 
shows the consumption of feed in 
these states. 


No. 7013. Licensed Feed Manu- 
facturers in Eastern States. 


Eastern Feed Merchant offers 
this 21l-state tabulation of feed 
manufacturers: home-state, desig- 
nated as registered with the state 
and doing business wholly within 
that state, and out-of-state manu- 
facturers—registered in several 
states, shipping feed across state 
lines. 


No. 7014. Ahrens Market Distribu- 
tion Map. 

This 24x37” color map shows, 
for each state, the number of im- 
portant restaurants and hotels do- 
ing the bulk of the $11 billion 
restaurant and hotel business. It 
also gives estimates of the number 
of meals served in each state an- 
nually in restaurants and hotels; 
1953 dollar volume sales in the 60- 
odd standard metropolitan areas, 
and important channels of distri- 
bution for these industries. Pub- 
lished by Ahrens Publishing Co. 


No. 7015. Number, Type and Es- 
timated Sales of Meals. 
Ahrens Publishing Co. has com- 

piled this analysis of the number, 

type and estimated sales of meals 


Retail 


The Cedar Rapid 


Business 

Is Good 

nama Market es 
a =A GREAT MARKET 
Agricultura’ FOR YOU TO 
Market 


CULTIVATE | 


SIXTEEN-COUNTY MARKET 


Metropolitan 
Cedar Rapids, la. 


An Industrial Giant! Rank- 
ing First over all lowa 
Cities In Value added by 
Manufacturing. 
Population .....104,274 
Total Retail Sales 
$158,068,809 


yw i Linn | JONES 


Cedar Rapids 
F 


One of the Nation's most productive 
Agricultural areas. 
Population 430,685 
Total Retail Sales .. $406,715,769 


@Source Iowa State Sales Tax Collections 
The Cedar Rapids Gazette's 
Advertising Impact Is Terrific! 


100% coverage daily and Sunday of Metropolitan 
Cedar Rapids (Linn county) and up to 71% cov- 
orage of 15 other Eastern lowa counties, 


e, 
% 


% 


Practical Merchandising That Helps Produce 
More Sales for National Advertisers’ Products 


Che Cedur Bupids Guzette 


Daily and Sunday Circulation over 60,000 


Represented Nationally by The ALLEN-KLAPP Co., New York—Chicago—Detrolt. 


of 564,781 feeding establishments 
in the U. S. 


No. 7016. Number, Type and Esti- 
mated Food Purchases. 

An analysis by Ahrens Publish- 
ing Co. of the number, type and 
estimated food purchases of 564,- 
781 feeding establishments in the 
U. S. 


No. 7017. The Restaurant and Ho- 
tel Market for Food Service 
Equipment and Refrigeration. 

A comprehensive picture of the 

restaurant and hotel market is 
shown in this booklet issued by 
Ahrens Publishing Co. With maps, 
charts and graphs it shows where 
the bulk of the business is trans- 
acted; principal buying factors; 
best time to call on hotel execu- 
tives; what managers and chefs 
want to know about equipment, 
and many other details. 


AN AVERAGE OF 


16 


YEARS EXPERIENCE 


With an average experience of 16 
years in Newspaper Advertising, 
Kelly-Smith men are ready to con- 
structively sell space. Backed by 
continuous study in our research 
department they are always pre- 
pared to answer agency and 
advertiser questions. 


New York 

Los Angeles 
Chicago 
Atlanta 

Detroit 7 
San Francisco 
Philadelphia 
Boston 
Syracuse 


KELLY-SMITH CO. 


NATIONAL NEWSPAPER 
REPRESENTATIVES 
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a No. 7018. Facts in Food canes) bse 9 21st annual survey. Analy- 


tion 1954. 


sis of sales is broken down by in- 


Progressive Grocer has issued|dependents and chains and by 
this complete statistical report on| size of store, supermarkets, super- 
the status of the nation’s retail ettes and small stores. One copy 


Anyane in your office can set perfect 
headlines, body text, with Fototype. 
(A stenographer set this entire ad‘) 
Cuts type costs by as much as 90%, 
Use for house organs, catalogs, ads, 
direct mail, brochures—even letter- 
heads! Clean, sharp characters for 
offset, zincs or silk screen reproduc- 
tion. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53. 


FOTOTYPE 


NAME 
FIRM 
STREET 


Peeesesees 


food business based on the publi-| free; additional copies, 25¢ each. 


No. 7019. Tea & Coffee Trade Sell- 
ing Opportunities. 

A revised edition of an earlier 
presentation, which includes the 
latest survey of the tea and cof- 
fee industry with a breakdown of 
trade units and an analysis of sell- 
ing opportunities. Study made by 
The Tea & Coffee Trade Journal. 


No. 7020. Survey Among Restau- 
| rant Operators on Oil and 
| Shortening. 

_. This study by American Restau- 
rant shows preferences in oil and 
|shortening for deep fat frying: 
_which are used, by types of res- 
'taurants, and by sizes—small, me- 
dium and large. 


No. 7021. Survey Among Restau- 
rant Operators on Prepared 
Mustard. 

Data on sources of supply—in- 
stitutional wholesaler, direct from 
manufacturer, local retail store, 
/etc.—compiled by American Res- 
|taurant. Also contains information 
ion size of units purchased and 
number of units bought. 


No. 7022. Survey Among Restau- 
rant Operators on Paper Prod- 
ucts. 

American Restaurant has re- 
leased this study showing prefer- 


HELL, YES! 


The plurality of listeners goes with WBNS — the sta- 
tion with greater tune-in than all other local stations 
combined! As a candidate for your advertising dollar, 


WBNS presents a perfect platform with the 20 top- 


rated programs. 


CBS for CENTRAL OHIO 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 


ences in linen tablecloths, paper 
place mats or both; number of 
place mats used per month, color 
—stock or tailor-made patterns; 
price per thousand for stock pat- 
terns, etc. It also shows preferences 
on sandwich wraps—aluminum 
foil and waxed paper. 


No. 7023. Survey Among Restau- 
rant Operators on Mayonnaise. 


This study shows percentage of 
restaurants—small, medium and 
large—that buy prepared mayon- 
naise. Also broken down by type of 
restaurant service. Published by 
American Restaurant. 


No. 7024. Survey on Air Condi- 
tioning in Restaurants. 


This contains information on the 
number of dining areas and kitch- 
ens that have air conditioning; 
brand preferences; effect on clean- 
liness, employes’ working attitudes, 
etc. Issued by American Restau- 
rant. 


No. 7025. Survey Among Restau- 
rant Operators on Ketchup. 
This study lists the number of 
bottles used by size and type of 
restaurant. Also lists number of 
No. 10 cans used. Issued by Amer- 
ican Restaurant. 


No. 7026. Survey Among Restau- 
rant Operators on Liquor. 
Contains percentage of restau- 
rants of all sizes that serve liquor. 
Figures are also broken down by 
type of restaurant. Issued by 
American Restaurant. 


No. 7027. Survey Among Restau- 
rant Operators on New Con- 
struction, Remodeling, Redeco- 
rating. 

Shows percentage of operators 
who plan to build, remodel or re- 
decorate. Information on use of re- 
volving doors, acoustical material, 
floor coverings, wallpaper, folding 
doors, etc. Published by American 
Restaurant. 


No. 7028. Survey Among Restau- 

rant Operators on Margarine. 

Gives percentage of restaurants 
using margarine, broken down by 
size of restaurant and by type. A 
table of “most important uses” is 
included. Preferences are differ- 
entiated. Issued by American Res- 
taurant. 


No. 7029. Survey Among Restau- 
rant Operators on French 
Dressing. 

Lists percentage of restaurants 
that buy French dressing. Broken 
down by size and type of restau- 
rant. Issued by American Restau- 
rant. 


No. 7030. The Story of the In- 
dustrial Distributor. 

A simplified explanation of the 
industrial distributor, including 
what the distributor is, what prod- 
ucts he sells (and to whom), where 
industrial distributors are located, 
etc., is the theme occupying the 
main part of the booklet. Issued by 
Industrial Distribution. 


No. 7031. Resort Management Mar- 
ket Information. 

This report is a breakdown of 
resorts by capacity. It includes a 
definition of this $1 billion market 
and its seasonal aspect, which av- 
erages about 240 days. Issued by 
Resort Management. 


No. 7032. A Market Study of the 
Baking Industry. 

The study carries a description 
of the baking industry volume; or- 
ganization of field; methods of dis- 
tribution; U. S. Census data on the 
field; evaluation of sales potential; 
equipment and supplies purchased 
by bakers. Survey made by Bakers 
Weekly. 


No. 7033. Survey on the Position of 
Wholesalers. 

Department Store Economist 

conducted this study to determine 


the importance of the wholesale 
distributor in the department store 


market in volume and various de- 
partments, to estimate the amount 
of over-all store volume contribu- 
ted by products purchased through 
wholesalers, and to find out in 
which of 23 product lines whole- 
sale channels are most important. 


No. 7034. Survey of Mail and Tele- 
phone Orders. 


This survey by Department Store 
Economist shows, on a nationwide 
scale, the extent and methods of 
telephone and mail order selling of 
department and departmentalized 
specialty stores and provides store 
management with a basis for com- 
paring these types of selling oper- 
ations with those of other similar 
stores. 


No. 7035. What Makes A&P Tick. 


A first report on how the A&P 
and its many divisions operate, 
compiled from hundreds of inter- 
views with A&P personnel and 
other market factors—customer 
buying habits, market studies, 
buying policies, etc., by Supermar- 
ket News. . 


No. 7036. Coffee Report from Bra- 
zil. 

This is a report from Brazil by 
Supermarket News on the back- 
ground and causes for the rising 
coffee prices. 


No. 7037. Supermarket News Mer- 
chandising Calendar for 1954. 


A calendar of special promo- 
tions, trade meetings and the prod- 
ucts supermarkets will feature 
each month in 1954, prepared by 
Supermarket News. 


No. 7038. First Annual Report on 
Retailers’ Attitudes to Manu- 
facturers’ Advertised Brands. 


A report presented by Super- 
market News to the Grocery Man- 
ufacturers of America at its an- 
nual meeting. It tells how much 
space supermarkets will devote to 
product categories in 1954. 


No. 7039. Supermarket News Re- 
port on Shopping Centers. 


This is a report on the develop- 
ment and projected expansion of 
shopping centers. Also included is 
a nationwide survey of the equip- 
ment field. The report by Super- 
market News indicates that the 
number of shopping centers is 
growing and that equipment man- 
ufacturers are expecting 1954 to be 
a banner year. 


No. 7040. Increasing Sales in the 
Inplant Food Market. 


Inplant Food Management has 
prepared this brochure of market 
data and coverage on increased 
sales of food and food equipment 
in the “at work” market and the 
effect of food service on employer 
-employe relations. 


No. 7041. The American Motel 


Market. 

This 32-page, hard-cover booklet 
prepared by American Motel Mag- 
azine gives a quick rundown on 
motel development, size, number of 
units, data on motel income, how 
to reach the market, how to sell 
it, geographical distribution, etc. 


No. 7042. Non-Foods Jump to Ma- 
jor Rank. 


This is a survey describing the 
growth of non-food lines in super- 
markets over the period 1947-1950- 
1953. It describes how non-food 
products are bought, the percent- 
age of business done in non-foods 
and the number of drug items 
stocked, the area devoted to drugs, 
the number of houseware items 
stocked and the area devoted to 
housewares. Published by Super 
Market Merchandising. First copy 
free, 25¢ for each additional one. 


No. 7043. Supers Continue Forward 
March. 
This survey by Super Market 
Merchandising describes the 
growth of supermarkets in the 
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U.S., the dollar volume they do, 
their share of the total grocery 
store take, a breakdown by states 
of supermarket sales for 1953. It 
gives a complete history of super- 
market growth since 1940. 


No. 7044. The Northwestern Miller 

Almanack. 

A complete statistical reference 
work of facts and figures on the 
production, distribution and con- 
sumption of materials and com- 
modities used and manufactured in 
the flour, feed, grain and baking 
industries. Included are statistics 
of price, suppiy, production and 
distribution, the factual back- 
ground of trade custom, govern- 
ment regulation and industry self- 
control. Prepared by The North- 
western Miller. Price, $2 a copy. 


No. 7045. The $3.5 Billion Formula 
Feed Industry. 

This study contains information 
on the size, probable future growth, 
organization and buying power olf 
the $3.5 billion formula feed indus- 
try market, with information on 
how to sell the market. Produced 
by Feedstuffs. 


No. 7046. How to Sell the Quality 
Market of the _ Institutional 
Field. 

A four-page folder telling who 
buys for America’s private clubs, 
what clubs buy, where clubs make 
their purchases, when they buy, 
why a manufacturer should sell to 
clubs and how to merchandise the 
club market. Club Management 
prepared the report. 


No. 7047. Related Products Carried 
by Paint and Wallpaper Outlets. 
This is the report on a survey 
made each fall among readers of 
American Paint & Wallpaper 
Dealer to compare their business 
with the previous year, to find out 
what color systems they use and 
what specialty paints and related 
items—such as household wax, 
glue, cellulose sponges, masking 
tape, window glass—they carry. 


No. 7048. A Market Study of the 
Mobile Home Industry. 

This booklet contains facts 
about the mobile home or house 
trailer industry, including growth 
and size and trends within the in- 
dustry. Included are a dealer sur- 
vey and survey of the consumer 
and statistics on industry volume 
and a description of trade channels. 
Published by Trailer Dealer Pub- 
lishing Co. 


No. 7049. Facts About Feeds Illus- 
trated—1954. 

A file folder with continually 
revised statistical inserts covering 
the feed manufacturing and dis- 
tributing industries. Published by 
Feeds Illustrated. 


No. 7050. How Will Business Be? 

An annual year-end poll of con- 
tractors, wholesalers and manufac- 
turers in the plumbing-heating-air 
conditioning industry to determine 
their thinking on prospects for 
business in the coming year and on 
inventory, merchandising and 
modernization. Issued by Plumbing 
& Heating Business. 


No. 7051. Looking Back...So You 
Can Plan Ahead. 


This brochure presents a com- 
parison of departmental activities 
in furniture stores for a ten-year 
period. It shows annual inventory 
turnover by departments, sales to 
total by departments, gross margin 
to sales by departments and other 
breakdowns. Prepared by National 
Furniture Review. 


No. 7052. The $3.5 Billion Formula 
Feed Industry. 


This contains information on the 
size, probable future growth, or- 
ganization and buying power of the 
formula feed industry market, and 
how to sell it. Also included is in- 
formation on Feedstuffs’ position 
in the industry and other media 
data, 
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No. 7053. Methods, Materials Used, 
and Activities of Masonry 
Building Contractor Subscrib- 
ers. 


This file contains detailed data 
on preferences for various types of 
cement and mortar, including spe- 
cial uses of these materials. It also 
gives information on stone veneer 
practices and other data pertinent 
to masonry and concrete construc- 
tion. Published by Masonry Build- 
ing. 


No. 7054. Survey of Concrete Ma- 
sonry Producers. 


An analysis of the operations of 
249 concrete block producers 
throughout U.S. and Canada, is- 
sued by Masonry Building. It 
shows materials they manufacture, 
as well as those lines for which 
they are dealers or distributors, 
such as windows, door frames, 
glass block, masonry paint and 
waterproofing, fire-place units, etc. 
Includes data on basement wall 
types. 


No. 7055. Tool and Equipment Sur- 
vey. 

This report, by Masonry Build- 
ing, shows contractors’ ownership 
and rental practices, including 
brand data, on mixers, conveyors, 
wheelbarrows, powered wheelbar- 
rows and concrete buggies, con- 
crete forms, scaffolding, compress- 
ors, power drills and pumps, heat- 
ers, masonry saws, stud drivers, 
hoists, towers, derricks and front 
end loaders. 


No. 7056. Profile of a Dealer. | 

This is a study conducted for 
Office Appliances by Elrick-La- | 
vidge & Co., concerning the re-| 
tailer of commercial stationery, | 
business machines, office furni- 
ture and equipment. Subjects cov- | 
ered are sales volume, stock turn | 
rate, products handled, organiza- | 
tion and administration, advertis- | 
ing and promotion, etc. One copy | 
free; additional copies of the study | 
are $2 each. 


No. 7057. Who Sells Soft Surface 
Floor Coverings? 

An analysis of soft surface floor 
covering sales is provided in this 
study issued by Retailing Daily. 
It shows distribution by types of 
outlets, number of stores selling 
soft surface floor coverings, an 
analysis of furniture store sales by 
metropolitan area, etc. 


No. 7058. Who Sells Hard Surface 

Floor Coverings? 

This Retailing Daily report fol- 
lows the pattern of the study listed 
above, showing sales by types of 
outlet, number of stores, etc. 


No. 7059. Plastics in the Hardware 
Store. 

This booklet, published by Hard- 
ware Retailer, contains an analysis 
of the present-day status and the 
potential of consumer plastic prod- 
ucts in the hardware store market. 
The illustrated 32-page review 
covers plastics’ development, man- 
ufacturer, wholesaler and retailer 
activities, and includes merchan- 
dising and market data statistics. 


No. 7060. Preview, a Look at Hard- 

ware Industry Promotions. 

Hardware Retailer has _ pub- 
lished this discussion of ways man- 
ufacturers can tie in with two na- 
tionwide promotional events: Do- 
It-Yourself, October, 1954, and 
Hardware Week, April, 1955—both 
programs of the National Retail 
Hardware Assn. 


No. 7061. A Manual for Manage- 

ment of Retail Hardware Stores. 

This manual, issued by the Na- 
tional Retail Hardware Assn., pub- 
lisher of Hardware Retailer, was 
designed as a guide to retail man- 
agement. It contains statistics on 
retail experience in costs, sales and 
operational expenses, including 
summaries and trends for every 
year since 1946. 


No. 7062. The Hardware Business. 

Prepared by the National Retail 
Hardware Assn., this booklet eval- 
uates the marketing probabilities 
for those contemplating entering 
the hardware business and pro- 
vides an insight into some of the 
requirements and complexities of 
operating a new store in the grow- 
ing hardware market. 


No. 7063. Your Advertising Dollar 
in the Hardware Market. 

This is an analysis of the nine 
geographic areas comprising the 
nation’s hardware market, pub- 
lished by Hardware Retailer. It 
pinpoints the retailers most active 
in securing the highest proportion 
of consumer business and identi- 
fies them by store size, community 
population, and marketing area. 


No. 7064. Institutions Market for 
Food Service Equipment. 
Institutions Publications has is- 

sued this breakdown of the insti- 

tutions field with a tabulation of 
purchasing power concentration. It 
indicates the number of institu- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


More and more Texas advertisers are turning to the Farmer-Stockman. Being local folk, 
they know which farm magazine is most resultful for local advertisers. That is why the nine 


“little Texans 


” 


include Texas manufacturers with small, beginning appropriations ... and 


local dealers for a large implement advertiser that operates on a coop basis. 


These advertisers must get direct sales from their ads. There is no time or means for 


experimenting. They must be right the first time . 


. . each dollar must bring a return. So it is 


not surprising that they choose The Farmer-Stockman—exclusively! 


Discerning advertisers, both large and small, have long since learned that when selling 
the Southwest, advertising dollars bring most results in The Farmer-Stockman! 


406,082 
SUBSCRIBER FAMILIES 
a eee 229,797 
Oklahoma ............118,035 
Kansas . ... 24,431 
Arkansas ........... . 19,361 
New Mexico . 4,478 
Missouri ............. 4,420 
Other States . 5,560 

TOTAL ..... ... 406,082 


Owned and Operated by The Oklahoma Publishing Company @ The Daily Okloh 


Shotmmant 
Serving the Rural Southwest for 43 Years 


the Parmer-Stockman 


OKLAHOMA CITY, OKLAHOMA @ DALLAS, TEXAS 


, Oklah City Times @ WKY and WKY-TV © Represented by THE KATZ AGENCY, INC. 
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\ No. 7065. Survey on Plastic Wall 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market data (insert number of each item wanted): 


This coupon not valid after August 2, 1954. 
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tions that buy the greatest propor-. | of materials. Issued by Institutions 
tion of food service equipment and Publications. 
the factors important in the dis- | 


tribution of this equipment. '\No. 7066. Behind This...a Big 


Market for You. 

This 12-page booklet describes 
| the increase in fueloil consumption 
This is a survey dealing with the during the past 12 years (171%) 
influ- |as compared with the increase in 
ences in the institutions field for gasoline demand during the same 
plastic wall and upholstery ma- period. It includes a state-group 
terials. It indicates the diversity | breakdown in this market increase, 
of occupational titles in purchas- in percentages; also a table illus- 
ing by institutions and the famili-| trating bulk plant growth in the 
arity and preferences of these buy- | fueloil field. Operations of the 
ers with various brands and types |fueloil-oilheating dealer are de- 


and Upholstery Materials. 


THIS TWIN TELLS YOU 
HIS BUYING 
PREFERENCES 


St. Paul Dispatch-Pioneer Press 


CONSUMER ANALYSIS 
NOW AVAILABLE 


Find out where YOU stand in the big, bustling, 
booming St. Paul “half” of the Twin City Market. 
Get your free copy of the 1954 St. Paul Dispatch- 
Pioneer Press Consumer Analysis Survey .. . a 
comprehensive study revealing the brand _prefer- 
ences and buying habits of the 404,000 people who 
make the Dispatch-Pioneer Press their buying 
guide. 

It’s “just off the presses,” and it’s yours for the 
asking. Contact your Ridder-Johns representative or 
write Consumer Analysis, Dept. B. 


b | $ PATC H Representatives 


RIDDER-JOHNS, INC. 
New York—Chicago—Detroit 
Los Angeles—San Francisco 

. Paul—Minneapolis 


4 e:1eotem mitiwsPraree 


PIONEER PRESS 


scribed, and coverage of the mar- 
ket is reported by Fueloil & Oil 
Heat. 


No. 7067. Oilheating Yearbook. 
This is a 32-page reprint of the 
statistical section from the Janu- 
ary, 1954, Statistical and Review 
issue of Fueloil & Oil Heat. It con- 
tains a complete picture of all oil- 
heating manufacturing activities, 
with production tables dating back 
to 1941 for all kinds of oilheating 
equipment, and the dollar in re- 
tail sales that each represents. 
Dealer operations, selling methods, 
salaries, servicing activities and 
many other details are included. 


No. 7068. Oilheating Market Map. 

This two-color map, issued by 
Fueloil & Oil Heat, shows distribu- 
tion of oil heated, gas heated and 
coal heated homes, by states, with 
legends indicating the number of 
homes and percentage of the na- 
tion’s total of each type of heat- 
ing represented by each state. 
Colored sections indicate where 
potential markets for oil heating 
are best. 


No. 7069. 4th Annual Market Re- 
port: Oil-Fired Warm Air 
Heating and Cooling. 

This 32-page report, issued by 
Fueloil & Oil Heat, contains break- 
downs of oil-fired warm air fur- 
nace sales for 1952; operating oil- 
fired furnaces, Jan. 1, 1954; total 
oilheating installations by states, 
18-year tables showing trends in 
various types of oil-fired heating 
systems, an estimate of the future 
of oilheating, including best mar- 
kets, and many other details. 


No. 7070. Southern Appliances Da- 
ta Sheets. 
These data sheets, issued by 
Southern Appliances, contain area 
graphs showing the position of the 


South and Southwest in sales of |: 
room air conditioners and major|” 


appliances (electric washers, re- 
frigerators and ranges), with a 
breakdown of appliance dealers by 
territories as of Jan. 1, 1954. 


No. 7071. Gains in Income Pay- 
ments in the South and South- 
west. 

A graph and text, issued by 
Southern Hardware, indicate that 
gains in income payments, 1939- 
1952, are highest in the South and 
Southwest. 


No. 7072. Electrical South Data 

Sheets. 

Dominance of the South and 
Southwest in the electrical field 
from the standpoint of construc- 
tion and gains in commercial and 
industrial customers is shown in 
these data sheets issued by Elec- 
trical South. 


No. 7073. Electric Power Genera- 
tion Increases Most Rapidly in 
the South and Southwest. 

This page of graphs, issued by 


gain in output and in central sta- 
tion customers in the South and 
Southwest as compared with that 
of other sections of the country. 


No. 7074. Southern Automotive 

Journal Data Sheets. 

Distribution of automotive es- 
tablishments in the South and 
Southwest are listed, and a popu- 
lation report discusses coverage of 
the market by Southern Automo- 
tive Journal. 


No. 7075. Trends in Kinds of Mate- 
rials Sold in the South and 
Southwest. 

This data sheet, issued by 
Southern Building Supplies, tabu- 
lates the per cent of dealers in 18 
southern and southwestern states 
who sell various materials and 
supplies, based on the publication’s 
survey, January, 1954. 


No. 7076. How to Appreciate De- 
preciation. 

For hotel suppliers, this folder 
gives the life expectancy of hotel 
equipment, from light fixtures to 
air conditioners. When to aim for 
replacement orders on _ various 
types of hotel equipment can be 
determined from the folder’s fig- 
ures. Issued by Hotel Monthly. 


No. 7077. Hotel Bathroom Modern- 
ization, 

A nine-page booklet issued by 
Hotel Monthly, this tabulates re- 
sults of a survey on hotel bathroom 
modernization, tells how often the 
average hotel modernizes its bath- 
rooms and what equipment and 
fixtures it is likely to need for the 
work. 


No. 7078. The Story of Soft Drinks. 

An illustrated brochure, issued 
by National Bottlers’ Gazette, con- 
taining market data and statistics. 
It shows location of plants, sales 
volume, bottling operations, per 
capita consumption by states and 
other useful information. 


No. 7079. The $320,000,000 Green- 
house Market. 

Florists Publishing Co. has is- 
sued this folder, which gives data 
on greenhouse production includ- 
ing a breakdown of square footage 
used for planting, storage, refrig- 
eration, etc. It also gives figures 
on the value of equipment, along 
with cost of heating, fertilizers and 
supplies, and discusses the use of 
temperature and humidity con- 
trols, auxiliary power equipment 


Southern Power & Industry, shows | 
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-and cultivators and other equip- 
ment. 


No. 7080. A Study of Buying 

Habits of Retail Florists. 

Florists’ Publishing Co. reports 
on a survey which emphasizes the 
market retail florists provide for 
giftware, garden supplies and 
equipment, and trucks. The survey 
shows that retail florists have re- 
cognized the advantages of deal- 
ing in giftware, supplies and 
equipment to supplement their re- 
gular flower sales, 


No. 7081. A Golden Harvest for a 
Golden Anniversary. 

This folder analyzes a survey of 
marine dealers and distributors 
throughout the U. S. on their 
opinions of marine business for 
1954. It deals with business vol- 
ume, additional lines, and addi- 
tion of buildings and other facili- 
ties. Published by The Boating In- 
dustry. 


No. 7082. Who Buys Outboard 
Motors and Outboard Boats. 
The Boating Industry analyzes 
replies of 150,000 persons who 
bought outboard boats and motors 
during the past year. The. mate- 
rial is broken down by occupa- 
tions, size of boats and motors, 
purposes for which they were pur- 
chased, and geographical areas. 


No. 7083. Stock Boat Builders 

Selling Through Dealers. 

This folder, issued by The Boat- 
ing Industry, contains an alpha- 
betical listing of over 200 boat 
builders (with their addresses) 
who build stock boats for sale 
through marine dealers. it lists 
models they build and the material 
from which the boats are built. 


No. 7084. What Types of Adver- 
tising Display Material Do Re- 
tail Grucers Want? 

Cook Publications has issued 
this reprint from the October, 1953, 
issue of The Voluntary and Coop- 
erative Group Magazine. It ana- 
lyzes and tabulates results of a 
survey of 84 organizations in the 
food field. 


No. 7085. Facts and Figures on the 
Voluntary and Cooperative 
Groups Field as of January, 
1953. 

Statistical information—dollar 
volume, tonnage, breakdown of 
stores—and many other details of 
the voluntary and _ cooperative 
‘groups field are given in this 
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- and MONROE has gone 


UP THERE in Effective Buying 
Income, Retail Sales and 
Population — according to 
figures to be published May 10 
in SALES MANAGEMENT’s . 
SURVEY OF BUYING POWER. | 
We'll be hearing from you? < . 


WIOD’s 4-County Market of 
DADE (Miami), BROWARD 
(Ft. Lauderdale), PALM BEACH 


way 


James M. LeGate, General Manager 


9,000 WATTS + G10 KC + NBC Affiliate 


National Rep., George P. Hollingbery Co. 
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folder issued by The Voluntary 
and Cooperative Groups Magazine. 


No. 7086. Some Comparisons Be- 
tween the Chain Grocery Field 
and the Voluntary and Cooper- 
ative Grocery Field. 

This data, issued by The Volun- 
tary and Cooperative Groups 
Magazine, shows number of organ- 
izations, warehouses, retail gro- 
cery stores, supermarkets, etc., to 
compare the two food fields. 


No. 7087. Variety Store Merchan- 
diser Marketing Guide with 
Map. 

This map, with accompanying 
explanation and tables, shows dis- 
tribution of variety stores and 
sales by states and by standard 
metropolitan areas. Names and 
city locations of buying offices 
and district or regional offices of 
variety chains with ten or more 
stores are given, plus a comparison 
of annual sales-per-store in five 
major retail classifications. Pub- 
lished by Variety Store Merchan- 
diser. 


No. 7088. Inside Information on the 

Tourist Court Market. 

Answers to 466 questions on 
what quantities of products are 
used by the average tourist court- 
motel and estimated pyrchases of 
services and equipment by readers 
of Tourist Court Journal within 
the next 12 months. According to 
the report, these readers will build 
110,000 new rental units—either 
new courts or additions to present 
ones. 


No. 7089. Restaurant Management 
1954 Subscriber Study. 
Ahrens Publishing Co. offers 
this new study of Restaurant Man- 
agement subscribers’ plans for con- 
struction and improvement and 
purchase of equipment. 


No. 7090. Hotel Management 1954 
Subscriber Survey. 

Subscribers to Hotel Manage- 
ment report on their plans for 
1954 construction and improvement 
and purchase of equipment in this 
study by Ahrens Publishing Co. 


No. 7091. ‘Do-It-Yourself’ Is the 
Open Door. 

This folder, issued by Building 
Supply News, reduces the expendi- 
ture total for do-it-yourself sup- 
plies and tools to the average 
household participation in the 
market. 


No. 7092. Farm Selling Guide. 

A booklet presenting the farmer 
market opportunities suggesting 
new sales approaches and what 
building material the farmer will 
buy. Fully illustrated. Published 
by Building Supply News. 


No. 7093. How to Sell and Handle 
Lumber for More Profit. 

This 60-page illustrated booklet 
presents the effective use of 
material handling equipment by 
the lumber and building material 
dealer. It shows various types of 
equipment under actual yard con- 
ditions. Published by Building 
Supply News. 


No. 7094. How to Sell Paint and 
Sundries. 

A 48-page booklet showing how 
lumber and building material 
dealers are merchandising paint 
and paint sundries through the use 
of effective display and point of 
purchase tie-ins with advertising. 
Illustrations show why this type 
of merchant has become an im- 
portant outlet for the sale of paint 
and paint sundries. Issued by 
Building Supply News. 


No. 7095. How to Sell the ‘Do-It- 
Yourself’ Market. 

Building Supply News has is- 
sued this 40-page illustrated book- 
let showing what retail lumber 
and building material dealers are 
doing to cultivate the homeowner 
and handyman market. 


No. 7096. Marketing the Home 


aera! 


Ventilator. 

A study of the home ventilator 
field, presenting a history and size 
of the market, and retail channels 
as regards the building industry. 
and delivering material. Published 
by Building Supply News. 


No. 7097. Material Handling by the 
Dealer. 

This 28-page illustrated booklet 
shows how the lumber and build- 
ing material dealer is saving mon- 
ey and time in unloading, stocking 
and delivering material. 


No. 7098. Room Cooler Market. 


et taal i. : Me J 


A country-wide mail survey by 
Building Supply News among its 
lumber and building material 
dealer readers indicates the ex- 
tent to which readers are engaged 
or interested in the sale of air con- 
ditioning room coolers and major 
appliances. 


No. 7099. Selling the Lumber and 
Building Material Market. 


This brochure, by Building Sup- 
ply News, presents facts about the 
lumber and building material mar- 
ket. It features a list of products 
handled and the per cent of deal- 
ers selling the respective items. 


119 


Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


No. 7100. The Billboard’s Continu- 
ing Survey of Phonographs 
Among Record Dealers. 

This data sheet, issued by The 
Billboard, shows the nature and 
extent of phonograph sales made 
by retail record dealers. Indicates 
type of equipment sold, price 
ranges, brand preferences, pay- 
ment plans in current use, and 
sales trends as reported by rec- 
ord dealers answering the publi- 
cation’s mail questionnaire. 


‘ing management survey 


No. 7101. Vend’s Census and Pulse 
of the Industry. 

Vend’s eighth annual report on 
the vending industry traces the 
growth of automatic selling with 
comparative figures. Data includes 
sales volume and number of ma- 
chines in operation for candy, to- 
bacco, beverages (including cof- 
fee), and others. A detailed vend- 
shows 
latest market trends in the indus- 


‘try. 


SAN FRANCISCO 


— RIVERSIDE 
SAN BERNARDINO 
TO LOS ANGELES 


60 MI. 


LOS 
ANGELES 


San Bernardino - Riverside Counties 


And what a market! During the last 10 years, the 

fantastic growth of this area has even amazed Californians 
accustomed to seeing large communities spring from nowhere. 
San Bernardino and Riverside Counties have always been noted for 
their vast citrus groves, enormous vineyards and famous resorts (Palm Springs, 
Lake Arrowhead, Big Bear Lake, 29 Palms, etc.}. 

But look at this area today! Big industry — Steel Mills, Industrial 
Plants, a dozen Military establishments and a host of smaller manufacturers and 
suppliers to serve these economic monsters, have made this market BIG! 
Workers by the thousands are moving in where jobs are plentiful 

and living is pleasant. These workers have money to buy your products or 
services and they are buying in tremendous volume. 

Take advantage of this big and fast growing market! Get your share 

of the $784,752,000 net effective buying income which has made 

this area California's 4th—and America’s 30th market! 


Population ....... 
* Number of Families . . 
Retail Sales ....... 
Effective Buying Income 


- « » 546,100 
- « » 178,700 
599,808,000 
784,752,000 


The cities of San Bernardino and Riverside are half again as far from Lo» 
Angeles as Washington is from Baltimore. It’s a two hour train trip. Less 
than .042% of the total circulation of the 5 metropolitan Los Angeles dailies 


enters this market. 


For complete information on 
industrial opportunities, write to 
San Bernardino Board of Trade 
or Riverside Board of Trade. 


For Unduplicated Coverage of This Important California Market 


_ SAN BERNARDINO > 


saeco 


Represented Nationally by Doyle & Hawley — F 


Copr. 1954, Sales Management Survey of Buying Power; further reproduction not licensed. 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


No. 7102. The Outdoor Amusement 
Industry—a Multi-Million Dol- 
lar Market. 

This 26-page booklet covers the 
many types of products 


quantities by carnivals, fairs, 
amusement parks, concessionaires, 
circuses, drive-in theaters, arenas 
and other segments of the indus- 
try. Figures show annual buying 
power of each. Published by The 
Billboard. 


No. 7103. Annual Report on What 
the Public Spends for Drug 
Store Products. 

A complete analysis of the sales 
of over 200 drug store product 
lines. Breakdown includes annual 
retail dollar volume through all 
outlets and through drug stores 
only. Published each year in late 
August, this study reports 1952 fig- 
ures. Issued by Drug Topics. Sin- 
gle copies available. 


No. 7104. Annual Prescription 
Survey. 
This report by Drug Topics 


“\covers prescription sales in drug 


tores. Breakdown includes income 
from new and refilled prescrip- 
tions; prescription department pro- 


prietaries (sold without prescrip-| 
tion); U.S.P., N.F., and other home| 


remedies; medicinals; supplies for 


Seeing it 
IS NOT ENOUGH! 


YOUR AD MUST SELL. What 
JAYP part we play in this—samples of 
before-and-after ads will show. 


WALA anvertisine treocrarny 


11 E. HUBBARD. CHICAGO 11 e MOhawk 44-6134 


and. 
services bought annually in large 


physicians, dentists, etc. Single 


copies available. 


No. 7105. Annual Study on Vita- 
min Concentrates. 
Gives retail value of vitamin 
‘concentrate sales by type of out- 
let; comparison of retail value of 


| sales of high potency and mainten- 
‘ance dose concentrates; retail val- 
‘ue of sales by dosage forms and 
‘other information. Single copies 


available from Drug Topics. 


No. 7106. Annual Report on Live- 
stock, Poultry and Pet Health 
Aids. 

Shows drug stores’ share of ani- 
mal and poultry medicine sales, 
and sales through all other out- 
lets. Also gives drug store sales of 
livestock preparations and _ pet 
health aids by city size. Single 
copies available from Drug Topics. 


No. 7107. Annual Market Report 
on Prescription Accessories. 
Gives sales through drug stores, 

and total sales of surgical elastic 

goods, surgical rubber goods, orth- 
opedic appliances, heating pads and 
lamps, sickroom equipment and 

‘medicated plasters. Single copies 

available from Drug Topics. 


|No. 7108. Annual Survey of First- 
Aid & Surgical Supplies. 
Reports drug store sales, and 
sales through other stores, of ad- 
hesive, cotton, gauze bandages, 
adhesive bandages and compresses, 
cohesive gauze, other gauze dress- 
ings, and first-aid kits. Also first- 
aid sales by type of outlet and by 
retail price lines. Issued by Drug 
Topics; single copies available. 


No. 7109. New Wealth Added to 


+ 


Buying 


+ 


DESIRE 


accompanies 
Buying POWER 
in the new North Carolina 


With a large population — 10th in the Nation! — 
and leading the Advancing South in Manufactur- 
ing and Farm Income, North Carolina is a pros- 
perous, receptive and active market. 


Buying power and buying desire are stimulated by 
increased incomes which accompany accelerated 
industrial development, diversified agricultural pro- 
duction, and the expanding use of North Carolina’s 


natural resources. 


These ready-to-buy people with money to spend 
— a group that includes purchasers of heavy indus- 
trial and agricultural equipment as well as general 


consumer items — are 
established channels. 


accessible through well- 


For a test campaign in a pin-pointed area, or a mass 
sales effort blanketing the State, there are in North 
Carolina 48 daily and 164 non-daily newspapers, 
148 radio stations, 9 television stations, and other 
forms of effective communication. 


Department of 


CONSERVATION 


& DEVELOPMENT 


Raleigh 


North Carolina 


+ 


the Nation’s No. 1 Automotive 
Market. 

This folder, by Northern Auto- 
motive Journal, shows how buying 
power has been increased in the 
Upper Midwest agricultural em- 
pire by development of three more 
natural resources: oil, taconite and 
water power. 


No. 7110. Report to Advertisers. 

This monthly market report on 
the Upper Midwest region will be 
issued monthly starting with May 
by Northern Automotive Journal. 


No. 7111. Reprint of January Sta- 

tistical and Marketing Issue. 

Sales of appliances, radio and 
tv in dollars and units for ten 
years through 1953. Seven-year 
major appliance sales are shown 
by states, and retail sales by 
months. The business outlook for 
the industry is discussed. Pub- 
lished by Electrical Merchandis- 
ing. 


No. 7112. A Practical Approach to 
the Office Market. 

An analysis of U. S. Department 
of Commerce figures which shows 
for the first time a breakdown of 
the office market as to the number 
of firms in the U. S. and the num- 
ber of office employes. Companies 
with 1 to 4, 5 to 50, 50 to 200, and 
over 200 employes are shown. 


for Office Management. 


No. 7113. A Study of the Influence 
of Office Executives in Buying 
Structural and Maintenance 
Equipment for the Office. 

A personal survey among office 
executive subscribers to Office 

Management, made by the re- 


Rumrill & Co., to determine their 
influence in the purchase of acous- 
tical material, air conditioning, 
color conditioning, electric fans, 
fixed and movable partitions, floor 
coverings, lighting fixtures and 
other equipment. Issued by Geyer 
Publications. 


No. 7114. Sporting Goods Retailer 
Market Analysis. 

Sports Age has issued this study 
showing percentages of exclusive 
sporting goods and other stores 
with sporting goods departments, 
years in business, and a geographi- 
cal breakdown. It also shows types 
of merchandise stocked by these 


ume, and other information. 


No. 7115. Report on Merchandise 
Stocked by Gift and Decorative 
Accessories Retailers. 

An analysis of merchandise lines 
stocked, in a breakdown by num- 
ber of returns from each geo- 
graphical section; also percentage 
of all retailers stocking each prod- 
uct. It includes a merchandising 
analysis covering years in busi- 
ness, number of employes, loca- 
tions, methods of promotion, etc. 
Issued by The Gift and Art Buyer. 


No. 7116. 1954 World Motor Cen- 
sus. 

An annual survey of overseas 
automotive markets by The Amer- 
ican Automobile and El Automovil 
Americano. The census presents 
an analysis of motor operations 
throughout the world, showing 
number of cars, trucks, buses and 
tractors in actual use at the be- 
ginning of the year. It shows pro- 
duction of these units in leading 
countries, and includes a World 
Motor Census map. 


No. 7117. Market-Media File Book- 
let. 

New data, published April 15, is 
available on The American Auto- 
mobile and El Automovil Ameri- 
cano. It covers a definition of the 
field, editorial, circulation, reader 
and advertiser acceptance, rates 
and special services. 


No. 7118. Export Figures on U.S. 
Drug and Health Products. 
This booklet, issued by Phar- 


macy International—El Farma- 


re 


Published by Geyer Publications | 


stores, their average dollar vol-/| 


| ceutico, contains the latest full- 
year export figures of U. S. drug 
and health products, equipment 
and supplies. It provides detailed 
country-by-country breakdown 


cals; essential oils; crude drugs; 


dries, supplies and equipment, in- 
cluding cosmetics, toiletries and 


equipment; pharmaceutical and 
biological products; pharmaceuti- 
cal manufacturing and packaging 


ucts; veterinary and pest control 
products. 


No. 7119. Market-Media File Book- 
let. 


macy International and El Farma- 
ceutico, showing editorial, circu- 
lation, markets, reader and adver- 
tiser acceptance, rates and special 
services. Published April 15. 


No. 7120. Summary of Facts on 
the $4% Billion Baking Mar- 
ket. 

This folder, issued by Clissold 
Publishing Co. for Baking Indus- 
try, shows where bakers are lo- 
cated, dollar volume in various 
sections of the country, and other 
information on the baking market. 


No. 7121. What’s Your Best Bet? 
| Baking Industry provides sta- 
tistics on the bakery market’s po- 


| tential in this folder. 


|\No. 7122. What Should It Cost to 
| Effectively Advertise to Your 
| Bakery Market? 

| Baking Industry 


offers this 


/ies of maps which divide the coun- 


‘try into sections and show the 
‘number of retail and wholesale 
bakery establishments in each re- 
gion. Dollar volume, bakery equip-_ 


ment and ingredients bought are 
shown for each section. 


No. 7123. Data File, American 
Lumberman & Building Prod- 
ucts Merchandiser. 

Detailed information on the $734 
billion lumber and building prod- 
ucts dealer market. The folder 
‘contains the latest figures on the 
| ° . 
/new construction market, dwelling 
‘units built, expenditures for main- 
tenance and repairs, number and 
types of dealers, average dealer 
sales volume. Traces, with statis-_| 
tics, the growth of the building! 
market from World War II to the 
present do-it-yourself boom. Is- 
sued by American Lumberman & 
Building Products Dealer. 


No. 7124. The Market for Materials 
Handling Equipment and Auto- 
motive Trucks. 

This booklet, by American Lum- 
berman & Building Products Deal- 
er, reports on a mail survey of 
ownership and purchases of mate- 
rials handling equipment and 
trucks among representative deal- 
er subscribers. It includes details 
of yard and warehouse character- 
istics, handling costs and related 
subjects. 


No. 7125. Paint, Glass, Walipaper 
and Related Product Sales By 

_ Lumber and Building Product 
Dealers. 

This reports on a mail survey of 
representative dealer subscribers 
of American Lumberman & Build- 
ing Products Merchandiser cover- 
ing products handled, inventory, 
turnover, sales volume, promotion- 
al methods used, types of custom- 
ers sold, and other market data in 
the building field. 


No. 7126. Child Population of the 
U. S. 

This report, issued by Infants’ 
& Children’s Review, a Haire pub- 
lication, contains a breakdown by 
age groups, 1 through 17, by sex 
and for pre-school and school-age 
children, based on government es- 
timates for both registered and un- 


showing U.S. exports of chemi-. 


extracts and ingredients; drug sun-| 


personal hygiene items; medical | 
surgical and hospital supplies and | 


equipment and supplies; vitamins, | 
baby foods and nutritional prod- 


New data is available on Phar-| 
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registered births adjusted in terms 
‘of mortality estimates at various 


ages for each sex. 


No. 7127. The Billion Dollar Plus 
Housewares Review Market. 

| This 12-page booklet contains 
_results of a survey of retail sub- 
'scribers to Housewares Review on 
their type of operation, sales vol- 
ume, products carricd, etc. Sub- 
scribers’ reading habits also are 
' reported. 


No. 7128. The Handbags and Ac- 
cessories Market. 

Handbags & Accessories has is- 
sued this report on a survey of re- 
tail subscribers on buying respon- 
sibilities for various accessories 
categories, products stocked, and 
reading habits in connection with 
business papers. , 


No. 7129. Forecasi for 1954 in the 

Field of Linens and Domestics. 

Linens & Domestics offers this 
summary of opinion of leading 
manufacturers and others with 
quotations on such, subjects as 
sales and net profits, raw mate- 
rials, prices, deliveries, inventories, 
new designs, cooperative advertis- 
ing, advertising and promotion, su- 
-permarket trend and_house-to- 
house trend. 


No. 7130. .Forecast for 1954 
Housewares Field. 
Housewares Review has issued 
this summary of opinion of lead- 
{ing manufacturers and others on 
|sales and net profits, wholesale and 
/retail profits and prices, raw ma- 
| terials, deliveries and freight 
|rates, inventories, new designs and 
|products, cooperative advertising, 
supermarket trend, house-to-house 


in 


search department of Charles L. four-page folder containing a ser- trend and retail forecast. 


No. 7131. Cooperative Advertising 
Practices in Catalogs and 
Newspapers. 

Infant’s & Children’s Review has 
jissued this summary of opinions 
|gleaned from a survey of leading 
manufacturers in the infants’ and 
children’s wear industry, including 
an analysis of policy on allow- 
/ances. 


No. 7132. Home Furnishings Annu- 
| al Directory. 

| Just published is Home Furnish- 
|ing’s annual directory of the home 
\furnishings industry. It contains 
|street and road maps of the coun- 
‘try indicating local furniture fac- 
tories. Included are home furnish- 
ings showrooms in every major ex- 
position building, an alphabetical 
index of 2,100 manufacturers, and 
an index of trademarks and trade 
names. Price is $1 a copy in the 
U.S. 


No. 7133. Hard Surface Floor Cov- 
erings in Furniture Stores. 
Home Furnishings reports on a 

1952 year-end study of floor cov- 

erings; number of furniture stores 


carrying; best selling types; best 


selling patterns and colors; sales 
trends and volume; store installa- 
tion vs. consumer “do-it-yourself” 
instailation. 


No. 7134. The Linens & Domestics 
Market. 

An analysis of sales of various 
linens and domestics categories for 
the year 1952 contrasted with sales 
in 1929, with percentage of in- 
crease. Other indexes also are 
compared for the same years, such 
as population, number of families, 
income, etc. Published by Linens 
& Domestics. 


No. 7135. How Far Away Is To- 
morrow? 

An analysis of six “shock ab- 
sorbers” against a recession, illus- 
trated by charts developed by As- 
sociated Business Publications 
from figures supplied by the U. S. 
Treasury, Department of Com- 
merce, Chase National Bank. 1953 
figures are compared with the past 
and projected into the future for 
population, national income, gross 
national product, retail sales, hous- 
ing, and changes in federal cash 
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income and outgo. Issued by Haire 
Publishing Co. 


No. 7148. How America’s Homes 
Are Heated. 
The statistics in this booklet on 
. heating characteristics of single 
i family and other. than single fam- 
i ily dwellings, together with data 
relating kinds of fuels to types of 
a} heating systems, have been com- 
a | piled exclusively for American 
Artisan by the Bureau of the 
Census through a special tabula- 
tion of the 1950 Census of Hous- 
Bh ing data. A considerable amount 
; of information not available else- 
where makes possible for the first 
time a detailed and accurate sales 
analysis of the home heating mar- 
| ket. Published by American Arti- 
san. Price $10 per copy. 


No. 7139. Industrial Distribution 
and Marketing Wall Map. 
This map, prepared by Indus- 

h.. trial Distribution, indicates the 

value added by manufacture (over 


| We believe most any survey you want 
1) to make will prove that TRADE NAMES 

) iG responsible for as high as 50% 
of the sales of most items. 


Whether applied to a single product 
or a line of related products, TWO 
kinds of sales are cultivated: 


The sale made because of familiarity 
and confidence in the name itself. 


The REPEAT sale because the name is 
associated with satisfactory use. 


In your advertising, in your literature, 
on your products the identifying em- 
blem “Accepted for advertising in 
TODAY’S HEALTH, published by the 
American Medical Association” will 
make your merchandising more effec- 
tive. 


foe 
ADVERTISING 


It enables you to tie up your selling 
efforts at the POINT-OF-SALE. 

_ There are at least eight ways the 
| Today's Health emblem can help you 
|} sell. Learn about them—Ask for the 
| Today’s Health DATA FILE. 


lished by the American Medical Associ 
535 N. Dearborn $t., Chicago 10, III 


City State. 


eae nanan wawaand 


4 buying, 
' |compiled by American Restaurant. 


© |No. 7141. 


® | jobber. Will be published in June 
*|by Motor. 


~ No. 7142. Fueloil & Oil Heat Folder. 


$5,000,000) in each county of the 
U. S. and the number and location 
of industrial distributors. It shows 
the market coverage offered by 
the industrial distributor in each 
county of the U. S. according to 
the value added by manufacture in 
that county. One copy free. 


No. 7140. Lines Handled by Indus- 
trial Distributors. 

This booklet, first issued by In- 
dustrial Distribution, shows the 
number of industrial distributors 
stocking and selling each of 120 
different products by district and 
state for the U. S. One copy free. 


SOON TO BE PUBLISHED 


No. 7136. Chain Store Age Mar- 
keting Map of the Chain Drug 
Field. 

Scheduled to be published about 
June, 1954, this map will show lo- 
cations by states of 1,833 chain 
drug companies of two stores or 
more, with 7,917 stores; number of 
stores per state for chains of three 
stores or more; city locations of 
buying offices; sales by commod- 
ities (departmental); how drug 
chains buy, and other marketing 
data. A Chain Store Age publica- 
tion. 


No. 7137. Advertising and Mer- 
chandising Study of the Res- 
taurant Market. 

American Restaurant will re- 
lease this study about July 1, 1954. 
It covers motivations for buying— 
convenience, delivery, price, qual- 
ity, reputation, etc——the following 
products: meats, canned goods, 
frozen foods, flour, mixes, cooking 
and baking fats, ingredient prod- 
ucts. Also—information on what 
types of merchandising aids are 
used, what industry promotions 
are participated in, what prepared 
or prefabricated foods are used. 


No. 7138. Market Analysis of the 

Restaurant Industry. 

First issued in 1952, a revised 
edition is scheduled for Sept. 1. 
Gives geographic distribution of 
restaurants, breakdown of the in- 
stitutional food field, amount of 
food restaurants buy, method of 
buying channels, etc., as 


Motor’s Automotive 
Wholesaling 1954 Edition. 
This is an analysis of the dis- 
tribution of automotive replace- 
ment parts and shop equipment 
from manufacturer to automotive 


Scheduled for publication June 
1 is a folder by Fueloil & Oil Heat 
showing the public’s reaction to 


heating equipment advertising; 
| what percentage know the names 
'of their heating plants; what per- 
\centage know the names of their 
|local dealers. This and other data 
j|have been secured by telephone | 
‘canvass to obtain’ information) 
|bearing on the “consumer media 
vs. trade media” question. 


No. 7143. Domestic Engineering 
Markets by States. 

Complete sales quotas for every 
state in the country will be shown 
in this study for plumbing, heating, 
\air conditioning and appliances. 
The data is broken down into re- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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“modeling, new construction, rural 
‘and industrial markets. Shipment | 
| figures for various basic materials | 
in the industry will be shown in| 
tabular form. Scheduled for June 
release by Domestic Engineering. | 
| No. 7144. On Target. | 

This 24-page booklet, to be pub-| 
lished soon by Hardware Retailer, 
will review representative results 
from Starch study of three issues. 
Fifteen top-rated ads are re- 
produced, with an analysis of 
dealer’s apparent preferences in 
advertising treatment and editorial 
content. 


... says Herbert DeBoer, Seattle, 


District Sales Manager of RALSTON PURINA COMPANY 


While discussing his sales problems in the 
Pacific Northwest, Mr. DeBoer, had this to say: “It 
is as necessary for us to promote our products in 
the Tacoma market as it is for us to advertise in 
Seattle. Tacomans are not influenced by Seattle 
newspapers because comparatively few Seattle 
papers reach the Tacoma area. Therefore we always 
ask for and expect the same advertising schedules 
in the Tacoma News Tribune as the Seattle news- 
papers receive. The business we do in the prosper- 
ous Tacoma area deserves this consideration, 


“And that’s not all,” says Mr. DeBoer. “In my 
contacts with other representatives and jobbers, I 
find they, too, realize that to reach the Tacoma mar- 
ket, localized promotions must be used.” 


Se nse aie ‘Cra 


4 NEWS- TRIBUNE CONSISTENTLY : 
_ IN THE “FIRST FIFTY” LIST | oe 
_ Throughout 1953 and during the first © 
| three months of 1954, the News 
_ Tribune ranked high among Canadian 
_ and U.S. evening newspapers, accord- 
_ ing to lineage reports of MEDIA 
_ RECORDS. It is one of 7 evening news- 
| papers on the Pacific Coast and one 
' of 2 in the Pacific Northwest to appear 
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TO OBTAIN MARKET DATA USE THIS COUPON 
Readers’ Service Dept., ADVERTISING AGE 


icago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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No. 7145. Market Study of Linens 

& Domestics Field. 

This will be published in two 
parts, May and June, by Linens & 
Domestics. The May study will 
cover blankets, sheets and cases, 
and towels. The June study will 
cover bedspreads (tufted and 
jacquard), pillows and comforters, 
and table linens. The results will 
be tabulated for nine geographic 
areas to indicate preference on 
types, construction, colors, sizes, 
prices and many other buying and 
selling influences. 


y 


No. 7146. Window, Builders’ Hard- 
ware, Tool Survey. 

To be published June 1, this 
study will show kinds of windows 
(aluminum, steel, wood) and 
brands of each sold by building 
product and lumber dealers, and a 
comparison of frequency of man- 
ufacturer or jobber soliciting. It 
will include hardware items and 
tool products sold by these dealers, 
average sales volume of each item, 
and percentage of total sales re- 
presented by tools and builders’ 
hardware. To be issued by Amer- 
ican Lumberman & Building Prod- 
ucts Merchandiser. 


No. 7147. Floor and Wall Covering 
Survey. 

Types of flooring, floor care 
products and wall coverings han- 
dled by lumber and building prod- 
ucts dealers will be shown in this 
study to be published June 1 by 
American Lumberman & Building 
Products Merchandiser. Each clas- 
sification will be broken down to 
show annual sales volume, dollar 

He inventory and turnover of individ- 
re ual products, plus related lines 
oe dealers expect to add in the near 
future. 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 8000. Tomorrow Is a Big Mar- 
ket. 

Published by Associated Business 
Publications, this study traces the 
American market and the business 
press from 1935 to the present, and 
forecasts the picture to 1975. The 
price is $3 a copy. 


No. 8001. How Printing Papers Are 
Bought and Specified. 

This is a study of paper buying 
habits in small, medium and large 
printing plants and includes book 
papers, covers, indexes, Bristols, 
and bonds and ledgers. It shows 
annual dollar volume printed, 
bought and specified in each plant 


category. Published by The In- 
land Printer. 


No. 8002. Aluminum and Magne- 
sium Market Study. 

Materials & Methods has issued 
this new survey of the hard goods | 
industries as a market for alumi- | 
num and magnesium. The report | 
covers the use of 13 different 
forms of both metals—including | 
castings, forgings, extrusions, bar, 
sheet, strip and tubing—in the 12 
major hard goods industries. In- 
cluded are job functions of the 
men responsible for the selection | 
and specification of aluminum and | 
magnesium, and the type of edi-| 
torial and, advertising copy most 
needed by these men. 


No. 8003. Market and Media Data 
Folder. 
This booklet, issued by Materi- 
als & Methods, provides data on 
the hard goods industries as a 


facts about circulation, type of 
readers, editorial policies, etc. 


No. 8008. Aviation Week Reports 
on the Market It Serves. 

This booklet, issued by Aviation 
Week, includes comprehensive re- 
ports on the military, commercial 
air transportation and general avi- 
ation markets and the publica- 
tion’s coverage of them. 


No. 8009. Now 1 Key to the Rocky 
Mountain Construction Indus- 
try. 

This folder, issued by Mountain 

Publishing Co., reports on the 

merger of Rocky Mountain Con- 


'tractor and Mountain Constructor 


under the name Rocky Mountain 
Construction. It describes the mar- 
ket covered by the new monthly. 


for Instrument & Apparatus 
News. 


market for engineering materials, 
parts, finishes and materials-proc- 
essing methods. It discusses the in- 
fluence of technical and engineer- 
ing men on materials selection and 
specification; facts needed by ma- 
terials specifiers before they can 
make materials decisions; and cir- 
culation, advertising, editorial and 
other data useful in appraising the 
market. 


No. 8004. Readership Habits of 
Men Interested in Materials. 

A report, issued by Materials & 
Methods, on magazine readership 
habits of men who specify engi- 
neering materials, parts and fin- 


personal interviews conducted 
among those attending the Basic 
Materials Exposition, it shows rel- 
ative interest of these men in each 
principal type of engineering ma- 
terial. Covers metallic and non- 
metallic materials including data 
on the various shapes and forms 
in which they are available. 


No. 8005. Diesel Power Market 
and Media File. 

Diesel Power has published this 
market study, which follows the 
standard NIAA presentation for- 
mula. It discusses all markets in 
which diesel engines are used. 


No. 8006. 1954 Outlook of the 
Diesel Industry. 

Estimated production figures for 
1954, as well as the past five years’ 
production broken down by indus- 
try, are shown in this report is- 
sued by Diesel Power. 


No. 8007. Publisher’s Statement. 
Wire and Wire Products offers 
this presentation of the market it 


| covers. Included is a classification 
of wire and wire products mills; 
|plants purchasing wire for form- 
\ing, fabricating and manufactur- 
ing wire products, and other facts 
| about the industry. Included are 


ishes used by industry. Based on| 


This report, issued by Instru- 
/ment Publishing Co., covers the 
|specific field served, complete 
/market definition and statistics, a 
‘circulation breakdown by occupa- 
tion and industry, and a geograph- 
‘ical breakdown. 


No. 8011. Media and Market File 
for Instruments and Automa- 
tion. 

Instruments Publishing Co. of- 
fers this data folder on Instru- 
ments and Automation, showing 
the field it serves, readership, cir- 
culation breakdown by occupation 
|and industry, and many other de- 
| tails. 


No. 8012. The Instrument Indus- 
try—Today and Tomorrow. 

A complete description of the 
instruments market, including its 
| size and growth, number of com- 
| panies, dollar volume shipped an- 
nually, is given in this folder, 
|along with industry trends and a 
look at the future. Issued by In- 
struments Publishing Co. 


No. 8013. Buildings—Its Markets. 

Surveys of its readers provide 
the material for this report, issued 
by Buildings—the Magazine of 


Building Management. Subjects 
covered are air conditioning, 
cleaning, decorating, elevators, 


floor coverings, lighting, movable 
walls, washrooms, modernization 
and readership. 


No. 8014. 3 Big Reasons. 

Lumber and Building Material 
Dealer has issued this folder, 
which contains a brief but com- 
plete picture of its market, along 
with circulation figures and evi- 
dence of reader interest. 


No. 8015. Market and Media File. 

In this folder, Heating & Plumb- 
ing Merchandiser stresses the im- 
portance of rural markets for the 
plumbing and heating trade. The 
folder contains facts about the 


market served, and a circulation 
breakdown. 


No. 8016. Prestige and Power. 
American Aviatien offers this 
brochure containing information 
on the aviation market and its 
coverage by this publication. 
Readership is analyzed by individ- 
ual titles and types of company. 


No. 8017. Pending Shipbuilding 
Projects. 

This report, issued by The Log, 
contains a table of shipbuilding 
projects in various stages of devel- 
opment, totaling 97 major vessels 
to cost nearly $1 billion. Details of 
each project are included. 


No. 8018. Who Controls Marine In- 
dustry Buying? 

This is a summary of a survey 
of 65 American steamship com- 
panies showing that over 90% of 
company buying is controlled by 
executives and supervisory men 
ashore. Issued by The Log. 


No. 8019. A Sound Approach to the 
Railroad Market. 

This 16-page booklet includes 
data on over-all size of the rail- 
road market, relative size of lead- 
ing companies, recent changes in 
product demand, research facilities 
open to suppliers, and railroad 
buying and test procedures. Pub- 
lished by The Railroad Equipment 
& Publication Co. 


No. 8020. Men and Markets in the 
Petroleum Industry. 


The Oil and Gas Journal has is- 
sued this 40x54” broadside, which 
shows by schematic drawings the 
steps from exploration for oil 
through drilling, producing, field 
processing, transportation, petro- 
chemical manufacture and crude 
oil refining. Detailed divisional, oc- 
cupational and geographic break- 
down of men who work in these 
equipment markets is also provid- 


No. 8010. Media and Market File | ed 


No. 8021. Municipal Power Growth. 


This is a reprint of an article on 
the growth of local publicly owned 
electric utility systems, by Alex 
Radin, general manager, American 
Public Power Assn. It contains 
statistics and discussion of the 
subject. Issued by Public Power. 


No. 8022. Facts and Figures Con- 
cerning the $3 Billion Railroad 
Market. 


This brochure contains a com- 
plete outline of market peculiar- 
ities; scope of the railroad market 
as to materials, equipment and 
methods necessary and the invest- 
ment involved; outstanding sales 
opportunities in the market, and 
departmental organization of the 
railroads. Published by Railway 
Purchases and Stores. 


No. 8023. This Is the Ice Cream 
Market. 


Ice Cream Field has issued this 
market study, containing data on 
the number and kinds of ice cream 
manufacturers, how ice cream is 
made, kinds and volume of prod- 
ucts used by the industry, and ice 
cream production statistics. 


No. 8024. Ice Cream—1954, a Study 
of Industry Trends. 


This booklet, issued by Ice 
Cream Field, reports on results of 
the publication’s annual survey 
covering current trends in ice 
cream and mellorine manufac- 
turing, products, distribution, 
prices and advertising, with a 
forecast for 1954. 


No. 8025. How to Help Cities and 
Towns Buy Your Products. 


Municipal Index gives, in this 
folder, basic facts on the size of the 
municipal market and describes 
how purchasing by local govern- 
ments differs from purchasing in 
the field of private enterprise. The 
role of Municipal Index as a 


purchasing guide is described in 


Advertising Age, May 3, 1954 
detail. 


No. 8026. Business Men’s Expecta- 

tions. P 

A survey of business expecta- 
tions, based on interviews with 
executives of over 1,000 business 
concerns regarding their expecta- 
tions for their respective busi- 
nesses. The survey covers the areas 
of sales, profits, prices, inventories, 
number of empleyes and new 
orders. Published by Dun’s Review 
& Modern Industry. 


No. 8027. Facts About the Readers 
of Dun’s Review & Modern 
Industry. 

A survey to determine the busi- 
ness activities of this publication’s 
readers. They are identified by 
type of industry or business; by 
title and actual job function; by 
responsibility for Specifying or 
purchasing materials, equipment 
and supplies; and by their reading 
habits and interest in various edi- 
torial subjects. Published by Dun’s 
Review & Modern Industry. 


No. 8028. Compass Points of Busi- 
ness. 

Dun’s Review & Modern Indus- 
try issues this report on a quarterly 
basis. With text illustrated by 
tables and graphs, it forms a com- 
prehensive guide to where business 
and industry are going and pointers 
for future business planning. 


No. 8029. How to Keep Salesmen 
from Going Wrong. 

This 12-page booklet is about 
catalogs and their place in the in- 
dustrial sales picture. It shows re- 
sults of a study on costs per call of 
salesmen and the percentage of 
sales from calls under varying cir- 
cumstances. Issued by the Catalog 
Division, Reinhold Publishing 
Corp. 


No. 8030. Time Spread in Process 
Industries Selling. 


Factual reports from technical 
men concerning the time lag 
factor as it exists in the process 
industries field: length of time it 
takes from inception of an original 
idea to the purchasing of necessary 
equipment. Issued by the Catalog 
Division, Reinhold Publishing 
Corp. 


No. 8031. Profiles in the Process 
Industries. 


A series of seven studies pro- 
viding up-to-date data on the 
chemical and process industries’ 
title groups: what they do and 
with whom they work; what in- 
formation is most helpful to them 
in their work. Titles include chem- 
ists, chief chemists, company li- 
brarians, managers, purchasing 
agents, research directors and 
technical directors. Issued by the 
Catalog Division, Reinhold Pub- 
lishing Corp. 


No. 8032. There Are Three Steps 
to an Appliance Sale. 


Electrical Dealer has published a 
series of seven county market 
studies dealing with retail distri- 
bution of television and radio sets 
and kindred items. The studies are 
based on personal interviews with 
all dealers in each of the counties. 
Those covered are _ Franklin 
County, O.; Hampden County, 
Mass.; Berks County, Pa.; Hinds 
County, Miss.; Kalamazoo County, 
Mich.; Ada County, Ida.; and 
Stanislaus County, Cal. 


No. 8033. Fingertip Data Folder. 


Electrical West has issued this 
outline of the western electrical 
market, editorial schedule for 
special issues and other data about 
the publication. 


No. 8034. Buying Power Survey 
No. 154. 


This is a review of the current 
electrical equipment market in 11 
western states and includes details 
of utility construction budgets, 
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com- 
Pub- 


proposed industrial and 
mercial construction, etc. 
lished by Electrical West. 


No. 8035. Roundup of Western 
Metalworking. 

A 16-page comprehensive anal- 
ysis of the western metalworking 
industry, with data on the size and 
growth of each segment of the in- 
dustry in each western state. It 
also points up current trends on 
which to base an estimate of future 
marketing potential. Issued by 
Western Metals. 

No. 8036. Who Says ‘Yes’ in 
Western Metalworking Plants? 

This is a report on a study of 
the plant functions of important 
buyers and “deciders” in the 
metalworking industry. Issued by 
Western Metals. 


No. 8037. American 

Trends, 1953 Edition. 

Most of the operating data are 
based on reports filed annually by 
Class 1 motor freight carriers with 
the Interstate Commerce Commis- 
sion, which regulates approx- 
imately 20,000 interstate truck 
companies, whose gross revenues 
for 1953 totaled about $5 billion. 
Issued by Transport Topics. 


No. 8038. What’s Cooking Here? 

This folder, issued by American 
Metal Market, provides a complete 
description of’ the publication—a 
daily—with data on market cover- 
age, percentage of distribution and 
an occupational analysis of readers. 


No. 8039. Better Coverage of the 
Refining-Petrochemical Mar- 
ket. 

This folder, issued by The Petro- 
leum Engineer, provides a de- 
scription of the scope of the re- 
fining-natural gasoline-petrochem- 
ical industry, including plants 
presently operating or under con- 
struction. Capacities also are listed 
for the U. S. and Canada. 


No. 8040. Better Coverage of the 

Drilling-Producing Market. 

The Petroleum Engineer, in this 
folder, discusses the magnitude of 
the exploration, drilling and pro- 
ducing market, with expenditure 
forecasts and the number of wells 
to be drilled. Total number of pro- 
ducing wells, U. S. and Canada, are 
included. 


No. 8041. Better Coverage of the 

Oil & Gas Pipelining Market. 

The oil and gas pipelining mar- 
ket is described here by The Pe- 
troleum Engineer, with data on ex- 
penditure forecasts and mileage of 
crude products and natural gas 
pipe lines presently in operation 
and under construction. 


Trucking 


No. 8042. Maximum Coverage of 

the Entire Oil and Gas Market. 

This data folder, issued by The 
Petroleum Engineer, covers the $6 
billion petroleum industry market 
composed of three specialized op- 
erating divisions: drilling-produc- 
ing, refining-petrochemical, and 
oil and gas pipelining. 


No. 8043. The 1954 Oil Producing- 
Pipe Line Equipment Market. 
A 52-page, spiral bound, two 
color brochure in _ picture-story 
form. A 24-page markets section 
shows equipment used, sales ap- 
proaches, etc., in exploration, 
drilling, production and pipe line 
branches of the oil producing in- 
dustry. Published by World Oil. 


No. 8044. The 1954 Refining Indus- 
try Market Picture. 

Petroleum Refiner has issued 
this 58-page brochure, which 
presents a comprehensive evalua- 
tion of the refining-petrochemical- 
natural gasoline market. It lists 
plants by geographical areas, and 
lists engineering construction com- 
panies and equipment used. Covers 
buying practices and sales ap- 
proaches. 


No. 8045. Refinery Catalog Fact 
Book. 
This brochure, issued by Re- 


finery Catalog, appraises the ben- 
efits of the composite method of 
cataloging; gives information on 
how refining industry buying is 
done and who does it. It includes 
advice on writing effective indus- 
trial catalog copy and lists equip- 
ment used in refineries. 


No. 8046. Refinery Equipment— 
Who Does the Buying and How 
It Is Done. 

This is a 2l-page study, by Pe- 
troleum Refiner, telling where 
buying power is concentrated; how 
to market new products; yearly ex- 
penditures on typical items. It 
gives a case history of a typical 
purchasing pattern, and contains a 
typical organization chart, with de- 
scriptions of job functions of key 
buying-power men. 


No. 8047. Air Force Regulation 
AFR 70-9. 

The Air Force Assn., publisher 
of Air Force, has reprinted for in- 
dustry this report describing the 
parts played by the Air Research 
and Development Command and 
Air Materiel Command in weap- 


ons system procurement and, for 
the first time, defines terms in 
use in this area of Air Force 
activity. 


No. 8048. You Cover the Greatest 
Number of Manufacturing 
Plants by Using Conover-Mast 
Purchasing Directory. 

This folder, prepared by Con- 
over-Mast Purchasing Directory, 
lists the number of plants and 
employes in various manufactur- 
ing industries. It also contains an 
estimate of the percentage of the 
buying power covered by the di- 
rectory in each industry. 


No. 8049. Air Transport Facts and 

Figures. 

This 20-page 1954 edition (the 
15th) includes operating and 
market data of the U. S. airlines, 
highlighting progress made 
throughout the years. Published 
by American Aviation Publica- 
tions. 


No. 8050. How Important is the 
Small Plant? 
This is the development of a 
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When you advertise in the 


TORONTO DAILY STAR 
you reach §3% of all adult 

wx readers of daily newspapers in 
the Toronto A.B.C. City Zone 
for only 37.2% of the total cost 
of reaching them all! 


* 
* 
* Source: Sanders Marketing Research 
e 
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THE MIAMI HERALD 


Cote fhe Pace 


FOR THE NATION 


National leadership like this stems 


only from results . . 


results 


made possible by The 
Miami Herald's blanket low-cost 


. profitable 


coverage of Florida's billion dollar 
Gold Coast market. 


See your SB&F man today. 


The Miami Herald ALONE sells the Greater 


JOHN S. KNIGHT, Publisher 
STORY,BROOKS & FINLEY, National Reps. 
Affilioted Stations — WQAM, WQAM-FM 


—. ; —— 


Miami Market. 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


survey to determine the market 
importance of plants with 20 to 
49 employes—‘market 
tance” meaning the variety and 
amount of parts, components, ma- 
terials and finishes a plant would 
buy in a year’s time for use in its 
products. The report, published 
by Machine Design, is based on 
information obtained from 168 
companies, with case studies on 
seven of them. 


No. 8051. Map of the Original 

Equipment Market. 

A map of the U. S., showing the 
number of original equipment 
manufacturers for each state and 
listing the number of these es- 
tablishments in cities with 25,000 
or more population. It also con- 
tains a directory of products 
manufactured by these establish- 
ments, with the number of plants 
given for each category. Issued 
by Machine Design. 


No. 8052. Tool Steel. 

This survey, by Machine De- 
sign, was conducted for the pur- 
pose of finding the extent to 
which tool steels are used (other 
than for tools, dies, jigs and fix- 
tures) for parts and components 
in products manufactured in the 
original equipment market. The 
report shows “why tool steels are 
used”; “if not, why not”; “how 
they are used”; “who decides 
whether they are to be used”; and 
a frequency of use by employ- 
ment-size of plants using them in 
this way. 


“No. 8053. Precision Castings. 


A cross section of the original 
equipment market has been anal- 
yzed to show the use of eight 
different metals as cast into parts 
and components by five different 
“precision casting” methods. The 
report, by Machine Design, shows 
the percentage of use by-metal/ 
by-method and separately, speci- 
fication responsibility and prod- 
uct applications. 


No. 8054. Pumps. 

This survey of original equip- 
ment manufacturers, issued by 
Machine Design, contains a brand 
preference report on 11 different 
kinds of pumps. The report also 
contains an estimated market-use 
figure on pumps, a list of product 
applications by type of pump, and 
a summary on the specification by 
type and the selection of porand 
name responsibility. 


No. 8055. Industrial Finishes. 


This is a study of the use of six 
major industrial finishes on prod- 
ucts manufactured in the original 
equipment market. The _ report 
shows the number of plants using 
each finish and the estimated dol- 
lar amount of each used, by a cross 
section of plants in the eight dif- 
ferent product groups of the 
“OEM.” Issued by Machine De- 
sign. 


No. 8056. Gearmotors, Speed Re- 
ducers, Variable Speed Drives. 


Three separate surveys on the 
use of gearmotors, speed reducers 
and variable speed drives in prod- 
ucts manufactured in the original 
equipment market. Each report 
contains a list of actual product 
applications, showing the ratio, 
type, hp rating and number of 
these components used per year. 
Issued by Machine Design. 


No. 8057. Plant Engineering For- 
mula. 


An outline of the plant engin-| 


eering formula in industry, with 
a resume of responsibility attached 


impor-| 


No. 8058. First Continuing Audit of 
Brand Recognition of the Elec- 
| tronic Original Equipment Mar- 
ket. 
| To measure advertising effec- 
tiveness, 3,268 design engineers of 
‘the electronic original equipment 
/'market were asked what manufac- 
‘turers they would consider in 
‘planning purchases of 30 major 
‘products of the electronic indus- 
tries. The results, 1,026 replies (a 
31.9% return), serve as a funda- 
‘mental guide in planning adver- 
tising to the electronics industries. 
Published by Electronic Design. 


No. 8059. Market and Media In- 
formation (Printing Industry). 


This data file, issued by Print- 
ing Equipment Engineer, contains 
information on the number of 
plants, size, purchasing power, 
buying practices, types of plants, 
etc., in the printing industry. 


No. 8060. How to Sell the Foundry 
Market. 


This 64-page booklet, published 
by Foundry, defines the concentra- 
tion of foundry capacity, produc- 
tion and employment in 96 mar- 
keting areas. A section analyzes 
foundry capacity and employment 
in the states and in Canadian 
provinces. Also included is a list 
of foundry supply houses and 
agents, a market area map for 
sales planning, data on Penton’s 
Foundry Directory and details re- 
garding Foundry’s special services 
and sales aids. 


No. 8061. This Is the Foundry In- 
dustry. 


Foundry has published this 32- 
page market and media file, which 
presents new facts about the $5 
billion foundry market—its growth 
and future and its coverage by this 
publication. It contains many illus- 
trations including a pictorial flow 
chart of a typical foundry opera- 
tion. 


No. 8062. Overseas Bound. 


This folder, issued by Chemical 
Engineering and Chemical Week, 
discusses what’s behind the trend 
to foreign trade, and growth of 
chemical process industries mar- 
kets. Included are a map indicat- 
ing total CPI exports, a table of 
shipments to process industries 
abroad and many other details. 


No. 8063. Presentation Outline— 
Chemical Week. 


Chemical Week has issued this 
booklet, which follows the NIAA 
presentation style, and contains, in 
addition to media data, a wealth 
of information on the market. Esti- 
mates for chemical process indus- 
tries spending are tabulated, as 
are equipment and materials used. 
Distribution of CPI plants with 20 
or more employes is shown, and 
major branches of the chemical 
process industries are listed. 


No. 8064. The Market for Fats and 
Oils in the Chemical Process 
Industries. 


Chemical Engineering has issued 
this market report on the wide 
range of applications of fats and 
oils in the chemical process indus- 
\tries. It tabulates factory con- 
sumption of total primary and sec- 
ondary animal and vegetable fats 
;and oils by uses, then shows end 
use breakdowns of each type of 
oil. 


No. 8065. The Market for Fire Pro- 
| tection Equipment in _ the 
Chemical Process Industries. 

| The fire problem in the chemi- 
cal process industries is discussed 


to this function, plus details of the in this Chemical Engineering re- 


plant engineering department of a 
typical large manufacturing con-| 
cern. Included are statistics on the 
size of the market. Issued by Plant 
Engineering. | 


port, with information on chemi- 
cals used for fire fighting and 
safety methods required by various 


try. 


. 


No. 8066. United States’ Consump- 
tion of Chemicals. 


The country’s consumption of 
chemicals by geographical region 
and by chemical-consuming in- 
dustries is reported in this market 
bulletin issued by Chemical En- 
gineering. Included are_ tables 
showing production by states and 
commodities. 


No. 8067. How a Major Producer 
Buys. 

This is the first of a series of 
case studies of buying and specify- 
ing practices in the chemical proc- 
ess industries, issued by Chemical 
Engineering and Chemical Week. 
Charts and tables give figures on 
products bought and men who are 
influential in buying and specify- 
ing for the plant studied. 


No. 8068. The Market for Plastic 
Pipe. 

This folder, issued by Chemical 
Week, reports a major trend to- 
ward the use of plastic pipe in the 
chemical process industries, lists 
its advantages, discusses various 
types and their uses, and the scope 
of the market for them. 


No. 8069. Production of Electric 
Energy and Capacity of Gen- 
erating Plants. 

Chemical Week offers this re- 
port on the place the chemical 
process industries hold as a mar- 
ket for power generating and 
transmitting equipment. 


No. 8070. Distribution of the 
Chemical Process Industries. 


The McGraw-Hill Census of 
Manufacturing Plants is’ the 
source of material in this Chem- 
ical Week report. It covers num- 
ber of plants and employes by size 
of plant; number of plants and 
employes by size of plant and by 
states; and number of plants and 
employes by size of plant and by 
metropolitan areas. 


No. 8071. Readership Cook Book. 


Illustrated with many examples, 
this Chemical Engineering booklet 
discusses the rated ads in the ARF 
study of the publication pointing 
out headlines and copy that were 
high raters with readers. 


No. 8072. Chemical Engineering 
Data Digest. 


Chemical Engineering offers this 
file folder of data on the publica- 
tion, its scope and purpose, the 
market and what the market buys. 


No. 8073. Who Are America’s Most 
Wanted Men? 


Chemical Engineering and Chem- 
ical Week have issued this bro- 
chure about the need for technical 
manpower, illustrates its point 
with a table showing number of 
technical graduates and their job 
picks, and shows with a ten-point 
checklist, what advertisers in the 
engineering field can help to do 
about the situation. 


No. 8074. Industrial Equipment 

News Media Data File. 

Industrial Equipment News of- 
fers this file folder material pre- 
pared in accordance with the 
NIAA-suggested form. It contains 
complete data about the publica- 
tion, coverage of its market, and 
readership. 


No. 8075. IEN Brief Case. 

A four-step plan to promote the 
sales of products to all the manu- 
facturing industries is contained in 
this folder, issued by Industrial 
Equipment News. 


No. 8076. Proved Readership. 
Southern Lumber Journal and 
Building Material Dealer has is- 
sued this illustrated booklet cov- 
ering the lumber and building ma- 
terial industry in the market com- 
posed of nine southeastern states. 


It shows equipment used; mer-j|in the meat packing and allied in- 


chandise stocked by material deal- 


other details. 


dustries provided the material for 
uir ers; the South’s construction by |this analysis, issued by The Na- 
types of plants within the indus-|types and by states, and many |tional Provisioner. It covers num- 


No. 8077. Selling the Construction 
Industry Through Contractors 
and Engineers. 

Information about Contractors 
and Engineers—its editorial con- 
tent, readership and coverage of 
its market—is provided in this 
folder. 


No. 8078. Some New Data on the 
Cost of Producing Orders in 
Industrial Markets. 

This booklet contains a sum- 
mary of the recent study made by 
the Sales Executives Club of New 
York on the costs of order produc- 
tion in industrial markets. It 
shows how per-order cost of sales 
drop 76.44% when prospects use 
catalogs before calling in manu- 
facturers’ representatives. Issued 
by Sweet’s Catalog Service. 


No. 8079. The Need for Printed 
Product Information in Indus- 
trial Buying. 

A summary of one phase of the 
NIAA Survey of Industrial Buy- 
ing Practices, which demonstrates 
how printed product information 
controlled the suppliers’ chances 
of getting an order in 60.1% of the 
makes considered. A Sweet’s Cat- 
alog Service brochure. 


No. 8080. Facts About the South- 
_ern Hospital Market. 


This folder, issued by Clark- 
Smith Publishing Co., shows total 
facilities and professional person- 
nel of southern hospitals; expen- 
ditures of general hospitals; and 
tables indicating current invest- 
ments in new hospitals in the 
southern states. There is also a 
tabulation of hospitals in the South 
according to type. 


No. 8081. Facts About the Nation’s 
Knitting Industry. 


A tabulation of knit goods man- 
ufacturers; tabulation of knitting 
mill equipment; statistics on ho- 
siery and production of knit 
underwear and nightwear are pro- 
vided in this booklet issued by 
Clark Publishing Co. It also con- 
tains facts about the administra- 
tive and executive structure in 
knitting mills. 


No. 8082. Southern Spinning and 
Weaving Industry. 


In this study, Clark Publishing 
Co. gives a breakdown of spin- 
weave mills and their equipment 
by states; rayon and acetate yarn 
shipments, 1945-1952; and _ lists 
machinery and supplies used by 
spin-weave mills. Facts about the 
administrative and executive 
structure are included. 


No. 8083. Reference Data on the 
Cotton Gin and Oil Mill Press. 


This reference data folder pres- 
ents facts and figures on The Cot- 
ton Gin and Oil Mill Press—its 
history, the market it serves, edi- 
torial scope, reader classification, 
and circulation and mechanical 


details. 


No. 8084. Facts About a $600,000,- 

000 Market. 

In this folder The Cotton Gin 
and Oil Mill Press gives detailed 
information on the cotton ginning 
industry, including production fig- 
ures, equipment used, power re- 
quirements, and market trends. 


No. 8085. Market and Media Data 
in the Meat Packing and Allied 
Industries. 

The National Provisioner has'| 
issued this file of data on the $15 | 
billion industry, including infor- 
mation on plants, production and 
the men who influence buying de- 
cisions. Media data is included. 


No. 8086. A Survey of Truck Buy- 
ing, Servicing and Maintenance 
in the Meat Packing and Allied 
Industries. 


A study of representative plants 


ber of trucks operated, by make 


Advertising Age, May 3, 1954 


and type; truck ages; replacements 
and additions; truck preferences, 
and many details regarding serv- 
icing and maintenance. 


No. 8087. The Market for Pack- 
ing Materials in the Meat 
Packing and Allied Industries. 

Production reported in this Na- 
tional Provisioner study is based 
on extension of 1952 U.S.D.A. fig- 
ures for federally inspected plants. 

The study lists products adaptable 

to transparent wrapping, and con- 

tains excerpts of a talk by N. L. 

Chaplicki, of National Tea Co., on 

the trend to self-service meat re- 

tailing and, consequently, pre- 
packaged meats. 


No. 8088. Report of a Survey on 
Brushes and Brooms. 


The National Provisioner re- 
ports on annual brush consump- 
tion in the meat packing and allied 
industries, with figures on types 
of brushes and brooms and a sum- 
mary showing the consistency of 
the market for these products. 


No. 8089. The Market for and Ap- 
plication of Pumps. 

This study by The National 
Provisioner lists the number of 
pumps in use and the annual re- 
placement market in the meat 
packing and allied industries. 


No. 8090. 1954 Inventory of Found- 
ry Equipment. 

This report on Foundry’s com- 
prehensive study of foundry equip- 
ment throughout the industry 
gives detailed information, broken 
down by equipment groups, on the 
volume, age and “plans to buy” 
of over 50 major types of foundry 
equipment. Presented in chart 
form, the booklet contains infor- 
mation useful in sizing up the 
foundry market and establishing 
sales potentials. 


No. 8091. Methods and Equipment 
that Solve Materials Handling 
Problems in the Foundry. 


Foundry has issued this 56-page 
booklet, reprinted from a£ series 
of articles in the publication, cov- 
ering all phases of materials han- 
dling problems in the foundry 
yard, metals charging, molding de- 
partment, core room, metal pour- 
ing, shakeout and cleaning de- 
partments. Profusely illustrated, 
the booklet describes thoroughly 
the application of such equipment 
as trucks, conveyors, cranes, hoists, 
etc., in foundry work. 


No. 8092. The Story of Textile 
World and Its Market. 


Based on the NIAA outline, this 
brochure, issued by Textile World, 
gives data on the size and charac- 
ter of its market, buying practices, 
and a geographic breakdown of 
the textile industry and the publi- 
cation’s relation to it. 


No. 8093. Industry Statistics. 
Electrical World has issued this 
52-page brochure containing a re- 
print of material from its 50th an- 
nual statistical issue. It contains 
many graphs, tables and charts 
with a detailed synopsis of the 


/1953 achievements of the electric 


power industry, its past record and 
future outlook. 


No. 8094. Electrical Industry Fore- 

cast for 1954-1963. 

This reprint of Electrical World 
material tells why the electrical 
industry looks forward to contin- 
ued growth and prosperity. The 
24-page booklet covers light and 
power sales, capital expenditures, 
utility earnings and many other 
details bearing on the subject. 


No. 8095. Money and the Electric 
Power Industry. 

The electric power industry has 
doubled in the past 10 years and 
will do so again before the next 
10, says this 24-page booklet issued 
by Electrical World. To accomplish 
the gains, the industry will need 
billions of new money; the booklet 
charts the industry’s growth and 
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Advertising Age, May 3, 1954 


gives the details of its financial re- 
: quirements. 


No. 8096. Recent Developments in 
j the Brick Building Industry. 

American Ceramic Society Bul- 
letin offers an article in its Feb- 
ruary, 1954, issue on the brick 
building industry of the southeast- 
ern U. S. It shows how recent 
changes in manufacturing methods 
have improved product quality and 
reduced production costs. Equip- 
ment data is furnished, and a sum- 
, mary of brick shipments for re- 
u cent years is shown. 


No. 8097. Ceramics in the Amer- 
ican Economy. 

This article, from the August, 
1953, issue of American Ceramic 
Society Bulletin, compares the ce- 
ramic field with other basic indus- 
tries. Charts and diagrams illus- 
trate production and consumption 
of various ceramic products. 


No. 8098. Food’s Hot. 

Food Engineering has issued this 
report on the size and scope of 
its market, buying practices and 
trends in the food manufacturing 
and processing industry. Media 
data is included. 


No. 8099. Electrical Manufactur- 
ing Quarterly Review. 

This booklet, issued by Electri- 
cal Manufacturing, contains statis- 
tics on the original equipment 
market in the field of electrically 
operated machines, appliances and 
equipment. It includes a checklist 
of editorial content keyed to spe- 
cial interests of various industry 
groups coded to U. S. standard in- 
dustrial classifications. 


No. 8100. The Place of Plastic 
Pipe in the Gas Industry. 
Gas has issued this market study 
of the use of plastic pipe and tub- 
ing in the gas industry, providing 


use and current status of such 
pipe and tubing for underground 
installations. 


No. 8101. Gas Conditioning, 
Transmission. 

A 12-page illustrated booklet, is- 
sued by Gas, explaining the spe- 
cialized conditioning and _ trans- 
mission operations of the gas in- 
dustry, and kind of products and 
equipment bought. It includes 
forecasts of transmission construc- 
tion expenditures through 1955. 


Gas 


No. 8102. Who Says ‘Yes’ in the 

Gas Industry? 

Gas, in this 12-page booklet, 
shows, by example, the wide vari- 
ation in titles of men in the gas 
companies who decide on the pur- 
chase of equipment and how to 
reach them through advertising. 


No. 8103. Mailing List of Volume 
Buyers in the Liquified Petro- 
leum Gas Industry. 

This folder, issued by Butane- 
Propane News, contains an analysis 
of the channels of distribution of 
products used in the liquid petro- 
leum gas industry, with a state 
and sectional breakdown of the 
number of major companies. The 
folder explains the method by 
which this data has been obtained 
and is kept current. 


No. 8104. There’s No Gamble 
About This $2 Billion Jackpot. 


by Construction Digest, describes 
the over-all planning of state 
agencies that make up a $2 bil- 
lion toll road construction market 
in Illinois, Indiana, and Ohio. It 


| reports on contracts already 
ih awarded, with names of contrac- 


tors. 


No. 8105. An Open Letter. . .About 
| Toll Roads Costing $2 Billion 
Plus. 

The Illinois-Indiana-Ohio turn- 
pike picture is brought up to date 
in this two-color brochure issued 
by Construction Digest. It reports 
progress made particularly in Il- 


detailed information on the past. 


This two-color brochure, issued. 


linois and Indiana toward imple- 
menting toll road projects and lists 
sub-contractors and their address- 
es on Ohio Turnpike. The bro- 
chure is supplemented by two 
reports detailing the toll road 
picture in the three states and 
completing contractors and sub- 
contractors lists. 


No. 8106. Light Construction Mar- 
keting Guide. 

Tables and maps show distribu- 

tion by regions and states of con- 


struction workers; self-employed 
construction managers ana pro- 
prietors; lumber, building mate-_| 
rials and hardware retail outlets; 
sales; and number of new dwell-| 
ing units, indicating potential 
sales volume. Issued by American 
Builder. 


No. 8107. Building Construction | 
Markets, 1953-1954. 
Tables and accompanying bagacd 
in this report show the number of 
new dwellings and non-residential | 


* Color Chromes © are sun-tested 
against fading - for all displays, in- 
cluding outdoor and window signs. 
izes to 30” x 40”. Large sizes 
under $5.00 each in quantities. 


*% Film-type transparencies show 
with or without light. 


For further information 
MIDDLE WEST PICTORIAL CO. 
1635 W. Melrose St., Chicago 13, Ill. 


NEW PROCESS 


Offers LARGE SIZE + FULL 
COLOR - NON-FADING 
TRANSPARENCIES 


at Amazingly Low Prices 


“Don't talk to me 


If you're trying to slim down today’s costs to fit tight budgets, you 
know how our fat friend feels. But maybe you don’t know how bulging 
printing costs melt away on a diet of Consolidated Enamel Papers. 


Consolidated Enamels do nothing but flatter company magazines, catalogs, 
and advertising and sales materials with that sparkling crisp quality only 
the finest enamel papers can give. Yet they cost 15 to 25% less than old 
style enamel papers simply because Consolidated’s modern manufacturing 


about reducing!" 


method revolutionized enamel papermaking time and costs. 


So why give up anything to get printing costs down to that schoolgirl 
figure again? Just ask your Consolidated merchant to prove that he 
offers today’s best enamel paper value regardless of coating method. 


production gloss - modern gloss - flash gloss - productolith - consolith 


CONSOLIDATED WATER POWER & PAPER CO. 
Sales Offices: 135 S.La Salle St., Chicago 3, III. 


enamel 
printing 
papers 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


units erected during the past five 
years, with expenditures for each 
type of construction at the na- 
tional level. Issued by American 
Builder. 


No. 8108. Blueprint for Selling 
Industry’s Blue Chip Market. 
Product Engineering’s market 

and media book details what con- 

stitutes the original equipment 
market; how big it is; where the 


buying power in the OEM lies; chure, 


number of workers in these 
plants; and number of plants hav- 
ing engineering headquarters in 
which the actual specification of 
all components for machinery, 
equipment and appliances takes 
place. 


No. 8109. How to Sell Metalwork- 
ing. 
American Machinist, in this il- 
lustrated market and media bro- 
reports on the metalwork- 


how many plants of 50 or more! ing industry: What metalworking 
workers there are in each of the is, how big it is, where, what the 
14 major divisions of the OEM;| industry buys and who does the 


FOR 

CONVENTIONS 

TRADE SHOWS 
EXHIBITIONS 


For All Majer Cities 
Somptes Write... 


JACKSON 

PRINTING CO. 

1048 Pine AVENVE 
LONG Beacw 33. Car. 


copvayoRt wan asen 


buying. 


No. 8110. How to Get Editorial 
Recognition for Your New 
Products. 

Product Engineering has issued 
this 20-page booklet giving full 
details of the requirements for 
new-product announcements in. 
this publication. It outlines the! 
best way to prepare an acceptable 


SLASH 


COSTS of 
CONTESTS and 
PREMIUM CAMPAIGNS 


Many a contest or premium campaign has been 
throttled because of top-heavy postal costs and 


handling expenses. 


That’s why more and more manufacturers through- 
out the United States and Canada now use ADofA. 


Through up-to-the-minute know-how in the con- 
test and premium fields—and strategic, fully- 
equipped zone offices, ADofA offers a streamlined 
operation that cuts costs to the bone. 


Proof? Over 25,000,000 pieces were mailed out 


this month alone! 


We suggest the next time you want to cover a 
city, region or go national—check on the 
ADofA services for economy's sake. 


Advertising Distributors of America, Inc. 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
ALBANY, N.Y. 
268 Central Ave. Albany 5-2431 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
CINCINNATI 2 
509 W. Third St. 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 
HOward 8-9610 


MAin 6062 


PITTSBURGH 22 
243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfield 1-1066 
LOS ANGELES 7 
151 W. 27th St. PRospect 3064 


CANADA: TORONTO, ONT. 
308 Coxwell Ave. GErord 7568 


Serving many of the leading 
manufacturers throughout 


the United States and Canada 


release; what kinds of products! 
qualify; what information should 
be included with the announce-| 
ment, and important rules regard- 
ing photos and drawings. 


No. 8111. Our Readers Are Anxious 
to Hear About Your New Prod- 
ucts. 

American Machinist has issued a 
folder similar to the one described 
above, showing requirements for 
submitting information to the pub- 
lication’s “New Shop Equipment, 
Materials, and Parts Department.” 


No. 8112. 1954 Market Coverage 
Analysis. 

A tabulation issued by Graphic 
Arts Monthly, showing, state by 
state, the equipment operated by 
every known private and commer- 
cial graphic arts plant in the coun- 
try and their coverage by the pub- 
lication. 


No. 8113. Modern Plant Survey. 

Power has issued this booklet 
containing summaries of design 
trends and technical details of over 
500 utility and industrial power 
plants and 125 hydro projects. The 
price is 60¢ a copy. 


No. 8114. Power Insulation Survey. 

A study of temperature ranges, 
application and buying influences 
in power insulation. Issued by 
Power. 


No. 8115. Protective Coating Sur- 
vey. 
A study of the use, application 
and buying influences in protective 
coatings. Published by Power. 


No. 8116. Check All the Facts. 

This folder, issued by Construc- 
tion News Monthly, describes the 
market served by the publication, 
type of news coverage and other 
basic information. 


No. 8117. U. S. Map of Farm 
Chemicals Manufacturers. 

A map, issued by Farm Chemi- 
cals, shows at a glance the city lo- 
cations of fertilizer and pesticide 
manufacturers and manufacturers 
of both. 


No. 8118. Facts About Modern 
Plastics and the Market It 
Serves. 

Breskin Publications has issued 
a 12-page brochure describing the 
scope of the plastics market, its 
growth since 1934 and the kinds 
of goods and services it purchased. 


No. 8119. The Contractor...Who... 
Why. ..How. 

Qualified Contractor has issued 
this booklet which discusses the 
status of the electrical contractor, 
the scope of the market these men 
represent and buying factors of 
the market. 


No. 8120. Questions and Answers 
on Qualified Contractor. 

In this folder Qualified Contrac- 
tor gives basic information about 
the medium and the market it 
serves. 


No. 8121. An Industrial Headache 
Is Taken Apart. 

This 16-page folder contains re- 
sults of a Shipping Management 
subscriber survey. It presents a de- 
tailed picture of products used in 
shipping and traffic department, 
method of operation and func- 
tions and buying habits of shipping 
and traffic executives. 


No. 8122. A Report on the Booming 
Swimming Pool Market. 
Included in this six-page data 


sheet are estimates of the number | 


gram, which will be necessary to 
place coal in a position to supply 
expected huge demands. Reprinted 
from the November, 1953, issue of 
the publication. 


No. 8124. The Story of Coal. 

This folder, reprinted frorn the 
December, 1953, issue of Utiliza- 
tion, tells the story of coal and its 
part in the progress of civilization. 
Illustrations and a map show pro- 
duction by major producing states, 
management and _ organizational 
structure of the industry, and many 
other details. 


No. 8125. Diesel Survey. 

This material, issued by Modern 
Railroads, contains an analysis of 
shopping and servicing practices 
of a representative number of rail- 
roads. 


No. 8126. Appliance Manufacturer 
Progress Report. 

Watson Publications Inc., pub- 
lisher of Appliance Manufacturer, 
has issued this report on manu- 
facturers’ sales, 1952-1953, index of 
market saturation and an example 
of components, raw materials and 
supplies used by a typical manu- 
facturer. 


No. 8127. List of Market Informa- 
tion Reports. 

Western Canner & Packer has 
issued this list of market data re- 
ports it has available. They cover 
type and estimated quantities re- 
quired by the western canning and 
packing industry, of such products 
as adhesives, barrels, belt lacing, 
corn harvesters, filters, industrial 
enzymes and many others. 


No. 8128. Mop of Major Western 
Fruit and Vegetable Packing 
Areas with Canning Season 
Dates. 


Two pages of material issued by | 
Western Canner & Packer contain 
a map of the major western fruit 
and vegetable packing areas, with 
numbers keyed to the descriptive 
text, and tables showing opening 
and closing canning date for fruits 
and vegetables. 


No. 8129. First Choice. 

Electrical Engineering offers this | 
four-page folder about its reader-| 
ship, editorial scope and coverage 


of its market. 


No. 8130. Guide to the Aeronautical 
Engineering Profession. 

This 64-page booklet, issued by 
Aeronautical Engineering Review, | 
contains: information on the avia-| 
tion industry, including size, lo- 
cation, engineering employment 
situation, description of the aero- 
nautical engineer and his job, etc. 
The study covers government de- 
partments, manufacturers and air- 
lines. 


| 


No. 8131. 1954 Survey of Diesel- 
Electric Units in Railway Serv- 
ice. 

A complete inventory of all 
diesel units in service on 154 roads 
in U. S. and Canada, classified by 
h.p. ratings. A four-page copyright 
pamphlet, condensed and arranged 
for quick reference. Published 
by Simmons-Boardman Publishing 
Corp.; $1 a copy. 


No. 8132. New 1953 Installations of 
Diesel-Electric Locomotives. 

A copyright analysis with com- 
plete details by railways of the 
number of units, month installed, 
type, h.p., and name of builder. 
The report covers 2,337 new units 
installed by 78 roads in U. S. and 
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No. 8134. Selling the 1954 Marine 
Market. 

Marine Engineering has issued 
this booklet containing detailed 
tabulations of commercial and 
naval vessels building, and infor- 
mation as to who and where key 
buying factors are in the marine 
industry and how to reach them. 
Marine market trends for 1954 are 
included. 


No. 8135. How to Specialize Your 
Selling in the $3 Billion Rail- 
way Market. 

A key to sales strategy in the 
railway market is specialization, 
according to this 36-page booklet 
by Simmons-Boardman. The book- 
let discusses the organization of 
the railway industry and the scope 
and types of railway equipment 
buyers 


No. 8136. Report on the Use of Air 
Compressors in the Metalwork- 
ing Industry. 

The Iron Age has issued this re- 
port on a product survey, which 
shows the number of air com- 
pressors in sizes from 1 h.p. and 
up in use in metalworking plants 
for plant service operations. A 
breakdown by size, age, type of 
cooling, and an estimate of 1954 
requirements for additional air 
capacity are included. 


No. 8137. Electric Adjustable Speed 

A. C. Drives. 

This Iron Age product survey 
shows the number of adjustable 
A. C. drives in operation in the 
metalworking plant. Types of ma- 
chines run by such drives and the 
advantages derived from their use 
are listed. 


No. 8138. Metal-Cutting Files. 
This Iron Age study reports on 
brand preference, buying influ- 
ence, and advertising effectiveness 
as related to metal-cutting files. 
The study contains information on 
the use of files by industry groups 
and sources from which metal- 
working plants buy files. 


No. 8139. Use of Weldments by the 
Metalworking Industry. 

“The use of weldments for ma- 
chinery components is reported in 
this study by The Iron Age. In- 
formation on tons of weldments 
used per year, and whether com- 
panies buy or make their own 
weldments is included. Applica- 
tions for weldments are shown, 
with an estimate of the potential 
market in the equipment building 
industry. 


No. 8140. Cutting Fiuids. 

This Iron Age market study 
shows the extent cf use of cutting 
fluids by metalworking plants. 
Buying influence data is included. 


No. 8141. Plastic Wall Covering 
and Upholstery Survey. 

This study, by Architectural 
Record, shows the extent to which 
architects engage in interior de- 
sign involving materials and fur- 
nishings that are not integral 
parts of the building, and types 
of buildings for which architects 
are most likely to specify these 
products. 


No. 8142. A Survey of Concrete 
Specification Practices. 

A study to determine the extent 
to which architectural, architec- 
tural-engineering and engineering 
firms design various types of non- 
residential buildings which are im- 
portant markets for concrete. The 
report, issued by Architectural 
Record, includes information on 


of swimming pools in use classified Canada. Published by Simmons-| how concrete is specified and by 


by use and size; charts showing 
growth of the field; estimates of) 
the potential market for pool 
equipment and supplies and sug- 
gestions for selling to it. Published | 
by Beach & Pool and Swimming. | 


No. 8123. Coal-Confidence-Capital. | 

Mechanization has issued this 
folder reporting plans whereby the 
coal industry can finance its pro-| 
jected $10 billion expansion pro-' 


Boardman; price $1 a copy. 


No. 8133. Survey of Repair Shops | 

for Diesel-Electric Locomotives. | 

A 12-page copyright list of 445 
shops on 141 roads, showing loca- 
tion and type of repair facilities) 
for mechanical and electric work, 
running and heavy repairs, wheel | 
work, armature winding and en- 
gine overhaul. A Simmons-Board- 
man report; $1 a copy. 


whom. 


No. 8143. Year-Round Air Condi- 
tioning Survey. 

This is a survey of 2,000 archi- 
tects to determine the extent of the 
trend toward year-round air con- 
ditioning in houses, and the factors 
which will encourage future owner 
acceptance of year-round air con- 
ditioning. Published by Architec- 
tural Record. 
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No. 8144. Analysis of ‘Architect- 
Engineer’ Planned Work. 
This Architectural Record report 

tabulates all major types of build- 

ings and shows the percentage of 
total dollar volume and number of 
projects accounted for by archi- 
tect-engineer planned work—12 
months of 1953. 


No. 8145. Builders’ 
Study. 

A survey of 1,000 architects to 
determine the influence of the 
owner, the architect and the con- 
tractor in specifying builders’ 
hardware for residential and non- 
residential buildings. It shows 
brand preferences of architects 
and the kind of information archi- 
tects want from hardware manu- 
facturers. Issued by Architectural 
Record. L 


No. 8146. Truck and Truck Equip- 
ment Data. 


Statistics on the motor cargo 
market are given in this folder is- 
sued by Southern Motor Cargo. It 
includes registrations by states, an- 
nual purchases of replacement 
parts, characteristics of the south- 
ern market, and coverage by the 
publication. 


No. 8147. Data File for Plating. 


This folder, issued by Plating, 
reports on the scope of the elec- 
troplating industry, plating metals 
and their uses, equipment and sup- 
plies used, types of plants, etc. It 
includes detailed information on 
the publication and its coverage of 
the market. 


No. 8148. Market and Media Facts 
for the $7 Billion Paper and 
Paper Manufacturing Industry. 


Paper Mill News offers produc- 
tion and consumption statistics for 
pulp, paper and paperboard; data 
concerning the use of various 
products in the manufacture of 
pulp, paper and paperboard; and 
buying factors in paper and pulp 
mills. It includes information on 
rates and mechanical requirements 
for the publication’s 12 feature 
numbers. 


No. 8149. Selling the Builder. 

Practical Builder has issued this 
study of the $26 billion light con- 
struction industry and its com- 
ponent parts—farm, residential, 
commercial, industrial and _ insti- 
tutional. Construction volume data 
is included. 


No. 8150. Tool 
Survey. 
Ownership and purchases of 24 
typical tool and equipment items 
by 5,000 contractor-builder sub- 
scribers are reported in this study 
by Practical Builder. 


No. 8151. Hardware, Paint, Water- 
proofing, Caulking Survey. 
This study, conducted by Prac- 
tical Builder, was made to de- 
termine how builders’ purchases of 
hardware and other items are de- 
cided and made. 


No. 8152. Floor and Wall Finish 
Materials Survey. 

In this report, Practical Builder 
covers types of floors builders 
most frequently install and where 
they obtain the material used. 


No. 8153. Major Appliances & Cab- 
inets, Heating and Electrical 
Equipment Specialties. 

In this study, Practical Builder 
reports on the influence and prac- 
tice of subscribers in _ selection, 
purchase and use of appliances and 
other equipment. 


No. 8154. Today’s Home Building 
Market. 


This market study by Practical 
Builder analyzes factors of change) 
which have taken place in home, 
building, and appraises the oppor-| 
tunities presented for the sale of 
building products during the next 
several years. 


No. 8155. Windows, Screens and’ 


Hardware 


and Equipment 


Screen Wire, Storm Sash Sur- 

vey. 

Purchase influence and prac- 
tices of home builders with rela- 
tion to these products are re- 
ported in this Practical Builder 
study. 


No. 8156. Central System Air Con- 
ditioning. 

This report on a survey by 
Practical Builder records returns 
from a 17-typical-states sample as 
to per cent of those readers plan- 
ning to include air conditioning in 
homes to be built and whether 
they would specify type and make. 


No. 8157. Heating Survey. 

Issued by Practical Builder, this 
study shows (based on home price 
range) what percentage of build- 
ers select type and make of heat- 
ing equipment as well as what 
type they expect to specify. 


No. 8158. The Building Business— 
a Moving Market. 
This Practical Builder report 
contains building industry statis- 


tics with information to aid in in-! 
terpreting them. 
No. 8159. How Do You Sell a! 

Builder? 

This analysis of the contractor- 
builder’s operations and his buy-| 
ing influence, plus what he wants. 
to know about products, was pre- 
pared by Practical Builder. 


No. 8160. Window Ideas that Sell 
More Buildings. 


This 32-page booklet by Prac- 
tical Builder illustrates various 
types of window installations with 
size standards and installation de- 
tails. 


No. 8161. Construction Forecast 
for 1954 in the Six Northwest 
States and Alaska. 


This 24-page folder contains a 
reprint from the January, 1954, 
issue of Pacific Builder & En-| 
gineer. It covers a documented | 
classification breakdown of actual | 
construction scheduled for this 
year in the far Northwest, total-| 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


COR eee eee 


a ay 


CROCS EEE EEE HEHEHE HEHEHE HEHEHE HEHEHE HEHEHE HEHEHE EE OHHH ESET EEE EEE EHHETHE HSHEHE HERERO SEO EES 


CORE HEHEHE HEHEHE HEHEHE SHES EEE EEE EHH HEHEHE EEE HEHEHE SHER H HEHEHE HEHEHE EERO H ESE EEEEE 


This coupon not valid after August 2, 1954. 


ing more than $2 billion. Free to 
advertisers in the construction 
field. 


No. 8162. Lift Trucks. 

This is a report on a Rock Prod- 
ucts survey of 2,000 producers of 
concrete products to ascertain the 
types, sizes and makes of lift 
trucks used in the concrete in- 
dustry. 


No. 8163. Production Estimate. 

Rock Products has issued this 
estimate of production for 1954, 
with data on the expansion and 
modernization of the rock prod- 
ucts industry. The industry is com- 
posed of manufacturers of cement, 
crushed stone, sand and gravel, 
lime, gypsum, ready-mixed con- 
crete and concrete products and 
a variety of miscellaneous non- 
metallics. 


No. 8164. Building Market Facts. 

Here, in file form, is statistical 
information on various aspects of 
the building industry. Included are 
historical data on expenditures for 
new’ construction, maintenance 
and repair; estimated expendi- 
tures on construction in 1954; and 
selected characteristics of new 
dwelling units built since 1950. 
Published by Architectural Forum. 


No. 8165. Metalworking Markets in 
the U. S. 

Steel has issued this 10x13” fab- 
ricord-bound, 250-page book. It 
incorporates 28 national maps and 
49 state maps detailing metal- 
working plant concentration down 
to county level. Contains com- 
plete statistical data on plant size 
(by employment), location, metal- 
working operations performed, and 
major product manufactured ac- 
cording to SIC three and four- 
digit listings. The price is $25 a 
copy. 


No. 8166. Wall Map: Metalwork- 

ing U.S. A. 

This four-color wall map, ap- 
proximately 15x20”, shows metal- 
working plant concentration down 
to the county level. Helpful for 
planning market sales coverage. 
Issued by Steel. 


No. 8167. Instruments (Gages, Re- 
corders and Controllers) in the 
Metalworking Industry. 

This study, by Steel, covers 
number of plants using instru- 
ments—by industries and employ- 
ment groups; brands preferred for 
various uses; buying influences for 
instrument purchases and other 
details concerning instruments in 
the metalworking industry. 


No. 8168. Stainless Steel. 

This Steel report covers num- 
ber of plants using stainless steel, 
by industry and employment 
groups; number analyzed by in- 
dustry groups and geographic area; 
buying influences; outlook as re- 
ported by respondents now using 


stainless steel; main reasons why 
respondents do not use stainless 
steel, and other facts. 


No. 8169. Trends in Welding. 

This report on a Steel survey 
shows number of metalworking 
plants doing production welding; 
general types of processes used; 
trends in various types of weld- 
ing; trend toward automation; 
buying influences, and the outlook 
for production welding. 


No. 8170. Powered Metal Parts. 

Similar in format to the other 
Steel reports, this one covers num- 
ber of plants using powered metal 
parts, analyzed by industry and 
employment groups; how plants 
are obtaining parts they are using 
and the kind; manufacturers most 
widely recognized by respondents 
to the survey, and many other 
details. 


No. 8171. A Market Study of Pow- 
ered Lift Trucks in the Metal- 
working Industry. 

Plants using powered lift trucks 
and types of trucks used are re- 
ported in this Steel study. Brands 
preferred for indoor and outdoor 
use are shown with reasons; and 
buying influences by groups and 
individual titles are reported. 


No. 8172. Marketing Data on the 
Use of Motor Controls in the 
Metalworking Industry. 

In this report Steel shows the 
number of plants using motor con- 
trols, by industries and employ- 
ment groups; number using motor 
controls on manufactured prod- 
ucts and plant equipment; dollar 
purchases, by industries and by 
sources of supply; buying influ- 
ences; job titles of respondents to 
the survey, etc. 


No. 8173. Who Uses & Buys Joining 

Methods. 

This report, issued by Metal- 
Working, provides an analysis of 
use of various joining methods. It 
covers all metalworking industries 
and reports on seven different 
types of welding, two types of 
brazing, three types of bonding, 
and soldering. 


No. 8174. Who Uses & Buys Cool- 
ing Oils & Abrasives. 

A market analysis of the use of 
various cooling oils and abrasives 
in the metalworking industries. It 
covers 10 different types of cooling 
oils, nine types of abrasives, and 
the forms in which they are used. 
Issued by Metal-Working. 


No. 8175. Who Uses & Buys Cutting 
Tool & Machine Tool Accesso- 
ries. 

A market analysis, by Metal- 
Working, of cutting tool and ma- 
chine tool accessories, covering all 
metalworking industries. Reports 
on 17 different types of cutting 
tools and seven types of machine 
tool accessories. 


No. 8176. Who Uses & Buys Fin- 
ishes, Coatings & Cleaning 
Equipment. 

This Metal-Working report cov- 
ers 22 different types of finishes 
and coatings and five types of 
cleaning equipment used in the 
metalworking industries. 


No. 8177. Who Uses & Buys Alloy, 
Ferrous and Non-Ferrous Met- 
als. 

Use of tool steels, iron and steel 
and non-ferrous metals is covered 
in this market analysis by Metal- 
Working. 


No. 8178. The Facts that Prove 
Electrical Equipment Makes 
More Sales. 

This folder, issued by Electrical 
Equipment, explains in detail its 
coverage of two major markets, 
the value of the Sutton “Inquiry 
Quality Control System,” and 
analyzes products bought and how 
each market buys. 


No. 8179. Serving the Electronic 

Industry. 

Electronic Equipment, in this 
folder, defines the markets for 
automation and electronic process 
control, types of manufacturers of 
electronic equipment and types of 
equipment bought and used in 
these markets. 


No. 8180. The Electrical Contrac- 
tor. 

Contractors’ Electrical Equip- 
ment has issued this folder, which 
explains who the electrical con- 
tractor is, what he buys, where he 
is located and how he is sold. 


No. 8181. Markets for Industrial 
Electronics. 

This report by Electronic Equip- 
ment analyzes the industrial use 
of 19 different basic types of in- 
dustrial electronic equipment (for 
automation, instrumentation, com- 
munications, controls, measure- 
ment and testing) in 20 different 
manufacturing industries. 


No. 8182. Food Packer Market- 
Media File. 

Facts and figures on the market 
for canning, glass-packing and 
freezing are offered in this book- 
let by Food Packer. 


No. 8183. Catalog of Oilburner 
Manufacturers. 

This publication by Fueloil & Oil 
Heat lists companies alphabetically 
and by type of equipment. It con- 
tains about 1,000 names. The price 
is $3. 


No. 8184. The Hottest Spot for 
Advertisers Selling the Com- 
mercial-Industrial Oilburner 
Market. 

A four-page folder issued by 
Fueloil & Oil Heat, describing the 
interest of oilheating dealers in 
commercial-industrial sales and 
installations and servicing of those 


installations. 
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No. 8185. Fueloil & Oil Heat’s| sewage and industrial waste treat- 


Buyer’s Guide. 

This is a 48-page list of names 
and addresses of manufacturers of 
oilburners, oilburner and heating 
accessories, equipment and sup- 
plies, listed alphabetically and by 
types of equipment. A reprint of 
the directory issue of Fueloil and 
Oil Heat. 


No. 8186. Air Conditioning and Its 
Application. 

This booklet, published by Air 
Conditioning and_ Refrigeration 
News, contains reprints of material 
used during the past two years. 
Many of them contain market in- 
formation on the buyer, what he 
looks for in air conditioning and 
his reaction to it. A survey shows 
successful sales appeals in the mer- 
chandising of air conditioning 
units. The price is $1.50 a copy. 


No. 8187. Market and Statistical 
Review of 1953. 

Covers the production, sale and 
value of units produced by the ap- 
pliance industry plus similar infor- 
mation on other fabricated metal 
products including steel kitchen 
cabinets, plumbing ware and steel 
containers. Issued by Dana Chase 
Publications. 


No. 8188. All About Pumps. 

A survey of the number and 
variety of pumps used in the sugar 
industry, based on a field trip to 
18 Latin American sugar mills 
and giving specifications of pumps 
in use, pictures of typical installa- 
tions, and comments by plant en- 
gineers. Issued by Palmer Publica- 
tions. 


No. 8189. Mechanical Engineering 
Market Data File. 

The American Society of Me- 
chanical Engineers issues this con- 
tinuing file of data on Mechanical 
Engineering, including information 
about the publication and its mar- 
ket, a readership analysis, etc. 


No. 8190. Survey of Latin Amer- 
ican Construction. 

Lists all projects in Latin 
American countries involving $1,- 
000,000 expenditure. Details of 
each product are given. Published 
by Ingenieria Internacional Con- 
struccion (McGraw-Hill Interna- 
tional Corp.). 


No. 8191. Latin American Power 

Survey. 

This report summarizes all Latin 
American power—existing and 
planned. Issued by Ingenieria 
Internacional Industria. 


No. 8192. The Prestige Magazine. 

The Canning Trade has issued 
this folder which follows the NIAA 
recommendation for presentation 
of data about the medium and the 
market it covers. 


No. 8193. Modern Materials Han- 
dling Market Data File. 

This file is divided into five gen- 
eral sections: companies which 
buy 76% of all handling equip- 
ment; reading habits of materials 
handling men; information needs 
of these men; and how to influence 
the men who select handling 
equipment. Issued by Modern 
Materials Handling. 


No. 8194. Report on a Study of 
Reader’ Information Needs. 
This Modern Materials Han- 

dling report shows kinds of mate- 

rials handled, areas of operations, 
organization of the materials han- 
dling function and other infor- 
mation about the 33,000 men 
responsible for materials handling 
in the 25,000 companies that buy 
76% of all equipment. 


No. 8195. Expenditures for. New 
and Improved Water and Sew- 
age Facilities. 

Water & Sewage Works has is- 
sued this data folder showing, in 
tables and charts, expenditures for 
water and sewage facilities during 
the years 1930-1953. A page gives 


ment field. 


No. 8196. A Blueprint of the Mar- 
ket for Equipment and Supplies 
Used for the Water Supply, 
Sewage Disposal, Industrial 
Waste Treatment. 

This 20-page booklet outlines the 
amount of water and sewage work 
done in the country, equipment 
used, and the men who purchase it. 
Illustrated with charts, tables and 
diagrams, it presents a graphic 
picture of the publication, the mar- 
ket and the trend toward single 
management. Issued by Water & 
Sewage Works. 


No. 8197. Water Heater Facts. 

This six-page folder, issued by 
Gas Heat, deals with water heater 
sales, distribution, and Gas Heat’s 
coverage of those who sell and 
install them. 


No. 8198. A Bonanza Market. 

A 24-page booklet covering the 
history of the gas-heating market; 
maps showing pipelines for nat- 
ural gas; tables sidwing gas-heat- 
ing sales by states. Other tables 
show where all kinds of gas-fired 
heating equipment, water heaters, 
room heaters, wall and floor fur- 
naces, radiants and other types are 
now operating. Included are six 
pages of data on gas heating deal- 
er operations by equipment, meth- 
od, etc. Published by Gas Heat. 


No. 8199. Statistical and Review 

Issue. 

This is Gas Heat’s annual March 
issue, with eight pages covering 
the production and sales figures 
for gas heating manufacturers, 
dealers, jobbers and gas companies 
during 1953. 


No. 8223. Where Is Glass Packag- 
ing Headed? 

This folder, issued by The Glass 
Packer, contains a report on glass 
packaging during the past 20 years 
—where it stood in the early ’30s, 
prewar, war and postwar periods. 
It includes graphs and charts in- 
dicating the growth of the industry 
and a breakdown of volume of 
glass containers used by industry 
through December, 1953. 


No. 8224. You Cover the Greatest 
Number of Manufacturing 
Plants by Using Conover-Mast 
Purchasing Directory. 

This folder, prepared by Con- 
over-Mast Purchasing Directory, 
lists the number of plants and em- 
ployes in various Manufacturing 
industries. Included is an estimate 
of the percentage of buying power 
covered by the directory in each 
industry. 


No. 8225. Contract Welding. 

The Welding Engineer has is- 
sued this folder ‘containing an 
analysis of the market for 57 prod- 
ucts used in fabricated metal prod- 
uct shops engaged in contract 
welding. Figures for projection are 
based on a persona! ifterview sur- 
vey conducted in 124 shops in 20 
industrial centers, coast to coast. 


No. 8226. Does the Guide Produce 
Sales? 

Electronics surveyed a cross 
section of its subscribers to learn 
what they bought and from whom, 
using the Electronics Buyers Guide 
issue as a product reference book. 


No. 8227. Fact Folder. 

Screw Machine Engineering has 
issued a new market and media 
presentation following the NIAA 
format, giving details of its mar- 


ket and coverage by the publica- 
tion. 


No. 8228. Mills and Machinery in 
U.S. Textile Manufacturing In- 
dustries. 

Textile Industries has issued this 
data sheet which tabulates, by 
states, the number of mills, Spin- 
dles, looms and other machinery 
in the U. S. textile manufacturing 
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No. 8229. Pit Equipment Survey. 

A survey of 82 plants in the 
structural clay products, refrac- 
tory and sewer pipe industry, giv- 
ing figures by brands on owner- 
ship of power shovels, pit locomo- 
tives, bulldozers and front-end 
loaders. Published by Brick & Clay 
Record. 


No. 8230. Whom Would You Con- 
tact? 

Park Maintenance has_ issued 
this report on coverage of the 
complex municipal market, with 
data on equipment used by parks. 


No. 8231. Visao’s Audience Today. 

This survey was compiled from 
Brazilian subscribers of Visao and 
includes data on occupation, re- 
sponsibility for business purchases, 
income, education, reading habits, 
etc. Issued by Vision Inc. 


No. 8232. Vision’s Audience Today. 

Vision Inc. has issued this sur- 
vey, similar to the Visao survey 
listed above. The report describes 
Vision’s Latin American readers 
as to occupation, income, standard 
- of living, preferred language, trav- 
el and possessions. 


No. 8233. News Bulletin on Vene- 
zuela. 

The news bulletin supplemented 
by a confidential bulletin contains 
trade news on Venezuela and data 
on leading companies in various 
fields. Issued by American Export- 
er Publications. 


No. 8234. News Bulletin on Cuba. 

American Exporter Publications 
has issued this news bulletin, sup- 
plemented by a confidential bulle- 
tin which contains Cuban trade 
news and facts and statistics on 
Cuban companies and industries. 


No. 8235. The Air Conditioning 
Boom Ahead. 

Comprehensive coverage of the 
current boom in air conditioning, 
both comfort and process, and the 
. outlook in both the industrial- 
commercial and residential fields 
comprise a new presentation of 
this market. Anticipated sales vol- 


y. ume in all product and market di- 


visions is charted for the 10-year 
period between 1953 and 1963. 
Offered by Keeney Publishing Co. 


No. 8236. Market Data—Water 
Supply, Sewage Disposal, In- 
dustrial Waste Treatment. 

A detailed, 20-page blueprint of 
the market for equipment and sup- 
plies used for water supply, sew- 
age disposal and industrial waste 


BUSINESS IS GOOD 


In the Robustling 


HAMMOND— 


EAST CHICAGO 
Market! 


@ Now over 200,000 population 
with average spendable in- 
come per family of $7,063 .. . 
35% above national average! 
ee Consumer Markets, 


Building up 25% over early 
53, Housing and Commercial! 


$125,000,000 
pansion 
utilities! 


industrial ex- 
in oil, steel and 


Completely covered and 
locally served only by 


THE HAMMOND TIMES 


Hammond, Indiana 


Represented Nationally by 
BURKE, KUIPERS & MAHONEY, INC. 


treatment includes the amount of 
water and sewage work done in 
‘the country, the equipment used 


No. 8237.Expenditures, Water and 
Sewage Field. 


A special, four-page folder list- 
ing expenditures for new and im- 
proved water and sewage facili- 
ties for the years 1930 to 1953. Also 
includes the outlook for 1954. Pub- 
lished by Water & Sewage Works. 


SOON TO BE PUBLISHED 


No. 8200. Gas Heating Grows, 
Grows, Grows. 

Gas Heat is working on a re-do 
of its Bonanza Market booklet, 
which will have figures from re- 
cent sources and projections cov- 
ering 1954 state breakdowns of 
gas-fired equipment in operation 
in American homes and where the 
sales have been made. 


No. 8201. Gas Heating Dealer Vs. 
Consumer Advertising. 


About June 1, Gas Heat will is- 
sue a report on a telephone survey 
in 15 marketing areas, determining 
what helped the consumer make 
selections of various equipment, 
and the relationship between the 
consumer, manufacturer and deal- 
er, to try to help evaluate trade 
publication advertising for gas 
heating equipment. 


No. 8202. Report on a Study of the 
Market for Floor Handling 
Equipment. 

Modern Materials Handling has 
in preparation a report on the 
market for floor handling equip- 
ment which will include an in- 
ventory of equipment in use, size 
of companies and industry classi- 
fications, age of equipment, geo- 
graphical locations, age of build- 
ings and building limitations, floor 
areas, kinds of materials handled 
and many other details. 


No. 8203. Report on a Study of the 
Market for Packaging Mate- 
rials and Equipment. 

Now being prepared by Modern 
Materials Handling, this will be 
a report on the market for product 
protection and industrial packag- 
ing materials and equipment. Data 
will include kinds of materials 
used and approximate annual con- 
sumption; inventory of industrial 
package equipment in use and age 
of equipment; types of product 
protection problems encountered; 
tscope of responsibility of the men 
who select materials and equip- 
ment, and the extent to which 
packaging is integrated with other 
phases of operation. 


No. 8204. 1954 Annual Report of 
Gas Construction Projects. 


Available within the next two 
months will be this detailed analy- 
sis of gas industry construction 
budgets and projects, showing 
amounts allocated by various com- 
panies for production, transmis- 
sion, distribution, storage, and gen- 
eral expenses, with maps of pipe 
lines completed, under way, and 
approved. It will list compressor 
stations to be built and communi- 
ties scheduled to receive natural 
gas. To be issued by Gas. 


No. 8205. Sales Presentation. 


By July 1 The Glass Packer will 
have available a new market and 
media study which follows the 
NIAA recommendation. It will re- 
port on the market served and 
coverage of it, with detailed data 
on the publication. 


No. 8206. Market and Media File. 

Plant Engineering will issue, 
about July 1, a new market and 
media file following the NIAA 
format. 


|'No. 8207. Standard Sales Presen- 
tation. 


_a market and media study follow- 
‘ing the NIAA format. Available 
‘about July 1. 

‘and the men who purchase it. 
Complete with charts, tables and 
diagrams. Published by Water & 
Sewage Works. 


No. 8208. The Tank Truck Story. 

Available about Aug. 15 from 
The Petroleum Transporter will be 
a new NIAA-outline media and 
market file, which will include de- 
tailed data on the truck industry, 
its buying practices, etc. 


No. 8209. Nonmetallics Materials 

Survey. 

Ready in July will be a.study 
of the hard goods industries to 
determine the market for non- 
metallic engineering materials. It 
will present data on 18 different 
types of nonmetallics, including 
present uses, potential increased 
sales, personnel responsible for se- 
lection and specification, and buy- 
ing habits for each type of non- 
metal. To be issued by Materials 
& Methods. 


No. 8210. Plastics Survey. 

Scheduled for July publication 
is this study by Materials & Meth- 
ods showing the market for plas- 
tics within the hard goods indus- 
tries. The survey covers forms in 
which plastics are used; proportion 
of companies fabricating their own 
plastic parts; why some manufac- 
turers have discontinued use of 
plastics; proportion of plants in- 
vestigating other uses of plastics; 
types of information wanted by 
specifiers from plastics advertis- 
ing. 


No. 8211. Your Catalogs: Key to 
More Orders at Lower Cost. 
Sweet’s Catalog Service will 

have available, about June 1, a 
folder discussing the importance 
of catalogs, both as selling tools 
and as buying tools. It will show 
how Sweet’s services help manu- 
facturers get their catalogs used 
through improved design, selective 
market coverage, catalog main- 
tenance in buyers’ offices, etc. 


No. 8212. Basic Marketing Data 

Vol. I. | 

The Iron Age is preparing a na- 
tional statistical picture of the 
metalworking industry, which will 
contain data based on 1954 em-| 
ployment. Plants are classified by 
their major products in 2, 3 and 4! 
digit breakdown to conform with) 
the U. S. Government Standard 
Industrial Code. It will be avail- 
able in August. 


No. 8213. Basic Marketing Data 
Vol. II. 

This booklet, to be published by 
The Iron Age in August, will break 
down by industrial areas the data 
contained in Vol. I, described 
above, and will provide a useful 
tool for study of sales districts. A 
sales analysis sheet with instruc- 
tions for use will accompany the 
80-page report. 


No. 8214. Market for Refrigeration 
in the Meat Packing and AIl- 
lied Industries. 
The National Provisioner is pre- 
paring for publication a detailed 
study of refrigeration requirements 
of meat packing and sausage plants 
showing general practices for all 
departments and estimates on the 
total amount of refrigeration used. | 


No. 8215. The Market for Reusable. 
Metal Delivery and Storage 
Lugs in the Meat Packing and 
Allied Industries. 

A study of the uses for and re- 
quirements of delivery and storage 
lugs in the meat packing industry. | 
To be published by The National 
Provisioner. 


No. 8216. Design News 1954 Man- 
ufacturers Recognition Study. 
Scheduled for publication next 

month is this bi-annual study, 

made on a nationwide scale, show- 
ing which manufacturers are 
thought of when design engineers 


} 
| 
} 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8217. Purchasing News 1954; No. 8220. Statistics on Air Con- 


Manufacturers 
Study. 


Recognition 


ditioning. 
Atr Conditioning and Refrigera- 


| 
Purchasing News will issue in tion News has scheduled for pub- 
June a study similar in scope to|jication early this summer a book- 


the one above, showing purchasing | 
agents’ recognition of manufactur- 


ers when they are buying 112 dif- 
ferent industrial products. 


No. 8218. Warm Air Heating Study. 
Practical Builder is preparing an 
illustrated booklet containing a 


let containing unit sales and value 
of all types of air conditioners 
from 1935 to the present. Includes 
estimates made by industry of 
future production to 1957, and in- 
formation on buyers of air con- 
ditioning based on the publica- 


discussion of warm air types of 
heating, approaching the subject 
from the builder-contractor view- 
point. 


No. 8219. Hot Water Heating in 
Homes and Commercial Build- 
ings. 

Another booklet being prepared 
by Practical Builder will be de- 
voted exclusively to hot water 
heating in homes and commercial 
buildings. 


TELL AND SELL YOUR STORY 


the World responds to its Appeal 


Flowers in spring; rainbows after a shower; sun- 
sets behind lavender clouds; birds, butterflies— 
all creation sparkles with the alluring beauty of 
color! Small wonder that so much of what man 
creates glows with it. It’s significant that when 
these sales-seeking producers go to market, so 


many of the more successful ones use advertising 


plates color-crafted by ROGERS. 
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Waster Craftsmen of Photo- Engraving 


Member of 


are specifying or buying 114 dif- 
\ferent industrial products. To be 


Power Engineering is readying) issued by Design News. 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
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years. 


tion’s surveys during the past few | which will be $10 a copy. It will 


‘contain an explanation of the book 
and how to use it; table of concen- 


No. 8221. Contractors and Engi-_| tration of plants; graphs showing 


neers Market and Media File. 

Ready for distribution about 
July 1 will be a market and media 
study based on the NIAA outline. 
To be issued by Contractors and 
Engineers. 


No. 8222. McGraw-Hill’s Industrial 
Planning Workbook. 
McGraw-Hill Publishing Co. has 
set August as the month of issu- 
ance of this workbook, price of 


a 
& 


a 


‘. 


Se = 


and THE BUTTERY 


‘concentration of prospects for 
manufacturing, construction, met- 
almaking, trucking, pipelines, 
utilities and wholesaling; table of 
concentration of employes in the 
top 62 industrial and business 
areas of the country. A series of 
sectional work-sheets for each of 
the leading industrial areas will 
cover about 225 pages. 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 9000. Brand Recognition Study 
on Office Products. 

Published last year by Business 
Education World, this brochure re- 
ports on a mail survey among 3,000 
business teachers to determine the 
preferred manufacturer of office 
equipment and supplies. 


No. 9001. Consumer Survey of the 
Youth Market. 

Scholastic Magazines’ fact-gath- 
ering organization, the Institute of 
Student Opinion, prepared this 36- 
page report on a survey of high 
school youth as consumers, with 
special information on their buy- 
ing, spending and eating habits. 


No. 9002. The Hospital Market. 
Issued by The Modern Hospital, 
this 16-page brochure offers a 
statistical picture of purchasing 
power of U. S. hospitals for the 
major classifications of products 
used in construction, operation and 


maintenance. 
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M. A. WALLACH 
RESEARCH CUTS 
SURVEY TAB COSTS 


Now Offers Advertisers, Agencies 


and Media a Complete Machine 
Tabulating Service 


New York, N.Y., May 


3: M. A. Wallach Re- 


search, concurrent with notice of its moving to 


new and larger quarters at 424 Madison Ave- 
nue, on May Ist, announces the installation of 


and Verifier Machines, 


search findings and cut 


serves. 


a battery of Underwood-Samas Puncher, Sorter 


to provide a complete 


: machine tabulating service that will speed re- 


tabulating costs for the 


long list of agencies, advertisers and media it 


Machines are now in operation in the New 
York home office, where their use, by trained 
personnel, is under the direct supervision of 


Wallach principals. 


It is expected that the addition of this equip- 
ment will aid materially in reducing the tabu- 
lating time and expense of the store auditing, 
product, package and copy testing, brand pref- 
erence, trade attitude, public opinion, penetra- 
tion and consumer family panel studies which 
M. A. Wallach Research conducts in 615 cities 
of the United States and Canada. 


No. 9003. Education’s Two Markets. 

This 12-page booklet contains an 
analysis, with statistics, of the two 
major educational markets—public 
schools and colleges and universi- 
ties. It was prepared by Modern 
Hospital Publishing Co., publisher 
of The Nation’s Schools and College 
& University Business. 


No. 9004. Educational 

Courses for Teachers. 

The Instructor has issued this 
40-page brochure on the market 
for development of educational 
travel as it relates to study courses 
and credits. It is a condensation of 
a Ph.D. thesis by a high school 
principal. 


Travel 


No. 9005. Automotive Transporta- 
tion and the Elementary School. 
This folder is a report on a sur- 
vey among the elementary school 
teacher market to find out what is 
taught about automotive transpor- 
tation, what teaching materials are 
available and what, including free 
educational advertising materials, 
are most desired. Published by The 
Instructor. 


No. 9006. How Advertisers and 
Agencies’ Buy and _ Specify 
Printing Paper. 

Published by Advertising Re- 
quirements, this 19-page folder re- 
ports on a survey among adver- 
tisers and agencies, asking for de- 
tailed information concerning their 
paper buying and_= specifying 
practices. 


No. 9007. Advertising Influence on 
Packaging. 

This report, issued by Advertis- 
ing Requirements, covers a survey 
of the degree of influence exer- 
cised by advertising and merchan- 
dising executives on the design of 
packages, as well as their interest 
in the subject. 


No. 9008. Facts About Nursing. 

This 145-page brochure is the 
1953 edition of the American Jour- 
nal of Nursing’s regular statistical 
summary of the field. It covers 
geographical and occupational dis- 
tribution of nurses, income, stand- 
ards, educational and _ hospital 
facilities and similar data. The 
price is $1 a copy. 


No. 9009. Reading Habits of Hos- 
pital Nursing Staffs. 

Issued by the American Journal 
of Nursing, this is a report on 
nurses’ professional reading habits, 
their response to advertising and 
their reaction to coupon offerings. 
It is the result of personal inter- 
views of nursing staffs at four 
major hospitals. 


No. 9010. Nurses’ Shoes Study. 

This provides market data on 
the buying habits of professional 
nurses as regards their service 
footwear. Survey covers number of 
annual purchases, price range, 
brand name preferences, styling 
and material preferences, etc. Is- 
sued by the American Journal of 
Nursing. 


No. 9011. Use of Sanitation Prod- 
ucts in Hospitals. 

Hospitals has issued this review 
covering requirements and opin- 
ions on the use of sanitation prod- 
ucts in hospitals, including statis- 
tical reports from a spot-check sur- 
vey. 


No. 9012. Hospital Food Service. 
This 30-page folder, revised and 
reissued by Hospitals, reviews 
special patterns of hospital food 
service which influence sales of 
food and food service equipment. 
Included are the results of a spot- 
check survey of 250 hospitals. 


No. 9013. Blankets for Hospital 
Use. 

This is a report on requirements 
and trends in blanket buying as 
viewed by hospitals as consumers. 
Issued by Hospitals. 


No. 9014. Comparative Monthly 
Hospital Purchasing Volume. 


This report by Hospitals covers 


a spot check of 64 hospitals, show- 
ing the month-by-month break- 
down of total expenditures for 
supplies and equipment. 


No. 9015. First Comprehensive 
Survey of Architectural Maga- 
zines. 


Progressive Architecture has is- 
sued this report on a _ personal 
interview survey of reader prefer- 
ences in six architectural maga- 
zines. It gives reader preferences 
and reasons why; reader reaction 
to advertising in architectural 
magazines—what they like and 
dislike, what they want to know— 
and their opinions on position of 
advertising. 


No, 9016. Architectural Market 

Survey No. 4. 

This report by Progressive 
Architecture is based on an analy- 
sis of all building products designed 
by architectural and architectural- 
engineering firms listed in the 
Construction Reports section of 
Engineering News-Record. 


No. 9017. The Banking Story. 


A 36-page reference book, 
printed in two colors and sparked 
with cartoon-style illustrations, 
points up factors which give the 
banker widest influence over sales 
and marketing at all levels of 
business. Published by Banking. 


No. 9018. Banks Are Building. 


Banking has issued this new 
booklet, which contains a detailed 
breakdown by bank-size classifica- 
tion of 1,300 remodeling and new 
construction jobs planned for com- 
ing months, based on a survey by 
American Bankers Assn. The pro- 
jected figure of capital investment 
in new banking quarters is esti- 
mated to reach a half billion dol- 
lars in 1954. 


SOON TO BE PUBLISHED 


No. 9019. 1954 Directory of Pro- 
fessional Photography. 

This lists leading portrait and 
commercial photographers in U. S. 
with an indication of the type of 
business they are equipped to 
handle. To be issued June 1 by 
Photographers’ Assn. of America. 


Use the Coupons 
in Requesting Data 


Advertising Age, May 3, 1954 


Theater TV Geis Fight 


The heavyweight championship 
bout on June 17 between Rocky 
Marciano and Ezzard Charles—to 
nobody’s surprise—will be seen 
on theater tv and not on home 
screens. This has been the case 
with previous headline outdoor 
bouts staged by the International 
Boxing Club. Theater Network 
Television will carry the fight ona 
coast-to-coast hookup, blacking out 
the New York and New England 
area. 


Magazines Stiii in A&P 


An announcement that A&P 
stores had discontinued selling 
magazines other than Woman’s 
Day (AA, April 12), was incorrect, 
AA has been informed. Actually, 
comics books and romance maga- 
zines were discontinued in Decem- 
ber, 1953, but about 200 of the 
chain’s stores continue to sell a 
“selected line” of magazines. 


Ad Fried Adds Three 


Ad Fried Advertising Agency, 
Oakland, Cal., has been named to 
handle advertising for O. K. 
Rubber Welders of. Northern Cal- 
ifornia, Thermae Products Inc. 
and Gold Star Express Habitrain, 
a children’s game. 


Buchanan Shifts Mrs. Moeller 


Mrs. Gertrude Moeller, formerly 
with the Chicago office of Buchan- 
an & Co., has been named media 
director of the agency’s San Fran- 
cisco office. 


$40 For A Room? 


You may pay that on Miami Beach, 
Fla., but not in Orlando. 


Ours is a conservative winter resort 
without the race horses and the $40 
rooms. 


We really don't do a whale of a winter 
business. 


But we do pretty well the year ‘round. 


Not much of an up-and-down in-season 
and off-season here. 


Just a steady prosperity. 


Orlando Sentinel-Star 
Orlando, Florida 


Nat. Rep. Burke, Kuipers & Mahoney 


It may sound “corny” but we'll 
say it anyway: 
operates on the premise that 


nothing is too good for our 
patrons. You owe it to yourself 
to judge the quality of our en- 


gravings. Color and black- 
and - white. 
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Conventions 


May 4-7. Assn. of Canadian Adver- 
tisers, annual conference, Royal York 
Hotel, Toronto. 

May 9-12. National Newspaper Promo- 
tion Assn., annual convention, Andrew 
Jackson Hotel, Nashville, Tenn. 

May 13-14. Public Utilities Advertising 
Assn., Hotel Statler, Boston. 

May 14. International Advertising Assn. 
(formerly Export Advertising Assn.), 
sixth annual convention, Hotel Plaza, 
New York. * 

May 23-27. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing, Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives 
convention and sales equipment fair, 
Conrad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 
annual conference, Ambassador Hotel, 
Atlantic City. 

June 14-17. National Industrial Ad- 
vertisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23. U. S. Trade Mark Assn., an- 
nual meeting, Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, Ist annual convention, Hotel Utah, 
Salt Lake City. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Hotel 
Del Coronado, Coronado, Cal. 

July 3-4. National Assn. of Advertis- 
ing Distributors, The Greenbrier, White 
Sulphur Springs, W. Va. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers Assn., 
annual convention, Chicago Athletic 
Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 

Nov. 8-10. Assn. of National Advertis- 
ers, annual meeting, Hotel Plaza, New 
York. 


Carter First Major Buyer 
of ABC’s Minute Plan 


ABC radio has made the first 
major sale under its new minute 
participation plan to Carter Prod- 
ucts, New York, effective May 3. 
Arrid and other Carter products 
(through Sullivan, Stauffer, Col- 
well & Bayles) will carry three- 
minute announcements weekly on 
“The Martin Block Show.” 

There were rumblings of station 
opposition to ABC’s newest sales 
strategy, which is a second cousin 
to the NBC “3-plan,” when it was 
first announced. At press time it 
was too soon to tell if the network 
would encounter any difficulty in 
getting stations lined up to carry 
the Carter business. 


Dell Promotes Lilly 


Paul R. Lilly, formerly v.p. in 
charge of direct sales, has been 
named v.p. in charge of circulation 
of Dell Publishing Co., New York. 


Feldman Gets Promotion 


been promoted to circulation man- 


Jerome L. Feldman, formerly as- ager of Scientific American, New 
sistant circulation manager, has! York. 


2 afl oth ds 


ator needed. 


salesmen training programs. 


TRAVELERS—In the usual order, Walter Beardsley, president, Miles Laboratories 
Inc.; agency president Robert H. Otto and William £. Koerting, president, Miles 
Laboratories Pan American Inc., are shown before leaving to study English, French 
and German markets for possible expansion of the Miles overseas operations. Before 
returning, Mr. Otto also plans to visit Norway, Sweden, Denmark and Holland. 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 


The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28" T V. It holds 30 slides (2" x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people’ gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 


For rental or“purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. | 
1216 CHICAGO AVE. e DAVIS &-7070 © EVANSTON, {LL 


See how ADmatic can boost sales for you 


Mr. Lilly will continue to have 
charge of all direct sales of all 
Dell magazines, books and first 
editions. 


HOSPITALITY 
CANNOT BE 
“MASS 
PRODUCED” 


Devotion to service and 
pride in management 
characterize these 
independently owned 
hotels, creating for 
each traveler a truly 
distinctive and 
enjoyable visit. 


NEW YORK 


WARNER 


Nationally Represented by 


ROBERT F. WARNER, INC. 


NEW YORK 
588 Fifth Avenue, 
JUdson 6-5500 


CHICAGO 
77 W. Washington Street, 
RAndolph 6-0625 


BOSTON 
73 Tremont Street, 
LAfayette 3-4497 


WASHINGTON 


Investment Building, 
REpublic 7-2642 


.--Offices in Los Angeles, 
San Francisco and Seattle— 
Glen W. Fawcett Associates 


NOT A CHAIN... 
Individually Owned 


Call the hotel nearest you for 
free teletype reservation service. 


... also—BOSTON—the Parker House, LOS ANGELES—The Biltmore, 
SAN FRANCISCO — The Mark Hopkins, SEATTLE — The Olympic. 


CINCINNATI 


The Adolphus 


Netherland Plaza & 
Terrace Plaza 
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Design, Advertising Mason Soft Drink to Use Cans the same soft drinks in Michigan 


. Mason & Mason Inc., Chicago 29d part of Ohio. 
Relations Improve, 


root beer maker, will open two . 
large canning plants in Chicago Intermountain Buys KFEL 
Says Dave Chapman 
LOUISVILLE, April 27—There are 


and Detroit in the next few weeks, Intermountain Network Inc., 

to produce carbonated beverages Salt Lake City, has received FCC 

P ; in cans. National Can Corp., Chi-|approval to purchase KFEL, Den- 

signs that industrial designers and) .395 will supply cans for both/|ver radio station. Call letters will 

admen are about ready to bury the | (erations. Mason’s Beverage Co.| be changed to KIMN, and the sta- 

hatchet, a designer told admen| o¢ Chicago will distribute its Ma-/|tion will become the Denver out- 

here last week. son’s root beer, black cherry, grape let for the network. Avery-Knodel 

Dave Chapman, head of Dave) nq orange in Illinois, Indiana,| will represent the station. Col. 

Chapman Industrial Design, Chi-| wicconsin and Iowa. Mason Prod-| Lowder, formerly manager of 

cago, pointed out to the Advertis-| ucts Co, of Detroit will distribute| KLO, Ogden, Utah, has been 
ing Club of Louisville Friday that 
“it is common knowledge among 

members of the two professions 


that there has been a reluctance— 
for some indefinable reason—on 
the part of the agency to bring the 
industrial designer into active par- 
ticipation in his client activities.” 

But, he added, “perhaps it is an 
indication of maturity in both 


mamed general manager of the 


Cedar Promotion Group Bows 
station. 


The Western Red Cedar Assn., 
Seattle, has been formed to pro- 
'mote cedar siding nationally start- 
ing this summer. Manufacturers 
of cedar siding in Washington 
and British Columbia comprise the 
association. 


Crosley Boosts Ochs, Adds 5 


Barney Ochs has been promoted 
to general sales manager of WLW- 
A, Atlanta. Five men have been 
added to the Crosley stations’ sales 
staffs. They are Adam Welborn, 
WLW-A; Everett Karas, WLW-D, 
Dayton; Dick Reed, WLW-C, Co- 
lumbus, and William Harkness and 
Joel S. Freedman, WLW-T, Cin- 
cinnati. 


Baltimore Federal to Emery 

Baltimore Federal Savings & 
Loan Assn. has named Emery Ad- 
vertising Corp., Baltimore, to han- 
dle its advertising, effective May 1. 


felds that today, more than at any 
time in the past, the advertising 
agency is calling on the industrial 
designer to give body to the 
client’s promotional program by 
providing well-designed products, 
packages and physical displays 
worthy of the finest effort of the 
agency staff.” 


a Advertisers, he said, are recog- 
nizing that a well-designed and 
well-presented product will out- 
perform a poorly-designed prod- 
uct—providing that price, adver- 
tising and other factors are equal. 

Making a pitch for his profes- 
sion, Mr. Chapman outlined what 
good design is and what it does for | 
admen: 


e Design is not mere styling; de- 
signers aim to build the product 
better and make it function better 
for its end use. 
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e Design is a broad plan that in- 
cludes structural and functional | 
expressions of the product, plus 
visual aspects—packaging, display | 
and “even the architectural decor 
of the retail outlet.” 


e Design should add clean-cut | 
identification and integrity to the 
presentation of a client’s product | 
to the public. 


s He said that one of his clients) 
formerly had 61 different ways of! 
presenting his name on the prod-| 
uct, package, display and adver-) 
tising. Because of production. 
factors—use of metal stampings, | 
plastic moldings, etc.—it was im-| 
possible to adopt one logo, he said, | 
but ultimately designers were able | 
to reduce logotype usage to four| 
simple and related type faces. 

“T believe it is an undebatable | 
point that it was easier for our! 
client to establish consumer iden-| 
tity with his new schedule of logo- | 


APPLY BUSINESS PAPER ADVERTISING HERE 


Sound and consistent Product Advertising is the best, quickest and cheap- 
est way to accomplish the preliminary steps in building an order. 
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types rather than by the scatter-) 
shot approach which had existed 
before,” Mr. Chapman said. 
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Melrose Sets Baseball Theme | 

Melrose Distillers Inc., New! RRR Oaee 
York, has launched a drive to run 
through the baseball season for its | 
Gibson’s Diamond 8 blended whis- | 
ky. Newspapers in six cities in| a Z 
Oregon, Pennsylvania and Wash-| +++ tt tt Bie aaa 
ington will be used. Ads will fea-'| 
ture a series of sports questions, 
all requiring “eight” for an an-. 
swer. William H. Weintraub & Co. 
is the agency. 
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NEWS ITEMS | 


- on any subject f 


—— 7 jo 


From newspapers and magazines 
published throughout the country. 
Write for booklet . . . 


PRESS CLIPPING BUREAU 
165 Ch St., New York 7 
Est. 1888 BA 7-5371 


ve ye : ’ ‘ ae sy yale, Bee ee 
eels 
Pale: 
Ce 
| 
4 
Hi 
— - 7 
t 
& 
| } 
\ 
ae RANKETHRRREKRTE OBRRKRE CHIE DADERRREKE THAGREEKESZ RERERSEERARL =< RRR ee | 
eeees seeeeaees See is. Bi te eo | i SRBTARH ae 
C Sennen COPE | ie noe 
as | hd 1 | eS i A ee 
4 a Ho [on isseenes an > iia 
HHH ' am | Ht Trt aan s | aeneee ryt ace oe 
ji | me SSSS00 eee aaar | gsm =r a 
7 a nee af a ; im } ; » | m 2 ee 
| PEE CEE EEE BSSeeeeeeees || | 8 avata “ Bes wf 0 ee 
Pee BSSSeeE! ae rita. 1 
ene EL Pty eT mal ee 
- gBeD ae Sansanee H aaa ~ aioe fe ot of ol ea ae Pit ek ae 
GHES5 SRG aEs HY [CECE 
: Pot ttt ae aR a BERGER BAe Hees 
. BORER ENFANT ER SSBRTRRARS TREK ETAS RRS BH —-| BER Beene * 4 
Mad adhedhlcddedesbatedaRitieRbbeded-decbedtedtdedadeddieheldeled-telbedsdekehed-oied Seeeene | os a 
OU eee oe a Ce A SY See ON Ne a ee A ee _ alah | ee 
- CURE eRe Tl 
SR eER Bee Ltt 
SAB Re Bw ia as 
4+ 4+ smu Spier t 
i veeme iia 
, aware tee a 
: une = — CO 
a ee ae . eee Th U 
| as Ld. 
| | cs —= = 
| | . = ey re : 
| =n os | 
Ho = ml 
aanne Be: a8 
3 SeeSSee8n8 anuan » ry T | q He 
| Tr 5auee ‘a TT | N YEA oe 
| senee ann Saeeen an | a ee 
2 ee | } j f | ] | Ree, 
| BSCE EEE EEE ECEEEEEEEEH FEEEECCEEEES NCEE nn 
silts = +. oll +— ++— oe P chemo f ; Paes: : 
4 SERS SRR s eos | CCC CON EEE Cl) 
Senn8 Soe CI cI oan janet ee 
SeSe8 Sees | Ty TT nee aa 
+144 ttt a — or oe — coe a 
| 3 ++. . 4 a a oe = : ‘“ a Be Se Pee. F ee Wy | | es: ae 
fafa f hee - - - . =s = ; ‘ I Se fone ea 
| | rH 7 cc hae de ECErr SJ oo ina Se | 
* nkwoe Senauee aan 4 pr rr : eo ts au ay). aeae . 
H REECE BOGGGeen ee 
‘ woe eS pa : = | ia rt | amine A 3 } ne 
: aaaus SRGRSGEESGRREE 745 SGSRS08 (RGR 485 a 4) Ties fee a 
: e CECE ECE AC ao " Tr) TO iii 
| wean SOS0S08 RGSSSSS08/ 7 GERRRERSE ERS “Ceo Ae=:l TO iia 
: ee a oo vse a SREB RES Rae rtp tt : AL iy) aan ae 
3 LEM 7 S88 aes Saaneeneee in CS a LUNA TH A co i 
! BRES Sanne [ See aoate = ‘maa ; er oo em a 
oon8 Sennen CoO " ae erat i ma 
Ps CCC COS CAR aan gst oe 
; RRUED Coo SSSSS00035 (8 0S dh)h)hUlmlC~=C«C Ae 
oe coon SES RRRLR 4 ra Sek 
BS eeeee rt {| a 451 ey nee } 
3 | Perri | PATANI a ae 
= . } i i++ i } ALAN i : ‘ oe pan | 
¢ SCE eee | . as a 
ge Rae ee eee. ae aE + Sean es «yrs 
———s t j ae Re 5 a ie aes “Fagen = : | fe ae 
2 : cm } | ore pee ae ee a ee 
o9/5 sha y iene eee gt IR a, ce ie ee! Ace 
( : i 7 poverty. Bt | gid ok pe: ET ee IN Ln ane eae a Dee Nees ee re, iis, ate pace : eliotn ak 
| = | ce aa eat ago a ee al eM Ne ee gi 
| HY the men who directly or in- - rq 
‘ an b * oy a 3 eae a st are a —_— : Fs i e 
H+ Ee 2 ARS, ea ae ee Res re : si 
| oe ZZ Bs 
| eae — ; 
en ae 
? Bt ae 
P| Cae a 
a, ' . " : S eqartetoeees 


Advertising Age, May 3, 1954 


Philip Morris Tours Show 
“The Philip Morris Broadway 
Snap Open Revue” is the name of 
the vaudeville show which will 
tour U. S. military installations in 
Europe this spring under the aus- 
pices of the cigaret manufacturer. 
Philip Morris’ living trademark, 
Johnny, will emcee the show, to be 
headlined by ventriloquist Kay 
Carole. The show’s title is a mer- 
chandising gimmick for Philip 


Radio Cincinnati Buys WHKC 
Radio Cincinnati Inc., operator | 
of WKRC and WKRC-TYV, Cincin- 
nati, and WTVN, Columbus tv sta- 
tion, has purchased WHKC, Co- 
lumbus radio outlet, from United 
Broadcasting Co., Cleveland, pend- 
ing Federal Communications Com- 
mission approval. Purchase price 
is $258,000. Hulbert Taft Jr., pres- 
ident of Radio Cincinnati, reports 
plans for moving the WTVN trans- | 


Mactadden Names Williams 

Macfadden Publications Inc., 
New York, has appointed George 
W. Williams Jr. to the eastern 
sales staff of True Story Women’s 
Group. Mr. Williams formerly was 
sales director of De Both Features, 
New York publisher of “Jessie’s 
Notebook.” 


New Station Signs with NBC 


The new Buffalo television sta- 


mission for operation on Channel 
2, will become a basic affiliate of 
National Broadcasting Co. The sta- 
tion, which is expected to go on the 
air in June with 100,000 watts 
power, is owned by Niagara Fron- 
tier Amusement Corp. 


Chrysler Buys Newscasts 
Chrysler Corp., Detroit, will 

sponsor 13 Robert Trout newscasts 

(CBS Radio) starting May 3 and 


Gerbosi Tells How 
to Share in Jewel's 


Premium Business 


Cuicaco, April 27—William A. 
Gerbosi, v.p. in charge of door-to- 
door routes operating for Jewel 
Tea Co., told members of the Pre- 
mium Industry Club last week how 
| they can sell their products to Jew- 


tion, which has been authorized by | continuing through May 15. N. W. ¢! and get a share of his company’s 


Morris’ new snap open cigaret/mitter and equipment to the| 
package. WHKC site. | the Federal Communications Com-' Ayer & Son is the agency. 
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FOR GREATER SALES 


PRODUCTION... HERE 
With ADVERTISING (Mechanized Selling) 

_ functioning properly on Steps 1-2-3 the sales- 
man can concentrate more of his valuable 
_ selling time on the important job of produc- 


Phe 


annual premium business of $5,- 
000,000. 

Mr. Gerbosi said Jewel has found 
a good premium must have the 
‘following qualities: 
' 1, It must have a lasting use, so 
‘it won’t be outdated before a 
housewife has saved enough cou- 
pons to own it. 

2. It must be simple so there will 
be few mechanical defects. 

3. It must be something to make 
the housewife’s task easier. 
| 4. It must be an item that can be 
dramatized. 
| 5. It must be packaged com- 
pactly to fit in the salesman’s bas- 
ket, and at the same time, be un- 
usually appealing. 


.@ Mr. Gerbosi said that miniature 
samples are often more easily sold 
than the product itself because of 
attractive packaging. 

Mr. Gerbosi said that selling 
‘premium products for cash has 
‘brought Jewel added revenue and 
also given the premiums added 
value to consumers by establishing 
‘them at a price. Premiums, he said, 
are effective in getting new cus- 
tomers, holding old customers and 
increasing revenue. 

Although the basket carried by 
Jewel route salesmen is the most 
effective selling tool, Mr. Gerbosi 
said other aids are a sales ad or 
flyer distributed every two weeks 
to time with the visit to the home 
by the salesman, a catalog featur- 
ing 1,300 items which can be or- 
dered by mail or bought from the 
route man and the company’s pol- - 
icy of making deliveries without 
charges to the customer. 


Chrysler Division to Sharp 

Chrysler Corp., Detroit, has ap- 
pointed Ralph Sharp Advertising, 
Detroit, to handle advertising for 
its Amplex division. Amplex pro- 
duces Oilite bearings and finished 
machine parts made of powder 
metal. Ads in 20 industrial publi- 
'cations and directories will be used 
to promote new Chrysler develop- 
ments in the field of powder met- 
allurgy. Witte & Burden, Detroit, 
is the previous agency. 


‘Three Shows Get Awards 

| .TV Guide has selected three 
network television programs for its 
| 1953-54 Gold Medal Awards. They 
|are “See It Now” (CBS), produced 
by Edward R. Murrow and Fred 
W. Friendly and sponsored by 
‘Aluminum Co. of America; “The 
United States Steel Hour” (ABC), 
produced by the Theater Guild, 
and “Cavalcade of Sports’ (NBC), 
sponsored by Gillette Safety Razor 
Co. over NBC. 


LOOKING FOR 
YOUNG TIME BUYER 


Exceptional career opportu- 
nity in successful medium- 
sized advertising agency. Age 
26-32; at least 3 years’ ex- 
perience in TV time-buying; 
broad knowledge of adver- 
tising fact-finding work, me- 
dia date sources, etc. Most 
important is having potential 
for executive development. 
Starting salary open depend- 
ing on past record. Send ré- 
sumé in confidence to 


ADVERTISING AGE 
Box 860 
801 Second Ave. 
New York 17, N. Y. 
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Jesse Neal Recalls ABP 
Ad Display of 1916 


To the Editor: The cogent piece | 


by Mr. Crain, “Handsome Is as 
Handsome Does,” in your April 12 
issue, stirs both applause and 
memories. As he so convincingly 
puts it, style and technique in ad- 
vertising copy is not always the 
final criterion of its value. In this 
connection I venture to claim for 
the Associated Business Publica- 
tions (ABP), the first organized 
recognition of this fact. 

The first convention of the ABP 
was held in New York in 1916. As 
its first paid executive, I submitted 
to its executive committee what 
was then a wholly unique plan for 
an exhibition. It involved the pro- 
curement of 25 6’ display panels, 
each to be divided into three sec- 
tions, for a graphic presentation 
of a successful advertising cam- 
paign in a business paper. In the 
first section was to be a definite 
statement of the objective of the 
campaign; in the second section, 


Fea RENE 


PUT YOUR COPY IN OVERALLS 


Keep it down to earth—talk the 
age of the man on the street 
> arm. I can write buckeye copy. 


“That Sellen Wott” a 


Lee P. Bott, Jr., 64 E. Jackson, Chicage 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|examples of copy that was em- 
| ployed for that purpose; and in 
‘the last section authoritative evi- 
dence of the results. 

The plan was accepted and put 
into effect. The panels completely 
encircled the meeting room in the 
Astor Hotel and attracted unusual 
attention by the members, guests 
and the advertising trade papers. 
It is quite possible that Mr. Crain 
was present on this occasion. 

Jesse H. NEAL, 
Dunedin, Fla. 
* & e 
Lebow Man-and-Woman 
Pictures Five Seasons Old 

To the Editor: Re: Charles 
Stone’s letter, AA, April 12— 

If we were running a campaign 
which changed “The Man in the 
Hathaway Shirt” to “The Man in 
the Gramercy Park Suit,” we 
would be more careful about 
shooting from the hip at other 
agencies. 

Photographic man-and-woman 
pictures have been used for Lebow 
for the last five seasons. Each sea- 
son’s series of seven or eight pro- 
motions is set up for photograph- 
ing about six months before pub- 
lication. Models are selected, femi- 
nine apparel is chosen by a stylist 
for one of the fashion magazines, 
and Steve Colhoun, the photog- 


rapher, starts shooting, using 


Ena. 
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DID YOU KNOW? 


With its 91% coverage, the Louisville Courier-Journal Sunday Maga- 
zine compares favorably with the 50.2% average coverage of the 
Parade Newspapers, with the 47.5% average coverage of the This 


Week newspapers, and with the 
American Weekly newspapers. In 


44.6% average coverage of the 
addition, it offers 15% or better 


coverage of 69 counties in Kentucky and southern Indiana. 


Send for your free copy of a new factual study of newspaper 


supplements. 


Write to: Promotion Department, The Courier- 
Journal, Louisville 2, Kentucky. 


THE LOUISVILLE 


— Conrier-Zonrnal 


SUNDAY MAGAZINE. 


Sunday Courier-Journal Circulation 303,238 « Member of The Locally Edited Group 
Represented Natienally by The Branham Company 


i which made the statement, 


{strobe light and a Rollieflex. He 
exposes several hundred negatives, 
prints up contacts; we choose one 
for each Lebow promotion. Then 
layouts are made from enlarge- 
ments. Copy is written last. No one 
starts with the slightest idea of 
layout. 

We have never felt the need to 
borrow Mr. Stone’s—or anyone 
else’s—ideas. We imagine that 
anyone who did feel such a need 
would also take some pains to 
disguise his action by at least al- 
tering the length of the lady’s 
glove. Dramatic situation photo- 
graphs (always with a woman in 
the background, to tie in with the 
Lebow slogan, “The lady says 
Yes”) have been used by Lebow 
for years, quite possibly even be- 
fore Gramercy Park got into the 
act. 

EUGENE T. HOOVER JR., 

Art Director, Henry J. Kauf- 

man & Associates, Washington, 

Dm SS 
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Small Ad for Agency 
Reaches a Long Way 

To the Editor: We thought you 
might be interested in the results 
of the blind display ad we recent- 
ly ran in very small space in your 
publication. The ad was headed 
Advertiser Seeks Agency. 

We received 60 replies to this 
ad; they came from agencies both 
large and small. Obviously, even 
a $15,000 account looks inviting to 
some of the larger agencies, too. 

We were particularly amused at 
the unbridled optimism of some 20 
agencies located out of Chicago, in 
such far away places as New York 
City, St. Petersburg, Fla., Dallas, 
and Los Angeles, who actually felt 
that they could handle our account 
satisfactorily from so great a dis- 
tance. Downright ridiculous was 
the letter from a New York agency 
“Of 
course there would be an extra 
time and travel charge for your 
account, but this would be worth 
while.” And this to a prospective 
account which declares itself to be 
economy minded! Can it be that 
these out-of-town agencies don’t 
recognize the fact that Chicago has 
a multitude of top-notch agencies? 

We have not yet had the time to 
sort out the inquiries received 
from the many fine Chicago agen- 
cies which replied to this ad. But 
we are confident that when we do, 
your publication will have helped 
us secure the right agency for our 
needs. To those small manufactur- 
ers who may have a similar prob- 
lem in locating an agency suited to 
their needs, we certainly recom- 
mend a small ad like the one we 
used. It can save much time in 
gadding about trying to locate the 
right agency. 

E. OLSHANSKY, 


Chicago. 
7 * o 
Rainier Beer Is Product 


of Sicks’ Seattle 


To the Editor: Your article in 
the April 19 issue of ADVERTISING 
AGE regarding our Les Baxter re- 
cording of the “Rainier Waltz” had 
a couple of factual errors which I 
would like to clear up for the rec- 
ord. 

First, there is no San Francisco 
Rainier Brewing Co. There is now 
only one Rainier brewery, the or- 
iginal one in Seattle, officially 
titled, Sicks’ Seattle Brewing & 
Malting Co. This fact is dear to our 
hearts, since we have been desper- 
ately trying to tell the California 
market that we are replacing there 
the old, unpopular Rainier which 
was brewed by a now non-exis- 
tent San Francisco brewery. 

Secondly, we are using not 10 


but more than 80 radio stations in 
our spot campaign for Rainier beer. 

Incidentally, you may be in- 
terested to know that Seattle rec- 
ord stores have been receiving 
numerous requests for the “Rainier 
Waltz” and that it is now on near- 
ly 1,000 juke boxes throughout 
this state. 

HOUSTON LEVERS, 
Account Executive for Rainier 
Beer, Miller & Co., Seattle. 
2 * e 


There’s a Time and Place 

To the Editor: I am sure that the 
enclosed headline, “Why Admire 
Someone Else’s Bottom?’”, would 
cause raised eyebrows in almost 
any publication with the exception 
of Yachting, and it just goes to 


WHY ADMIRE SOMEONE ELSE'S BOTTOM? 


{OR TOPSIDES EITHER FOR THAT MATTER) 


show that even in the fine art of 
copywriting there is a time and a 
place for everything. 

FRANKLIN C. WERTHEIM, 
Axtel Products Corp., Roslyn 
Heights, N. Y. 

. e * 


Says Report Fell Short 
on Credit for Fertig 

To the Editor: No one of your 
regular readers enjoys your 
sprightly reportorial style more 
than I do. 
However, I think your New 
York correspondent, though amus- 
ing, was not quite accurate and 
fair to Lawrence Fertig on that 
tv “Author Meets the Critics” 
show report (AA, April 19). 
True, Elmer Davis and others 
ganged up on Fertig, but frankly, 
I felt that he accredited himself 
considerably better against the 
odds 3 to 1 than your reporter re- 
ported. That was my impression 
after viewing the tv hassle. 

JOHN McCarthy, 
Rye, N. Y. 
* e ° 


Lines Up Honor Graduates 

To the Editor: Here are some 
figures on how many smart gradu- 
ates we are going to have getting 
degrees with honor from colleges 
and universities this year. 

Our company has a little special- 
ty, embossed honor seals, and last 
January we made a mailing to 
1,800 colleges and universities as 
per the attached card. 

The orders for our Cum Laude, 


Advertising Age, May 3, 1954 


Magna Cum Laude and Summa 
Cum Laude seals are still coming 
in but to date we have sold 12,000 
seals to 5% of our list and the 
breakdown has been as follows: 


Cum Laude 70% 
Magna Cum Laude 20% 
Summa Cum Laude 10% 


I never got a degree, let alone 
with honor, but my simple arith- 
metic tells me that one-twentieth 
of all the graduates this year will 
be smart guys as follows: 


Cum Laude 8,400 
Magna Cum Laude 2,400 
Summa Cum Laude 1,200 


Going a little farther and mul- 
tiplying the above figures by 20 I 
get: 


Cum Laude 168,000 
Magna Cum Laude 48,000 
Summa Cum Laude _ 24,000 


If only one-twentieth are half 
as smart as they think they are, 
we still have a pretty good margin 
to work on and so let’s give these 
guys a chance because maybe one 
of them might be right. 

Ray J. BRODERICK, 

President, Castle Island Press, 

Chicago. 

% o e 
Calls for Action on the 
New York City Sales Tax 


To the Editor: What’s going to 
happen to New York agencies? 

I know Ben Duffy has already 
spoken against the new 3% New 
York city sales tax. 

Here’s the pitch: We will lose 
business to out-of-town agencies 
unless we fight this unfair tax. 

Why should an advertiser pay 
3% more to do business through a 
New York agency, when out-of- 
town agencies can save them 3%? 

Production costs are increasing; 
publications are increasing rates; 
advertisers are paying more for 
their sales. Where does it end? 

Let’s all write Mayor Robert F. 
Wagner at City Hall, New York 
City, about this tax on profession- 
al services, that is unwarranted. 

WILLIAM H. EICHHORN, 

Vice-President, Grant & Wads- 

worth, New York. 


& * + 
‘Come On, Mr. Woolf!’ 


To the Editor: Sorry, but I feel 
the need to do a little raving. Your 
friend, James D. Woolf, who wrote 
an article in your April 5 issue, 
has made me angry! You've la- 
beled him “...in charge of crea- 
tive activities. ..” Creative? 

To my poor, over-ad-filled eyes 
the new tongue-in-cheek approach 
to advertising of which he speaks 
is a blessed sight. True, they don’t 
follow the old sound ad laws, but 
what the heck, let’s have a little 
fun! Consumers are not the dull 
tools Mr. Woolf thinks they are. 
The response and attitude of the 
average ad-noticer (whether di- 
rectly interested or not) to these 
ads is really remarkable. How 
many people would wade through 
Mr. Woolf’s unimaginative ‘First 
National Bank and Trust Co.” ex- 
ample? Not I! But I simply can’t 


x Low Cost [impressions _ Figures on request 
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HELP the compelling urge to dis- 
cover the messages in these de- 
lightfully obtuse ads. I’m eating 
Jell-O for the first time in my 
life. 

Come on, Mr. W., loosen up, live 
a little! The world is full of fun 
people and they buy, buy, buy! 

JUNE AMOs, 
Assistant Advertising Mana- 
ger, Battelstein’s, Houston. 
e 6 = 


Ewelamb Has Strange Name 
To the Editor: The Creative 
Man might have mentioned in his 
comment on the Hathaway shirt 
ad (AA, April 19) that Benjamin 
is a peculiar name for a ewelamb, 
who wouldn’t have much use for 
Hathaway shirts! 
HELEN BUGBEE, 
The Sheldon-Claire Co., Chi- 
cago. 
PY * 


Offers File of AAs 


To the Editor: Do you happen 
to know of anyone who’d like to 
buy an unbroken file of AAs from 
Jan. 13, 1947 to the last issue in 
1952? 


VANCE CHAMBERLIN, 
Chairman, Marketing Depart- 
ment, Fenn College, Cleveland. 


Printer to Use AA Story 
On Point of Purchase Ads 


To the Editor: May we have 
permission to reprint in a direct 
mail piece, the ADVERTISING AGE 
article, “Advertisers will use More 
P-O-P, AA Study Finds,” that ap- 
peared in the March 22 issue? 

FRANKLIN L. STORK JR., 

Director of Creative Sales De- 

velopment, Fetter Printing Co., 

Louisville. 


Trade Commissioner Albert Car- 
retta warned last week that busi- 
ness men cannot escape the provi- 
sions of industrywide trade prac- 
tice rules simply by refusing to 
participate in trade practice con- 
ferences or by refusing to formally 
agree to the rules. 

He told the Adcraft Club here 
that there has been a spreading be- 
lief among lawyers and business 
men in recent months that compa- 
nies which do not participate in 
the FTC’s trade practice confer- 
ences are not bound by the result- 
ing rules. 

Commissioner Carretta said 
trade practices rules are nothing 
more than a restatement of law, 
and that they are therefore bind- 
ing on every firm, regardless of 
whether or not it chooses to co- 
operate in the drafting of rules for 
its own industry. 


= He said the confusion arose in 
January after Judge Medina ruled 
that FTC trade practice rules in 
the waterproofing industry are ap- 
plicable to all members of the in- 
dustry. 

“Since that time,’’ Commissioner 
Carretta said, “some business men 
and some lawyers have been ar- 
| guing that if an industry member 
| does not participate in the trade 
| practice conferences and hearings 
'which lead up to the publication 
of the trade practice rules, they 
-are not bound by such rules. 
| “This makes no sense to me, in 
pene of the fact that the commis- 
sion’s trade practice rules are 


fit 


demands the utmost skill and 


constant application of a wide vari- 


ety of techniques: here at WASHINGTON 


every job, big and small, gets the bene- 


of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 64, Illinois 
FRanklin 2-6343 


FTC's Carretta Says He Has ‘No Sympathy’ 


with Firms Ignoring Trade Practice Rules 


Detroit, April 27—Federal merely advisory interpretations of 


what the commission believes the 
law to mean as it is applied to a 
particular industry problem.” 


=» After tracing the development 
of FTC activity in the advertising 
field, he described the trade prac- 
tice proceedings as a method for 
the “wholesale elimination of false 
advertising by industrywide coop- 
eration.” 

Earlier in his talk, he described 
the stipulation method of negoti- 
ated settlements as a “relatively 
amicable” way of disposing of in- 
dividual cases, and added that 
formal complaints are issued only 
when necessary. “The commission 
does not go about flexing its mus- 
cles, flourishing a legal club and, 
issuing complaints on small justi- 
fication,” he said. 

“It has always been my opinion,” 
he said, “that FTC should adopt 
the role of a ‘friendly policeman’ 
toward American business men. In 
that role the commission should be 
ever ready to advise, guide and in- 
form business men who sincerely 
desire to live within the law. 

“However, as to those business 
men who demonstrate by their 
words and by their actions that 
they desire to do as they please— 
regardless of existing law passed 
by Congress in the public interest 
—I have no sympathy. I would be 
the first to recommend the issu- 
ance of a complaint and of a cease 
and desist order.” 


Crosley, NBC to Help Each 


Other on Radio Sales in Fall 

Crosley Broadcasting Corp., Cin- 
cinnati, and NBC Spot Sales, New 
York, will begin a reciprocal na- 
tional sales representation rela- 
tionship effective Sept. 1. NBC will 
represent the Crosley stations 
WLW and WLW-T, Cincinnati; 
WLW-D, Dayton; WLW-C, Colum- 
bus, and WLW-A, Atlanta, in De- 
troit and on the West Coast. 

Crosley will represent the NBC 
spot sales list of stations in the 
Cincinnati, Dayton and Columbus 
markets with an augmented sales 
force. NBC spot sales will continue 
to maintain representation in At- 
lanta and Crosley will keep its 
sales offices in New York and 
Chicago. 


Grant Expands N. Y. Office, 
Leases More Office Space 

Grant Advertising is expanding 
its New York office “to offer better 
facilities and service to advertisers 
on the eastern seaboard who are 
expanding their sales activities in 
foreign markets.” The agency said 
that Frederick E. Spence, v.p. in 
charge of international operations, 
has moved into the New York of- 
fice with a staff of people. 

Also, additional office space has 
been taken at 655 Madison Ave. 
for the agency’s radio and tv and 
media departments. 


WCFL Orders Nielsen Index 
WCFL, Chicago, is the first 
station to sign for the Nielsen 
Station Index, new local area rat- 
ings service offered by A. C. Niel- 
sen Co., Evanston. WCFL, which 
signed a two-year contract, will 
receive six reports each year. 


Color Lineup Grows Fast 

National Broadcasting Co., New 
York, reports that 31 more sta- 
tions will be equipped to carry 
colorcasts within the next eight 
months. Twenty-three stations al- 
ready can pick up network color tv 
shows. 


Sternheim to Miller Co. 
Morton Sternheim, formerly 


with Esquire’s Apparel Arts, has 
joined Harold Miller Co., New 


York, as an account executive. 


FCC Okays Phonevision Test 


Communications 
Commission has approved a re- 
quest by WOR-TV, New York, te 
make experimental broadcasts of 
Zenith Radio Corp.’s Phonevision 
system of subscription television 
The FCC has 
authorized the test from May 15 


The Federal 


(AA, April 19). 
to Aug. 15. 


Names Hirshon-Garfield 


Ludman Corp., Miami, maker of 
jalousies and sliding glass doors, 
has named the Miami office of 
Hirshon-Garfield to handle adver- 
tising. The account was formerly 
handled by Acker, Lino, Worley & 


Associates, Miami Springs. 
Nash Joins SeaPak Corp. 


Thomas M. Nash has joined 
SeaPak Corp., St. Simons Island, 
Ga., as merchandise manager. He 
was formerly with General Motors 
and more recently operated his 
own food serving business in At- 


lanta. 
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Raises Canadian Rates 


Canadian editions of Reader’s 
Digest will get a 9% rate increase 
effective with October issues, 
guaranteed through Dec. 31, 1955. 
B&w pages in the French edition 
will cost $650, in the English edi- 
tion, $2,600 and in the combined, 
$2,785. The editions will also ac- 
cept quarter-page units in b&w at 
$265, $885 and $950, respectively. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


EVERYBODY 
KNOWS 


Everybody in the food and drug fields 
knows the uncertainty that accompanies 
the start of a new sales plan — 

the launching of a new product — 

the introduction of a new package. 

If means money — spent with a prayer. 


BURGOYNE 


The best way to eliminate the doubts and head- 
aches of any new project is to pre-test. That's 
what the nation’s leading merchandisers have 
made a must in their procedure. They turn to the 
Burgoyne Grocery & Drug Index for monthly- 
audit reports of the actual performance of their 
products in the market. They select one or more 
of the 14 Burgoyne Test Cities as a reliable prov- 
ing ground for their new promotion, then— 
armed with dependable facts on actual perform- 
ance—they can expand their activities to a natural 
scope—with full confidence. 


TEST 


ui NATIONAL BANK BLDG., CINCINNATI 2, OHIO 


IN COLUMBUS — 


A BURGOYNE TEST CITY 


* It’s isolated—a completely separate chunk of Ohio 
—12 rich counties not overlapped by any other re- 
tail trading zone. 


* Excellent distribution and transportation facilities, 
serving a large and widely diversified industrial web. 


* A fertile market for national advertisers, with a buy- 
ing income in excess of $1,430,000,000, and retail 
sales in the neighborhood of a billion dollars! 


% Dominantly covered by the Columbus Dispatch, with 
85% Daily and 93% Sunday coverage—at a unit 
rate only 42¢ Daily, 50¢ Sunday. 


% REPRESENTED BY O'MARA & ORMSBEE, INC. 


BURGOYNE STUDIES ARE AVAILABLE IN: Canton, Ohio, Cedar Rapids, 
lowa, Charlotte, N. C., Columbus, Ohio, Dayton, Ohio, Grand Rapids, 
Mich., Harrisburg, Pa., Indianapolis, Ind., Omaha, Nebraska, Peoria, 
Ill., Rockford, lll., South Bend, Ind., Springfield, Mass., Syracuse, N. Y. 
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PHOTOGRAPHIC 
REVIEW 


NEW OFFICERS—Gathering after their election by the Southern Californio chapter 
of the American Assn. of Advertising Agencies, Los Angeles, are these new officers 
(left to right): C. E. Staudinger, Warwick & Legler, vice-chairman; Harry W. Witt, 
: Calkins & Holden, Carlock, McClinton & Smith, board member; Norton W. Mogge, 
. Mogge-Privett, chairman; R. N. Hixson, Hixson & Jorgensen, board member, and 


POT PIE CHICKENS—Adding color to Tren- 

ton Foods’ introduction of Dinner Time 

chicken pot pies in the Dallas area are 

Valere Duncan (left) and Ann Nayland. 

The Kansas City, Mo., company hopes to 

have the new pies in national distribution 
within 90 days. 


Herbert C. Brown, McCarty Co., board member. 


BEFORE AND AFTER—An agency with 
plenty of furnishings and decorating 
accounts has a new office of its own 
incorporating many of its clients’ the- 
ories. Keller-Crescent Co., Evansville, 
took the old building at left and 
modernized it for agency services. 


CANDID PUBLISHERS—Caught by AA‘s roving cameraman at the American Newspaper Publishers Assn. 
meeting in New York last week were (left to right, TOP ROW) Douglas Taylor and C. D. Buddle, both of 
J. P. McKinney & Son; S. H. Kauffman, president, Washington Star; Harold Smith, president, Wright Co.; 
David R. Daniel, publisher, Hartford Times, and, representing the New York World Telegram & Sun, Hal 
Fletcher, associate business manager; Edward Burke, assistant to the business manager, and N. S. Mocneish, 
business maneger. SECOND ROW: Joe Sullivan, Bowater Paper Co.; Mr. Smith again; Herold T. Slaght, 


manager, News, Seginew, Mich.; Rolph Bastien, president, Booth Newspapers; Enoch Brown, president, 


ey 
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UPSIDE DOWN PROMOTION-—Standing alongside an appropriate display piece for 

Interstate Bakeries Corp.’s new Upside Down bread are R. J. Potts, board chairman 

of R. J. Potts, Calkins & Holden, Kansas City, and Ralph Leroy Nafziger, president 

of Interstate. The bread, which is turned upside down before baking to distribute 
yeast more uniformly, is being test marketed in Kansas City. 


DISTRIBUTION AWARD—Austin S. Iglehart (second from left), board chairman of 

General Foods Corp., accepts the annual Howard G. Ford Award naming his com- 

pany for the most outstanding contribution to distribution in the nation, presented 

by the Sales Managers Assn. of Philadelphia. At the presentation were (left to right) 

Howard J. Martin, Sylvania Electric Products; Howard McGrath, Bell Telephone Co., 
and Charles M. Hodell, Aero Service Corp., president of the group. 


Memphis Publishing Co.; R. E. Beeler, ad manager, Mirror, Altoona, Pa., and Douglas Taylor, J. P. 
McKinney & Son. THIRD ROW: A. G. Ensrud, J. Walter Thompson Co., Chicago; Fred Stein, editor, Press, 
Binghamton, N. Y.; A. J. McDonald, general manager, Albany Knickerbocker News; C. F. McCahill (in 
profile), senior v.p., Cleveland News, and former president of the publishers’ association; W. L. Fanning, 
general manager, Westchester County, N. Y., Publishers; Howard Stodghill, Philadelphia Bulletin; E. B. 
Jeffress, publisher of the News and Record, Greensboro, N. C., and Sydney Lazarus, publisher of the Times, 
Beyonne, N. J. (Other pictures of the ANPA convention are on Page 143). 
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The COMPANION reaches more 


married women 18 to 35 than 


any other magazine 


These women have larger families... more children. 
They are your best customers... buying more now 
than they ever have or ever will again... and they 


depend on the COMPANION! To find out how im- 


portant they are to you, get in touch with your 
COMPANION representative. 


*SOURCE: From the latest Starch Consumer Magazine report. 


Concentrate on the best years of a woman’s life with 


vi a gee Fh, | ey ate eae Se ewe tae al 
Oly sae 4 Ma ee ee ¥ gt BM 9, Fete. A A ee ee al ee Gr Weg Be en i ER BP Ee AES Se ee Ye ee i re gee oy ea ey a a ili ae - Nahas aon er wee Nagel Se Ne eli Sr pe 
peewee ~ 1 eo y eet, Bowe Sek ee af ane th oe: a y » ye), ; cats ae a sa eee ¢ : ‘ < pice Stal Saya : - Ere ge ae Ee ove ieegr iS « pie . Be DN adage aa “9 NS eae ON Pe ie oe i 
Rey Ete ieee ek eed Bia is ee re ae s POE See ie ) hs i) wite PORES BoP an Ne Ps. ‘ oy eg ene pete Bop ts, a L eee nha tae vet be - ; Baie is mS a pec, Sab te Ps | Ree Marea ie ect lan 
acre a ey. Ur as ae Sad BE Sao atl i ae lanat & iy er ae j Liat 4 yer as a DN ee a aay : o, Pore Seta 2a nn rons Am Eee) ee dg Age a Fad bee EE! Sao Abrct 2 oy ata mR i ae ER it ee ee ees So, ere eine 
ee LAR ee Mila tal er nh uote et, ice Mi Nn Res po ; Ba lei Pee te i sie Ee mee eC BNA a ce at ae ae tom eho es Pea aie eke us ee age : Teteles ida Goat: pr a aicie hihi Sn hae wate ht re ” te PL a ag he 0 Same ee eal 
Pee ne wee Pag ee IS gia age eau as. = ae ans open a ote eat Settee ime ee tate ware: “ee ca eo eM a sited ete Te ee a SP RI CER Se SUI DANY iy Ce a a eee See pak a, ce Me rare ga eae ee oe aaa Ce a Oe aa pee tase oe See 
i ae a “Pie ciel i Bivens iF ie aha tg ee pr an tensa eee Wie pay Bee ae 4 ne tae ae ae c Dee a hype a) TI, he ates 5 me ghee ‘fine tye Be ener X - nee ss ie ea Pee r hae ma sites Baie Sy arte 
Ayg.< Tani e CO 4 eas igs = r Rate ore say A Lae F : ¢ s x ip aed y Z és ones 
Le es | | ‘ 
Rages? ae ‘ fo 
ie si! ree 
are ee ee 
f or oe a ca ea _ 
ee “ee 
Fink, ote = ae 4 
e.. 7 
ya : 
a ; 
: \ 
’ } 
\ i " 
Ba ay p 
“ee my “% 
ce E 
Pek é 
* 
- a 
| ee 
a 
i 
aT ' 
- oa 
pe 
Ei: 
3 oe ; i ie 
pe mo ae Fae 
ee beet 
<a 5 Sate 
ee he Cae er 
ee emer ae porn 
sae Se ae REZ 
— Te TE 5 EL FEE LD aoa 
eee 4 Px bas apa 
oo nae ) be ‘ eet 
oe ene a aL as 
ae 4 os pies 
et ee  & sm 
Nene | rere 
Sipe 8) ne ee Re oh fe 
NES sae eth J is : j Pgs 
Se Reon ay ans wi a i ee’ 
ee ent ae ; a4 H nite Pe 
SS a 4 ; Ba beets 
eee ae f em & i 
pr ee i a 
a are a 2 & ae 
Be SS -§ 
of Re ere { is 3 j 
ee oa 1A ae : 
: J a oe ee 
ba }) — de 
hat Poe a i é i Rs ate 
eS } . oe ey 
gt — . Re 
7 selasu | i} % Da x j 2 ? 
raees % y oe BS i ; 
a ° sri : i t 
Bk } = j 
ae A \ nee aE PS, é 
oe ; } an oc eae fii o 9 ee 
‘ee ; i : er nn ee j zd 
4 : Sone rk } i] : % Pf see es Bes TAS ee mio u 3 
y i H reeer * F ae Sc oa Silent i ae { 
4 = ) i. gee is ee ae j 
“oo } Ni j = 
. oe é OS . | pars 
ee ee i De eee nnn a ie MA 
om see t ° : : ome ery : “i : “ee Pe ia 3 «4 a coe us 
Mat & 19 i a era as a) ail i 2a * ‘ ‘ 4 
SBR he) } : ; : tel ae all Bee 
oi Sir : iv ; = Picea: conn, = pe S PP 
ae { : on ee mete 
cs ree ; ge a fs me 
Po ae ms 
Soh ee : ee ‘ Bn a 
ee es Sai 4 a 4 be ae 
bas, eee Ree oe ee F poe 
aa: as “ ‘ ; oN 
“ae oe a / bs sia ‘ Foe 
iz Les t. 2 = oo ae E ait 
ee 4 ge ~~ 7 re ‘ Te 
veh he J oes eo RF en Rae 4 . Sees 
cigars * : , eae es é es: si pe si iat 
a oi 6 ‘ sitesi Po fi =. Nae ae eae i. s x ie ‘ Bigs 3 i 
pe OR #3 e a A Her 5 ee He .. ,F & Bee iss ¢ 
fae . es Someta ae ee ae as: . ea 5 pes Spee + ee ta 
oe mee oar P ati : ie i wes S ee + See oe re ce i 
pee seal ' ee Eee — ” § or ie aa we : ‘ : gs “Sp 
co Abe eee his eee 5 he Bere 5. ee ave 2 a: See. ss ae Re a 
Pe ye a a se ets a ae % ’ Sa Be Be Bie oe ee el “ 2 Fy et ae, fee 
ees ae cf See . S, a ae : ee fe Teeter ok . . as sis mn. % a , z > Kj? fae: 
item S oe a a a a ea oe Ser i ee, ms nae ES ‘ sn ae al 
oe ere a ss a a Pee: ea oa a me § : ee bose 
a i aa . * * Se ie. es ae Bee ae ee 
ie ae oF eo ee Us pee Sod ee . ae sii 
Bah «| eee ee ere cee i ie Rh SR, ' rae a - . ee Ba 3. Ree cs i eS . ai ; e0 ee 
eae eS aan Baten = a i Acca Sree ee eS: Bas ti ‘ Bo a - a , we: a 
pers oe 3 = i ae Ree “9 : % ae Pee Bes “es cae ieee , Rae 
7 a 7 i ee - . 2% me. be Ag fees fh 50" cole ai — ae + Bi: oe, 
belies ' ie. ee eS RE a ee: a ea : ey OS ee oaeaeene . te tee 
ve : = eee ak aa See 58 re wi: ; — i we Bas hs sa ee: wg 
rene , ‘ SES Ei a ee Re a a 5x fe a eo : sear Bae g Sic eee * op Bet. 
5 Me AE 8 LS date aac Taga ie cae any 3 Nea — oC SES ee ee , es eocind 
tee 4 > Ooo, ae a 3 Gs 5 £ gy ge ee ee ‘< H ; 
‘ Sete eee. cn ak i anal potas : aE Pe &, we " i E Rs ss 2 ali BSS oo ae ee Said 
aes ih f ee <3 30 Soca es S) a 5 Set , a es ar | 
P aa ig : sae Ss ig 2 ie 5 st ace came octal ‘ a = ; Pr. ; 
me peg. ee OS aa ae pee: j o Pa ‘4 = Sa ee ft, aes on SS ' yee 
Ro i Se es Babs eee cacao sla ek eee pal bene ee wae Be ee = oes 
a 5 Be aaa en So es eae Ba ee Pes tes eo eS Rr eee oe ea , |. rae Ba ee oa “ 
; SANE a eo pe ae ie 4 js Sh «eee % eee - mete ene he 2S ns gee rere Bee: i ip: a H ie 
SERN Fat eeuye nim ho ge wh Sree Cr ae ee er aM eng. ye ceed Aes Re ae a be 3 : ‘ { iene 
2. ee I oe ie ee Gig RSE: 2 ae a. = Mpa hae a ee 2 oe : bate 
ae ——— i aes a Re ae eee a Aes 
ae a eee j SSS ao Re Me ee oR MN oe i Sorc 
2 oaew Li ease ee 2 ee j e Sos WS P's eae ; es See a ee ae Sn es 4 ne 
a eke ee a a Riis 2 one a Ber fe | oor ie ea (ah ie tt eae ae ae 3 { VaR 
ey eg i pea wie a — "Sep sneer: er reload 2 ated Re cam ee eer Me Pi a — a : ; rate) 
psa Sy ASE es ee Bod ae Mais cee eee eo ee a ee ee ee : : ! peri 
a - ih Lelia Se a Pa se A ee ee ee oe ge are ar ge ee = re St ame: og a % i 
Ee Wey ah vat ly Roe Be aa Baa 3 xing pee Ae 5 eats baa rae i i acta oe Ser, Yt oe a Poa i & 3 shalt: 
pane seo. Se ail i "UR i a. ae Weta OA Ree MOM NM %. ‘ ee 
aerter ee ere a. ae ee * ee SR pee oe CO g pa Vs le PP. ‘ | ’ 
sO age a ’ cs eee — es se ST Egan Mee: ages 0 ge. + a Oe BE i 7 
Se oie , ’ peeks: 2 Sots rae boi anaes Ey ot FPL a a aro 3 P % i ae 
Sete ae ” oe ae ee ee RR oa ages 7 Pee ok r ee we j ia 
eas % SOR nes Sa 2 Be Rialto ay 3 ke. as eae) i “s # # ‘ $ ms it 
che! Anes F ’ 2 “aaa : Be Se 4 Ee ce aene ee ae ges “ 1 ae 2 : $ si) 
Fa a a om 7 - SS ee be Sen): ae tee a in 4 e 4 - ae be 
Be - ees fe ee Lo, 2 Eee retell eae? 5 2 aa oP i Z Boe ae i 2 2 é ae ie " 4 a een 
Saree ea ‘ ae “ae NE se Fo eee ae a Se eae te Pek % oe ae eT fee 
f whee e Aes eS , By a 3 pe pee aS are DS ek ener es aes Ci ope eee : = oe Eg a te a Pe  & ge “sbi — Oe, ca tly, cot 
ee pi ; és =e ta ae = 7 nee : a E oe eS i ie c Pei SF lhe Heese ly i = ‘ ae & # book - yh og Sy ps ae ae 3 ce ne PS aes iis as os 
1 spree Ss = Ue oa ie : Te ee rien 2: a 3 er Sr ae - 5 eg Bs ies i i a 
age He eee aah Se ane ee eS : : as tie : é “ e ay ie a io? . ee ‘an ere ae “, 
? 4 fs ar ee aed ae a ioe Si ik tal ee oe ala i " ce / Pa ale sd fe oe a ie >, 
ny 7 es ‘ ; : 4 vegan | Mi. siissinaa = es, Pa ‘ @ + Ns pi , ws © cud. ie fe & - ed Pe 
4 - -— + ¥ : s Viti sc Bee: ie ae, Leslie Ta % # 5 ad — so aie an “ 
; : 2 ae: i é : ; i : 3 ee Jae ky i ¢ 4 a @ te a ! raat 
: - ; ra Fai ee s 2 age Lee a 3 Bea ne "a om ge bé 4 ie he i P a ees: ar Ria =. a a ™ | Er. 
ules wee ~ ; Cs is ' an ee NS a. ee ee : eS eee em ee ‘a “pass pS , Wis kk, a Er ae * an % j Pe 
eh, i eS ao ’ oa a : eae eas ie lll ll eS oe ae a 4 ae foe aemndee? f. ites 
wiomeee) i 3 ke ORB See AS ied pare Ge ee  - i me 2 Re % eae a Pe Bee en, Se —— he Siig is Ta bo, 
cake H Eee eet ok once s Aart ae ar | cle : is GE ie te dike. eee. f oo) Je # ee y ee % 5 Oe ae PR Ree se aT ae 2 oe eee “if tttiig ae 
a * t eee US in AR Ree Ieee ae a aes ru Pee tee xecal ost aod oe Bhae 5 Z : 4 2 a ngs ° 3 fo aa! . oe Z seat ae ba 3 ee 
SRT aE sss fe ERA ee: ge Ie ie ee ee at aa a) hea : oe Sa ae watt pr ee aa a i Bette te Fg 5 ieee sid ore 
eke ee me ge or ee egy Seats Copp SPS Ve te pe meen = : SG ce eee fo: aaa We a oe s oan : a es ca 
Das a i abe eid, OS ee ed Mis no 5 a ae : re aa is Pi Gee Be % ae fa j af * ‘i a ae a 
2 1 i Sree gL aS ae ee © a ee Pi Re 
es azict | ake any cay ar Bie ane cua. | anaes : ae “a 2 eee a “ ao 8 
RAC oa ae ae ‘ j pe : e i, - _ jes sen ae > p ae 
: Mies : eeesee oN. os. ee a hae <3 ; e ‘oo lige a 2 Z ees = Ashe 
‘ Bs : mt in as ry See oe * % bc SORE. ne ee le eee sepia peg ve ae Pe er BS Sr a an ‘ es 
Bik ds vest | a DA cies Pre ormeg . ™ a craanamems ©: r wegnaed Be j ee ee : ber i Cr co” a 3 
i a " puis. Bes : eas ae 5 ae 3 \ * ee SMR Ee eg ot . Wigs cag ie en ek ieee ee po eee ae sg 4 fie sy eat 
re Pig aie Dregs. P,. ae. ea be 4 Be ae cilities me, sel shies y 2 d a ee 
Aas i gc ein we se actly z ” f ~ * %, : i ae a Sai A ae % a ee 
ete . a ee ae cm , % - oee - ’ 4 re el 4 : j ee 
Fe ie eae eet a, ae pa b ; ‘67 Bite Ne z eee : q aan 
ar Ser vk ee : he . Po 4 <e |  e ae F ‘a i. ah 
em ecb ane A eineees, fir “3 i r bh ou: * Reet. % . iia ae i ei j ‘ Hg ' oe 
sehen an ee s a ¥ * ° ae aes ek Pa i ae : gil yet D 
Seem teres in ? : #3 = SF ek. rh ¢ § Z ae . Sina 
Pe ne Ate Re a fs Bee > gi E ee ey e- ‘ i pi a os o.0 
ieee Amn | = es Pe ee é tid 4 ‘ eS en re Pee 
tee etic fn ne Pas . ‘ sy : q : 4 sa i BS She, a o.oo ae wt 
Seren, Ces. | ad 9 ges bad ; ae ; eal j . ‘2 ae. ; — “@ oS. es? mee 
fea © ‘a 7 it ae ™ ; j Bip, gees i tes ; eg ei a 5 ae 
Dee at : f ae ad ‘stl - i ee Pee ae ee eee a: 
eS a es } P : - F ke ie P ~ Pi Be eee yt ee r De eg Sei pa Meee reg 
vag met. SV ' tes ae ral : : . ‘ee as ie ce. % ee : pe es a ee a eee eee 
Sumer Pa ae : Qs oF ee 5 i i Binge FA $ i q ee Gg i RR Cae ag ot Magy we a ga e 
ere ee t. ; asite Fe ah gl F é ey es ae B 4 ae 2 4 Pe Sarton Os vere Attn we Oe) a ee or 
Beg ena e. = “ A a Bey et # ee be 8 4 ice Bae fa aa 33 y : 
ee ) Bevin sie dea seters vii iad hes Ree 6S oe Sia ~ bth iz es OE scale il ae ina anil : ) 
= ee 
' 
: ; 
ee } 
; ; ; ox ; 
a Nd Beaks aoe é 3 
re) f : ~ F e ; 7 pe ae = a ea a ae “Pian Bree sie ne tele OE ‘i 
; : He : ! ; 
+ mk ; 4 # | ie 
gies A ae ; ' : 
, a ee ’ oes e z - 
4 3 + ‘i o sae es 5 Os ale 
! S Se rite feet og hors if pee q - fa ee io a cae 
‘ a is : oes 
£ % f 
ee # 7h 
bh . A 
Me he 
ee air 
ee ee a 
Bee an 5 : 
‘ : ‘ ih. , ‘ weds 
eee 2 : ; ae 
tas = pe . - s d . . . i a nar oe = 
3 " ‘ Sie PSS grt Ke hd 4 eee ; " = x fs 7 Av eR . ge y 's Pra “ war és “ - + Lene oS hs se 


Stuart Sherman, 
Art Marquette 
Sell Their Agency 


(Continued from Page 1) 
other executives owning the rest. 
Larry A. Wherry, president of 
S&M, Chicago, is president of the 
new agency. Other officers are 
Bruce Baker, L. E. Tilden and 
Clifford Bolgard, v.p.s, and Dor- 
othy J. Steitz, secretary and treas- 
urer. 


= Stuart Sherman and Art Mar- 
quette worked together at Lord & 
Thomas back in the early ’30s, Mr. 
Sherman as a v.p. and Mr. Mar- 
quette as copy chief. Mr. Sherman 
left the agency in 1936 to become 
advertising v.p. of Pepsodent Co. 

The following year he left Pep- 
sodent—and was succeeded by 30- 
year-old Charles I. Luckman, who 
went on to become president of 
Lever Bros.—and with Marquette 
opened Benton & Bowles-Chicago, 
an independently operated branch 
of the New York agency. 

Mr. Sherman became president 
of the Chicago branch and Mr. 
Marquette became a v.p. Third of- 
ficer of the agency was Edward 
Aleshire, who resigned as radio di- 
rector of H. W. Kastor & Sons Ad- 
vertising Co. to become a v.p. 


® Before joining Lord & Thomas 
in 1933, Mr. Marquette had been 
on the faculty of the University 
of Chicago, teaching advertising 
under James Webb Young. 

In 1940, Sherman & Marquette 
bought Benton & Bowles-Chicago 
from Benton & Bowles, New York, 
and Mr. Aleshire, who by this time 
had left the agency. The name was 
changed to Sherman & Marquette 
Inc. 

Two years later, the New York 
office was opened and headed by 
Jim Barnett, who now is a Lever 
v.p. In the spring of ’43, Mr. Bar- 
nett resigned and Carl S. Brown 
took over the office. 

It became a partnership in 1948, 
then was separated into two corpo- 
rations in 1952. Billing, however, 
continued to be handled in Chi- 
cago. Sherman headed up the New 
York office and Marquette the 
Chicago headquarters, until the 
latter retired to California last 
year. 


# During their careers together, 
Sherman and Marquette operated 
as a merchandising creative team. 
Stuart Sherman had joined Col- 
gate-Palmolive-Peet Co. as a 
salesman fresh out of college 
and subsequently married a daugh- 
ter of C. S. Pierce, who was board 
chairman of the giant soap com- 
pany for a number of years. He 
left Colgate to join A. D. Lasker 
in the agency business and then 
took his merchandising know-how 
to Pepsodent. 

Colgate products were the finan- 
cial backbone of the young Sher- 
man & Marquette agency. Quaker 
Oats Ful-O-Pep feed came next, 
later other Quaker products, Nestle 
Co. and Oscar Mayer & Co. meat 
products, the agency’s current cli- 
ents. 


® Bryan Houston Inc. will con- 
tinue to handle Nescafe and Nes- 
tle’s Instant Coffee and the Colgate 
products—tooth powders, Halo, 
Cashmere Bouquet toiletries and 
soap, shave creams, Ajax cleanser, 
Veto deoderants and Colgate chlor- 
ophyll toothpaste. 

The Nestle and Colgate accounts 
represent about 70% of the agen- 
cy’s billings. 

Wherry, Baker & Tilden will re- 
tain the Chicago accounts—Quaker 
Oats, Mother’s Oats, Quaker 
Puffed Wheat and Puffed Rice, 
Ful-O-Pep feeds and Oscar Mayer 


Iowa State College of Agricul- 


‘a reputation for producing hot- 
‘shot home economists, agricultur- 
al specialists and technical writers. 


A combination of the latter tal- 


Iowa farm boy who now—at 47— 
is the pipe-smoking president of 
Wherry, Baker & Tilden, the new 
agency formed from the Chicago 
operation of Sherman & Marquette. 

Born near Ames, site of Iowa 
State College, Larry Wherry load- 


to use in his advertising career. In 
1927, with a blend of animal hus- 
bandry, journalism and advertising 
courses under his belt, he went 
from school: to St. Louis, head- 
quarters of Ralston Purina Co., gi- 
ant of U. S. animal feed producers. 


ws After 15 years of writing copy, 
merchandising aids, dealer litera- 
ture and other output of Ralston 
Purina’s ad department—a small 
factory in itself—he resigned as 
copy supervisor to join a young 
Chicago agency, Sherman & Mar- 
quette. 

S&M had acquired the Quaker 
Oats Ful-O-Pep feed account in 
1938, and Larry Wherry was as- 
signed to take over contact and 
copy on it. One of the projects he 
was assigned was “Man on the 
Farm,” a mixture of homey inter- 
views, music and country chatter 
that has become one of the oldest 
continuous radio programs origi- 
nating in Chicago. First broadcast 
on WLS, the show was later trans- 
cribed for re-airing over 60 other 
outlets, and now carries the Quak- 
er poultry and cattle message via 
some 400 Mutual Broadcasting 
System stations. 


# During World War II, Mr. 
Wherry’s experience was put to 
new use: He served as vice-chair- 
man of the Feed Industry Council, 
working in cooperation with the 
War Food Administration to find 
ways to maintain livestock and 
poultry production on reduced feed 
supplies. 

Agency work was moved into 
the background during this period, 
but Mr. Wherry continued to serv- 
ice the Ful-O-Pep account “at 
night” after his day’s work as a 
government consultant. He also 
was active in work of the Ameri- 
can Feed Manufacturers Assn., 


'ture & Mechanic Arts has acquired | 


ent belongs to Larry Wherry, an F 


ed up on the subjects he soon was | 


Larry Wherry 


feed producer trade association. 

From this period came added 
experience in feed industry prob- 
lems and case histories on how to 
instruct farmers on better feeding 
methods and grain conservation. 
It also resulted in a book, which 
was the first of its kind. In 1945, 
Larry Wherry wrote “The Golden 
Anniversary of Scientific Feeding,” 
an authoritative history of animal 
feeding. 


s After the war his agency work 
expanded to include the Quaker 
puffed grains and hot cereal ac- 
counts. Promotion came, too, and 
last July he was named president 
of Sherman & Marquette, Chicago. 

Now that he is co-owner and 
president of an agency bearing his 
name, Larry Wherry has one ma- 
jor plan: Continue the successful 
Sherman & Marquette policy of 
emphasizing creative copy. 

He’s proud of his team. Several 
ot Colgate’s most successful themes 
were developed by Bruce Baker, 
v.p. in the new agency, and Mr. 
Wherry describes Rena Nelson, 
who was with Stuart Sherman and 
Arthur Marquette at Lord & Thom- 
as before they opened S&M, as 
“one of the most able women writ- 
ers in the business.” 

The creative side of the busi- 
ness, which will be headed up by 
Mr. Baker, “will continue to be 
the most important part” of the 
agency, Mr. Wherry says. 

Meanwhile, the agency president 
has no plans to write another book. 
His hobbies will be confined to 
reading, spectator baseball and 
curling, a sport he concentrates on 
to the extent that he is a member 
of the Chicago Curling Club. 


ucts, including an experimental re- 
frigerated cookie dough (AA, April 
12). 


s Many Sherman & Marquette 
campaign themes originated years 
ago still are fresh enough to sell 
merchandise. Halo’s “soaping dulls 
hair, Halo glorifies” was written 
by Bruce Baker 15 years ago. Bub- 
bles and grease globs that boomed 
Ajax still are used in ads and com- 
mercials. The grain “shot from 
guns” theme first suggested many 
years ago by Claude Hopkins was 
revived for Quaker in 1942; the 
guns are still firing. 

A new approach is “high-pro- 
tein” Quaker Oats, born when the 
high (17%) protein content of 
oatmeal was linked with growing 
American weight-consciousness. 
Four Life color spreads have ham- 
mered out that theme this year to 
break consumers from associating 
cereals with calorie-filled starch. 


Calso Water Names Y&R 

Calso Water, Los Angeles, has 
named Young & Rubicam, Los An- 
geles, to handle its advertising. 
Honig-Cooper Co., San Francisco, 
is the previous agency. 


Paper Names Ridder-Johns 
Ridder-Johns Inc. has been 
named West Coast representative 


meat, canned meat and new prod- ‘of the Journal of Commerce. 


Launches Duncan Hines Meats 
Marhoefer Packing Co., Chica- 
go and Muncie, Ind., is introduc- 
ing a new line of Duncan Hines 
meat products with test cam- 
paigns in three Indiana cities 
beginning May 3. Newspapers in 
all three test markets, supple- 
mented by radio, tv and point of 
purchase, will be used for the 
introductory line which includes 
Smokist links, Leona style bolo- 
gna, natural casing frankfurters, 
braunschweiger and pure pork 
sausage. Poorman, Butler & Asso- 
ciates, Muncie, is the agency. 


Boost Disaster Preparedness 

The American National Red 
Cross has joined with the Nation- 
al Board of Fire Underwriters 
for a joint promotion emphesizing 
the importance of adequate pre- 
paredness against disasters. Page 
ads show a home ripped apart by 
a windstorm, headlined, “Sup- 
pose you came home to this!” The 
ads are scheduled for May issues 
of Life, The Saturday Evening 
Post and the June issue of Farm 
Journal. J. M. Mathes Inc., New 
York, is placing the ads. 


William Murdock Moves 
William D. Murdock Advertising 

Agency, Washington, has moved to 

larger quarters in the Warner 


Bldg. 


You Ought Vo Know . - » Larry Wherry and Bryan Houston 


“If I had a son, which I don’t, 
and he had told me that he was 


| joining a successful agency head- 


ed by two young people, which 
he was going to own part of in 
three years, I’d have staked him 
to one free visit to a psychiatrist. 
But that’s what happened here.” 

Bryan Houston spoke thus to 
an AA reporter several weeks 


*|ago, prior to the announcement 
--|that, effective May 1, Sherman & 


Marquette was being sold to its 
employes and, under the name 
Bryan Houston Inc., would have 
as president an ex-Texan who in 
his 64 years has worked as a gas- 
oline station operator, blacksmith, 
oil field laborer, teacher, OPA 
administrator and, of course, ad- 
vertising and sales executive—to 
name a few of his jobs. 

Mr. Houston told AA about the 
kind of agency he hopes Bryan 
Houston Inc. will be. With its 
$20,000,000 billing coming from 
two accounts—Colgate-Palmolive 
and Nestle—there is little doubt 
that the agency would like to 
have some new business. 


a “We want new business,” Mr. 
Houston said, and, with a few ex- 
ceptions, he doesn’t really care 
what kind of accounts make up 
the new business. What is most 
important is the kind of people 
the agency will be working with. 
And he has two very good reasons 
for wanting new business, one to 
benefit the client and one to ben- 
efit Bryan Houston Inc.: (1) Be- 
cause the agency wants to attract 
the kind of superior executives 
who will only join an organization 
showing growth potential, and 
(2) because the agency would 
like to spread the risk of running 
its business, a business with ap- 
proximately 70% of its income 
coming from one source. 

Mr. Houston expressed some 
definite ideas on how a Houston 
Inc. man could get himself fired 
or get himself a bonus. Any ex- 
ecutive who comes into Mr. Hous- 
ton and says something like: “I’ve 
figured out a campaign which will 
cost the client $100,000 extra and 
the money can come from the 
merchandising department, not 
the advertising budget,” is on his 
way out. Any man who makes a 
decision in favor of the agency 
over the client is making a griev- 
ous error, Mr. Houston feels. 
“We'll give a man a year to learn 
this fact and if not, then we’ll 
fire him,” he said. 


s Don’t think that this is al- 
truism on the part of the suave, 
soft-spoken Mr. Houston. Actual- 
ly, it is an integral part of the 
agency president’s philosophy on 
how to get new business, a phil- 
osophy which prompts him to 
say: 

“The best kind of new business 
is the kind that flies in over the 
transom.” By spreading the word 
that Houston Inc. thinks about the 
client first and always, Mr. Hous- 
ton hopes to keep that transom 
open. 

Discussing what kind of adver- 
tising the agency is going to do 
for its clients, he said: “Get a 
good ad and pound away.” He 
realizes that this kind of approach 
might make some creative people 
unhappy, but he hopes to over- 
come the problem. 

Mr. Houston falls into the mi- 
nority of agency principals who 
believe that an advertising agen- 
cy is the publication’s agent, not 
the client’s, at least in so far as 
credit is concerned. No big client, 
he feels, will risk its credit stand- 
ing by not making good on the 
bills of a defunct agency. By the 
same token he believes that low 
credit requirements for advertis- 
ing agencies make sense. 

Perhaps the unorthodox back- 


Bryan Houston 


ground of the new president has 
influenced his views. 

Born on a ranch, Mr. Houston 
never saw the inside of a class- 
room until he went to high school. 
He whizzed through that, spent 
one semester at the University of 
Texas and decided he had enough 
formal education—a total of three 
years, three months and_ six 
weeks. He worked as a service 
station operator, spent two years 
in the Navy, and in about 1920 
found himself in a New Jersey 
oil field working for Tide Water 
Oil Co. 

Tide Water needed a refinery 
school and Mr. Houston was put in 
charge of the school because of 
his experience in the field. Here 
he got a taste of sales work and 
liked it so well that he soon be- 


came assistant sales manager and .- 


this led to his interest in adver- 
tising. 

He moved to Standard Oil of 
Ohio, subsequently opened a con- 
sulting service in Cleveland and 
while he was engaged in that oc- 
cupation learned that Young & 
Rubicam was looking for a mer- 
chandising man to work on the 
Gulf Oil account. This was his 
first advertising agency job. 

After ten years as a v.p. he left 
Y&R in 1946 to become exec. v.p. 
and general sales manager of Pep- 
si-Cola Co. Before joining Sher- 
man & Marquette four years ago 
as head of the New York office, 
Mr. Houston was exec. v.p. of 
Lennen & Mitchell. 


® The war years found him in 
Washington, holding down such 
jobs as assistant director of the 
War Department’s bureau of pub- 
lic relations and deputy adminis- 
trator for rationing in the Office 
of Price Administration. 

Althvugh he occasionally for- 
gets the first "names of his closest 
associates, Mr. Houston is very 
much aware of the general pub- 
lic’s interest. When he was with 
OPA, for example, he told a Sen- 
ate banking committee that gaso- 
line rationing was unsuccessful 
because “I do not believe gasoline 
or any other product can be suc- 
cessfully rationed when only 59% 
of the pecple [results of a national 
survey] say it is working well.” 

More recently, at the luncheon 
announcing the birth of the new 
agency, he eraphasized his con- 
tinuing interest in research ac- 
tivities. 

Mr. and Mrs. Houston have two 
married daughters and two grand 
daughters. For relaxation, he 
rexnds books “mostly,” goes boat- 
ing “occasionally” and practices 
astronomy for “a complete 
change” from his life as an ad- 
vertising agency president. 


Theodore Presser to Roberts 

Theodore Presser Co. Bryn 
Mawr, Pa., and Philadelphia, has 
appointed W. S. Roberts Inc., Phil- 
adelphia, to handle advertising for 
its music publishing activities and 
retail operations. The company 
publishes Etude. 


Chicago Publisher Moves 

Small Homes Guide Inc., Chi- 
cago publisher of Small Homes 
Guide and Home Modernizing, has 
moved its editorial and business 
offices to larger quarters at 621 
N. Dearborn St. 
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Meet Mrs. Randolph, | 
]. Walter Thompson’s | 


‘Secret Operative’ 
(Continued from Page 3) 


day on the job she wasn’t yet fami- | 
liar with policy on such matters| 
and would AA mind finding out} 
what she (Mrs. Randolph) does 
from Miss Waldo, her superior? 

AA shifted to Ruth F. Waldo 
(one of JWT’s 62 v.p.s, according 
to the latest agency list) and asked 
the same question of her secretary. 
Miss Waldo’s secretary wanted to 
know the reporter’s motive, and 
when she learned it was for publi- 
cation she said she would have 
Miss Waldo call back. 


s Instead, Miss Waldo’s secretary 
called back in a little while, saying 
Miss Waldo suggests that AA con- 
tact Howard Kohl “for that kind 
of information.” 

Who is Howard Kohl? Why, Miss 
Waldo’s superior, and secretary of 
J. Walter Thompson Co., the afore- 
mentioned worldwide advertising 
agency. 

Mr. Kohl’s secretary answered 
the phone. 

“We'd like to know Mrs. Ran- 
dolph’s previous affiliation and her 
title at the agency,” AA’s reporter 
requested. 

“How is this going to be used?” 
asked Mr. Kohl’s secretary. 

“For publication in connection 
with the agency’s release on Mrs. 
Randolph,” answered AA. 

“Oh, I don’t think we should say 
anything more than what’s in the 
release,’”’ answered Mr. Kohl’s sec- 
retary. She added though, that she 
would check with JWT’s secretary 
to see if he might add to the re- 
lease. 

At this writing Mr. Kohl has not 
replied. 


s AA’s frustrated reporter made 
one last call—to the agency’s per- 
sonnel department—and asked the 
same question. The young lady on 
the other end replied that she 
would have to check and would 
call back in a few minutes. 

At this writing she hasn’t called. 

Mrs. Randolph, by the way, was 
fashion editor of Today’s Woman 
for the past five years. Her title 
at J. Walter Thompson Co. is (1) 
“in the editorial department”; (2) 
“a copywriter”; or (3)—the most 
likely answer—‘“fashion coordina- 
tor,” depending on which switch- 
board operator answers your query 
at the offices of the world’s largest 
advertising agency. 

[Ed: J. Walter Thompson Co. is 
believed to have the largest pub- 
lications department in the agency 
business. ] 


WPIX to Feed Baseball 
to Stations Outside NY 


Beginning April 30, WPIX, New 
York, which televises the home 
schedule of the New York Yanks 
and Giants, will feed 48 of their | 
games to stations in other major 
cities. The games will be trans- 
mitted to stations serving the home 
territory of the visiting teams. 

Nineteen Yankee games, via an 
off the air pickup, will go to 
WNHC-TV, New Haven. Eleven 
games will go via cable to WXEL, 
Cleveland; four to WTTG, Wash- 
ington; one to WMAR, Baltimore, 
and two to WAAM, Baltimore. 
WTVI, Belleville, Ill., will pick up 
11 St. Louis Cardinal-Giant games. 


Reilly, Blown Names Weed 

Reilly, Brown & Willard, Bos- 
ton, has appointed Wiliiam H. 
Weed Jr., formerly production 
manager of Cory Snow Inc., Bos- 
ton, production manager. Mr. 
Weed succeeds James E. Lee, who 
has been named graphic arts man- 
ager of the Cryovac division of 
Dewey & Almy Chemical Co., 
Cambridge. 


GERARD W. HAUSSER has been promoted 
from assistant advertising manager to ad- 
vertising manager of Wembley Inc., New 
Orleans neckwear manufacturer. He suc- 
ceeds Dwight Ziegelasch, who has resigned. 


Holland Joins ‘McCall's’ 


Isabelle Holland, formerly with 
Franklin Spier Inc., has joined Mc- 
Call’s as associate fiction editor. 
She is replacing Marjorie Woods, 
who is retiring. 


Swift Uses Diapers 


in Premium Offer 


CuicaGo, April 29—Swift & Co.’s 
latest premium offer is aimed at 
adding zest te the spring and sum- 
mer wardrobes of the diaper set. 

Swift is offering a printed Hi- 
Diddle diaper to mothers who send 
in a label from a can of its baby 
meats or egg yolk, plus 35¢. The 
diapers are wrap-around in style 
and have animals printed on them. 

The offer is being promoted in 
88 consumer publications, .the Don 
McNeill radio show, and the “All 
About Baby” television show. 
Point of sale material and direct 
mail advertising is also being used. 

McCann-Erickson is the agency. 


Crescendoe Appoints Agency 
Crescendoe Gloves, New York, 
has appointed Morey, Humm & 
Johnstone, New York, for national 
advertising and store merchandis- 
ing services. 


]&] Completes Movie 

Johnson & Johnson, New Bruns- 
wick, N. J., has completed a pub- 
lic service motion picture called 
“Bandages and Bullets.” It was 
produced for J&J by the Baldwin 
Organization and is intended for 
tv audiences primarily. The film 
will shortly be released to tv sta- 
tions. 
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NBC Signs Two for 3-Plan 

NBC Radio, New York, has 
signed Chesterfield (Cunningham 
& Walsh) for 20 participations in 
the 3-Plan in July and Plymouth 
(N. W. Ayer & Son) for a two- 
week campaign covering 3-Plan 
shows, “Roadshow,” “Weekend” 
and “John Cameron Swayze's 
News” in May. 


Have you heard 


about this 


s % 


traveling salesman 


in Memphis? 


see page 78 


It pays to stand head and shoulders above 
the rest... especially at the point of sale. 


It pays to be unusual with displays, labels, 


packaging . . . to convert casual glances into 


sales. We have been creating lithographed sales 


tools.for over 43 years. Engineering point 


of sales programs that move merchandise is our 
specialty. Our 220,000 square feet of new plant houses 
the most modern lithographic equipment in America 
plus an idea factory that can't be measured. 


We'd like to show you how creative lithography 


can work hard for you. No obligation, of course. Just call... 


Hf you'd like a reproduction of this cartoon 


suitable for framing, (without the commercial) 


just drop us a line on your letterhead. 


Window, Counter or Merchandising Displays in Light, Motion or Dimension ° 


CONSOLIDATED 


Lithographing Corporation 


Sales Offices in Philadelphia, Chicago, Louisville, Tampa 


LABELS @ BROCHURES @ CALENDARS © ANNUAL REPORTS 
WRAPS @ BOOKLETS @ FOLDERS © POSTERS © TEXTURE FOLDERS 


a RRR Sy te ~ cay or a ne ; . a'h ECS a Si wis Re rat es Bem ¥e fh fit he tae i pea Ee ; oe pei sat * ik bie rade el : dies Atay, JB =. &, mK ene . Lg $3 ay raeeites pre rota S at Deaton are ; eae oe iid ", ee Saal oy ees NE 4 py a oy A aspen ts : 1 
Rt a ig eeeate Po Sg RL a 9. en tan ace, Ogee Ss Rta (7 eee A RAM IE Lon | et Wh ee tee Ske RE > Seen be a Py get ee aaa, os a oe 
(1 ORE IIS IR tam. Sete aint Oe amie alee nee 3am), gay ve ee eer Bec no oP Vemma Caney te. 73 fan aaa mn eee meee ee) Be Pe 
Pipe | a ORES Gs eR aa ors dg re i RY, od Maat, rece ; . | agi = ond Ne oe af ae : re - th ei. Pers 3 ae ae ein x. PLN Lis ‘ es 
Rare iis 
ve % ’ 
- 1 ee lie AS oe 
é : ye ze, he A 3 one | 
: ork = we A a. mag cs a | 
: a aoe 
CCA ioe er. : 
a ste es td + ped ON 4 
: 2 4 Eee ey es : oe on 
es sae oe he ee es = ee Sk Z 
iss meagan . & i ne ea ‘ 
ae — A ae 
ga senacnsaipsiliaensteatligas canis cainaienpastieanmntenhnapeetenmnasitabagieniiainnmadeal =, 
| 2 _ tm 
x, he eee _— : ma CF « a : 
} ; z ‘ os vi) 
q eS, i Ye 
j t/ SS Y Pe 
’ — hy ; 
‘ hy f7 J\ \) 
; as A 
: “A - 
: / 
Y : 4 _ : 
a ee FF, 7 ee 
a lee aie 
Sethe a 
Wee Ne a. 
a a8 
pO ey | oO aa 
ei) OrEN 
aaa f ee 
fi ea {] a 
ee ie. ig 
° Z j 
a , \ \ | 
aaa “: \ ae 
er | /) \ om 
| 4 ~ i 
eo | a \0 Jo 3 
= ae } 7 0S Q i] md ees 
=e | i / 00 | 
| a | ] 0x09, 99 ro} ° ° ae 
oo | - os re 
eae = ae oo aS = 
: | 
. . ; | cara 
OE ae ns 5 
are ; ‘ 
: * by . 1 or 
el, a noe 
i ye Y ae 
ie Se | ahs 
ee ae Bes 
shag: ioe 
or, is 
ees a 
are eam pis 
a an | cree 
ag i i 3s } . 
ey ae cae 
Seer bete, > Reh, 
iid at key Sn A | eas 
‘ eee ] | oe 
reg ¢ * 
Riseioul es a 
cata ae e 8 
see | et 
na pees eae 
Piece 
eye 1 
ae di 
el ee | ba 
a ie. a va ae ; 
ar 7 Je 
ae 7 si 
moe | - \ 4) é Z 
3 : | GC a, wv 
| | g ~ s 
| | N Aa ‘= 
‘ane a LU & nak 
ee - ae 
ea ea | wee 
oy 2 
ead ee ; re 
“Se ; cs 
pee ud " 
Boe is 
) ca 
i Z ee ) rye, " ; 
. oe ees 7 
- ‘i ‘ 
ae | J bas 
: 
, : ern zi at a eee ee ae oy eee aa rr 
| - asd + ae 
ee rine. 
ae | * 
: Bey wae 
ae ee ve 
fe “ oe 


THE ADVERTISING MARKET PLA 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


INDUSTRIAL OR TECHNICAL WRITER 
«Oo prepare manuscript for engineering 
type books. Must be familiar with metal 
working tools, materials and methods of 
the non-ferrous alloy group, and must be 
able to detail procedures in simple, direct 
language. No mathematics. Work in close 
cooperation with manufacturers’ engi- 
neering staff to create handbooks for 
fabricators and users of industrial meth- 
ods. This is not government, agency, pub- 
lic relation, or magazine work. Downtown 
office on Chicago’s near North side. 

Box 6315, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SALESMAN 
OUTDOOR ADVERTISING 
Seeking young reputable producer with 
good record in painted display and com- 
mercial signs. Genuine opportunity to ad- 
vance and eventually share in manage- 
ment. 

Landau Outdoor Advertising Co., Inc. 
3627 North Smedley Street 
Philadelphia 40, Pennsylvania 
Phone - Baldwin 9-5500 
(See L. Landau - OAAA Paint Seminar - 

Drake Hotel - Chicago - May 6 and 7) 
BARNARD 

A service for employers and applicants 

in the field of advertising and publishing. 

Office and Professional Central 6-3178 

176 W. Adams Street Chicago 3, Il. 


ADVERTISING SALESMAN 


| this 


CONSERVATIVE SALES-PROMOTION 
man, 38, high grade (not high pressure); 
sound background in trade paper and na- 
tional newsweekly space sales; used to 
top level contact; experienced conducting 
sales meetings and working with dealer 
salesmen; university training heavy in 
economics, finance and law; seeks new 
West Coast or Mid West association with | 
five figure possibilities. 

Box 6308, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Ill. | 


AGRICULTURAL | 


| 
| Young man 29, 4 years as Ad Mgr. with 


exceptional record seeks better job. | 
BOX 6317, ADVERTISING AGE } 
200 E. Illinois St., Chicago 11, Il. | 


AGE OF SPECIALIZATION? 


Somewhere there’s a spot for an all- | ADVERTISING ROWS—These gentlemen were among those at- 
| tending the first national convention of the National Federation 
| of Advertising Agencies. They are (left to right, back row) Jack 
direct mail, sales promotion, publicity, | T. Holmes, Jack T. Holmes & Associates, Fort Worth; Arnold Z. 
etc. Age 29, married, master’s degree. Will | Rosoff, Arnold & Co., Boston; G. R. Sullivan, Associated Adver- 
tising Agency, Wichita; Lester Harrison, Lester Harrison Inc., 
| New York; James L. Hill, Cary-Hill, Des Moines; Anthony Lease, 
KNOW-HOW: THINK, TALK, WRITE. | American Advertising, Seattle; (left to right, bottom row) James 


around ad mgr. or acct. exec with agency 
& mfr. experience in copy, layout, pro- 
duction & traffic, client contact, media, 


relocate. Box 6314, ADVERTISING AGE | 
801 Second Ave. New York 17, N. Y. 


PUBLIC RELATIONS 


Brains, drive, empathy. Feminine. 
PL-1-0784 or Apt. 3G, 222 E. 56, NY 22 NY 
WEANED ON PERCENTAGE 
of newsstand sales and editorial formulas, | 
topflight publishing executive is 
seeking a diet that permits further growth. 


For representation in Chicago of national} Doubled the newsstand circulation and 
trade journal in automotive field. Immed- | profits of national consumer magazine, 
iate opportunity to cash in on your con-| developing it into a healthy, diversified 


tacts. Big special event coming. Publica-| publishing property. 
tion has wide acceptance and supports) fresh 


salesmen with regular promotion. Drawing 
account and commission arrangement. 
Box 6310, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 
ADVERTISING MANAGER - Thorough 
Knowledge of Graphic Arts. Experienced 
in marketing durable consumer goods. 


Small Mid-west city. Salary $10 to 12,000. | 


KAY WILLIAMS, PERSONNEL 
818 Olive St. St. Louis 1, Mo. 


MAIL PROMOTION 
Competent direct mail adv. mgr. for sea- 
soned mfg. of repeat business specialty. 
Line for Jobber, Distributor, and Con- 
sumer. Must be responsible for program, 
personnel, lists, layouts—a challenging 
opportunity for qualified person. 

ALLIANCE RUBBER COMPANY 
Hot Springs, Arkansas 
LIFE PERSONNEL SERVICE 
Advertising e Publishing e Radio e TV 
for employers and qualified applicants 
105 West Monroe DE-2-3885 Chicago 


| 
| 


Now looking for 
opportunity with growth minded 
publishing management. 

Box 6311, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 


TOP NOTCH DESIGNER AVAILABLE 
LAYOUT-DESIGNS-FIGURES 


| in pastel, line, guoche, all based on thor- 


ough knowledge production. Yours at 
nominal price. Will work in medium 
sized cities. Prefers West or South West. 
Box 6309, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


CHICAGO? PHOOEY!! 

Top notch Chicago agency v.p. wishes 
to return to his native L. A. His forte is 
client relations, solicitation and adminis- 
tration. Excellent experience in agric., 
consumer & indus. accounts. Good copy 
too. Nice appearance and personality. Mid 
thirties and married. Degree in Eng., bus. 
and adv. And I don’t expect my Chicago 
salary. 

Box 6319, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SALES 
Established, respected business publica- 
tion in Chicago area has opening for ca- 
pable experienced advertising representa- 
tive. Permanent position with attractive 
salary and incentive arrangement, plus 
other benefits. If you can intelligently 
and successfully sell advertising in a top 
magazine, highly regarded by readers and 
advertisers, send full business and per- 
sonal details including salary require- 
ments, for confidential interview. 

Box 6313, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha-7-1991 Chicago 


Interesting earning possibilities for TV 
film commercial salesman, representing 
one of the nation’s leading producers. 
Straight commission selling on part or 
full time basis. Openings in all parts of 
the country. Send qualifications and 
availability to TV Div., Alexander Film 
Co., Colorado Springs, Colorado. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


TEXAS OPPORTUNITY, for account ex- 
ecutive seeking chance to grow in this 
fast-growing, prosperous area where liv- 
ing IS more fun. This job has both a 
present and a future for a solid guy 
under 40 who has demonstrated ability 
to keep clients happy. Must be strong on 
plans and copy and have a minimum of 
5 years agency experience. He will serve 
established accounts. Our agency was 


founded many years ago, is the largest in | 


its city, profitable and growing. Our staff 
knows of this ad. Send resume, confi- 
dential, President, Box 6316, ADVERTIS- 


REPRESENTATIVES WANTED 


New York Representative wanted for 
monthly business magazine in chemical 
field. Desire aggressive organization, pre- 
ferably with national connections. Write 
fully. 

Box 6312, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


PUBLISHER’S REPRESENTATIVES 
Wanted for national bi-monthly publica- 
tion, established 16 years, in fast-growing 
branch of automotive field. East Coast, 
Mid-West and West Coast territories avail- 
able. Write giving age, experience, com- 
mission basis expected, references, and 
territory covered. 

Box 6313, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


FOR SALE 

Midwest newspaper total circulation ap- 
proximately 150,000. Profitable, growing 
enterprise. Asking price $1,650,000 with 
net profit before taxes approximately 20° 
of purchase price. McMillan & Associates, 
Inc., 415 Lexington Ave., N. Y. 17, N. Y. 
MU7-9089. 


FOR SALE 
Directory, long’ established, covering 
chemical and oil industries. 1953 Edition 


showed approximate net profit of $10,000. 
Directory, lists, circulars, good will, etc. 
offered at $40,000. McMillan & Associates, 
Inc., 415 Lexington Ave., N. Y. 17, N. Y. 


MISCELLANEOUS 


CANADA’S BEST MAILING LIST 
250,000 live names on Elliott stencils 


Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 
Large de luxe executive type ceramic 
|DESK ASH TRAYS, in any color, with 
any name or initials, in genuine gold. 


ING AGE, 200 E. Illinois St., Chicago 11, | Suitable for gift problems. $5.00 postpaid. 


Til. 


| Absecon China Decorators - Absecon, N. J. 


klein, 


members in the U. S. 


Clark, Gerth-Pacific Advertising, San Francisco; William F. Hol- 
land, William F. Holland Agency, Cincinnati; Nat M. Kolker, 
Nat M. Kolker Advertising, Philadelphia; Perce Harvey Jr., 
Perce Harvey Advertising Agency, Topeka; Robert W. Maerc- 
Maercklein-Nelson, 
Byron H. Brown & Staff, Los Angeles. The convention for the 
group was held in Los Angeles March 5-7. There are 25 agency 


Milwaukee, and Bryon H. Brown, 


and Canada. 


FCC Approves WNEW Sale 

The Federal Communications 
|Commission has approved the sale 
‘of WNEW, New York, for $1,- 
608,750 to a group that includes 
Richard D. Buckley and Horace 
Lohnes. Largest stockholder in the 
selling group is William S. Cherry 
Jr. 


! 


DuMont Names Dine & Kalmus 
Dine & Kalmus, New York, has 
been appointed to handle special 
public relations assignments for 
the DuMont Television Network. 
The consultant’s activity will be in 
|addition to that of the network’s 
regular press department. 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate 
our active confidential service. 
Betty Clem 
EMPLOYMENT COUNSEL, INC. 
Suite 1009 
7 W. Madison © Financial 6-2100 © Chicago 2, III. 


“Our 43rd Year” 


PRINTING PROD. EXEC. 


25-35 yrs. As Asst. to V.P. of sales. 
Graphic Arts technical knowledge 
required for this administrative 
position, starting at $6,500. Midwest. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ARTISTS REP 


WANTED 
Chicago——Detroit—WMinn. 


The man we want is already doing a 
bang-up job in art or graphic arts sales 
in his home-city of Chicago, Detroit or 
Minneapolis but he wants to add top 
quality advertising art to the prestige 
services he now offers. 
We are an energetic, reputable, estab- 
lished studio within two delivery hours of 
his city, with thirty people producing top 
talent layout, lettering, illustration, pro- 
duction art, retouching. 
For the right man, say around 30 or 35, 
we offer a big-future interesting commis- 
sion opportunity and a great deal of per- 
sonal satisfaction. 
Write fully. giving business history and 
personal background. 

Box 850. ADVERTISING AGE 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 


All types of positions for men and women. | 


FINE AGRICULTURAL ART 
Write for illustrated brochure 
OHN ANDREWS 


200 East Tilinois Street. Chicago 11. Tl. 


185 N. Wabash Fr 2-0115 Chicago | 7265 No. 36 Omaha, Nebraska 
ART DIRECTOR 
ADVERTISING ) Re ha agency and free _benee 
. National accounts - a - 
SALESMAN- vertising including package design, direct 
mail, point of sale material. Top man. 
MANAGER Chicago or New York. 


We want a man who is old enough 
to have had a thorough experience 
in selling advertising space, and who 
is os enough to want to be out 
making calls most of the time. We 
are thinking of a man of about 
35-40, although that is not neces- 
mee J the age range. The right man 
would manage the Chicago advertis- 
ing office for the largest-circulation 
magazine in the Youth field. He 
would have a good salary and in- 
centive arrangement. He should now 
reside in or near Chicago. He should 
be a creative salesman with the ca- 
pacity to represent our magazines 
at the top level with some of the na- 
tion’s ou ding advertisers. Write 
about yourself to: 


Box 859 ADVERTISING AGE 
801 Second Ave., New York 17, N.Y. 


FOR EDITORIAL AND 
ADVERTISING PERSONNEL 

CALL BIRCH FIRST 
| 59 E. Madison Chicago, Ill. CEntral 6-5670 


TO ALL 
NATIONAL 
ADVERTISERS: 


Large Chicago paper converter 
thoroughly acquainted with na- 


| CIRCULATION DEVELOPMENT 
SERVICE, Inc. 


Floyd L. Hockenhull, President, founder 
and Publisher of Circulation Management 
Magazine,for 18 years. 


We specialize in producing solid, long- 
term subscribers to business papers 
through proved, specially prepared and 
designated telephone technique. We fur- 
nish trained personnel and handle entire 
operation on commission-percentage basis. 
Write, telephone or wire Circulation De- 
velopment Service, Inc., 53 West Jac 

Bivd., Chicago 4, Ill., Phone WAbash 


‘tional advertising campaigns 
has opened an assembly plant 
to consolidate and distribute 
your national advertising ma- 
terial. For fast, efficient, and 
'| complete service contact: 


Box 853, ADVERTISING AGE 


200 E. Illinois St. 
| Chicago 11, Ill. 


WaAsHINGTON, April 27—A report 
filed with Congress last week by 
the Federal Trade Commission 
points out that advertising has. 
been one of the factors which has | 
enabled a few companies to tighten 
their domination of the beer and 
margarine industries in recent 
years. 

The report is an exhaustive in- 
vestigation of concentration among 
American manufacturing firms in 
the period 1935-50. 

The references to advertising 
were only incidental observations 
included in two of the 12 industry 
“case studies” which supplement 
the over-all investigation. 

The total report is 153 pages 
long, covering more than 350 in- 
dustries. It shows that the top 200 
companies increased their propor- 
tion of total business since 1935, 
but that trends were generally 
mixed within industries, and the 
over-all gain by the 200 largest 
firms was only 218%. 


@ The special study of the malt 
beverage industry pointed out that 
eight big producers increased their 
share of the industry’s total busi- 
ness by 12% between 1935 and 
1947, and that the first four com- 
panies increased their share from 
12% to 21% of the industry total. 

“The growing importance of 
packaged beer encouraged aggres- 
sive brand advertising by the larg- 
er manufacturers,” FTC pointed 
out. “For example, Schlitz and 
Anheuser-Busch each are said to 
spend $10,000,000 a year on adver- 
tising. 

“Partly as a result of such ad- 
vertising, long-distance shippers 
of premium beer have been able to 
build up consumer preference that 
has set their brands apart from 
those of the local brewers. Prices 
of these premium beers are sub- 
stantially higher than those of the 
local beers.” 


@ Tracing the mergers in the 
brewing industry during the post- 
war years, the report said much 
of the increase in the proportion 
of sales by the leading firms can 
be traced to internal growth. 

In its discussion of the marga- 
rine industry, FTC said, “In spite 
of the increase in demand and the 
amount of attention accorded the 
margarine industry in recent years, 
the industry has attracted relative- 
ly few new firms. 

“Although manufacture is high- 
ly mechanized, the capital require- 
ments appear to be smaller than 
those of many other industries 
which have a large number of 
firms. Possibly the lack of an ef- 
fective advertising campaign has 


FTC Cites Advertising as Cause of Beer 
Industry Domination by Eight Companies 


established brand names.” 


s The report also outlined recent 
developments in the distilled spir- 
its industry. It observed that major 
distillers acquired important stocks 
of aged whiskies through mergers. 
“These stocks enabled them to 
keep their own well established 
brands before the public during 
the years of shortage and thus re- 
tain the customer acceptance which 
had been built up through exten- 
sive advertising.” 

The report notes that the total 
number of manufacturing com- 
panies increased from 200,000 to 
300,000 between 1935 and 1950. 
The five largest companies ac- 
counted for 10.6% of total value of 
output in 1935 and 11.4% in 1950. 
The first 200 companies accounted 
for 37.7% in 1935 and 40.5% in 
1950. 


® The report pointed to 16 indus- 
tries with 1950 shipments valued 
in excess of $500,000,000 where the 
position of the top four companies 
in 1950 could be compared with 
the top four in 1935 in terms of 
employment. 

On this basis, four top cigaret 
manufacturers employed a slightly 
smaller proportion of the industry 
total of workers in 1950 than in 
1935 (81% in 1950, 90% in 1935). 
The most dramatic change was in 
the photographic equipment field 
where employment by the top four 
dropped from 80% of the industry 
total to 61%. 


Helen Loy Joins WKNB-TV 

WKNB-TV, West Hartford, 
Conn., has appointed Helen Loy 
public relations and promotion di- 
rector. Mrs. Loy, formerly public 
relations director of the Connecti- 
cut Education Assn., succeeds 
Dean Bafford, who resigned to join 
a film production company. 


Papers Use Less Newsprint 
Total estimated newsprint con- 
sumption in the U. S. for the 
first three months of 1954 was 1,- 
459,224 tons, compared with 1,- 
472,061 tons used during the same 
period last year, according to a re- 
port by the American Newspaper 
Publishers Assn. Newsprint con- 
sumption in March was 526,725 
tons, down somewhat from the 
553,890 tons used in March, 1953. 


‘Look’ Promotes Marshall 

Lyal Marshall, a member of 
Look’s research department, has 
been promoted to manager of ad- 
vertising services. He succeeds 
Dick Elliott, who was recently 
named menswear promotion man- 


discouraged companies lacking 
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Grocers and Cookbook Publisher Get Free 


Ride as NBC Siations Test Sales Strength 


New York, April 27—National, area, though they still look on 


Broadcasting Co.’s 


highballing this primarily as a merchandising 


grocery-merchandising operation, venture. 


“Chain Lightning,” has come up 
with a new gimmick—a cookbook- 
selling promotion in which the 
net’s owned-and-operated stations 
provide spot announcements free 
or on a share-the-sales basis. 

The product getting this more- 
or-less free ride is a series of 24 
cook booklets distributed by Cook 
Book Sales Inc., a division of Con- 
solidated Book Publishing Co., 
Chicago. The booklets are sold 
only through grocery stores—at 
19¢ apiece, of which the stores get 
4¢. The promotion lasts 24 weeks, 
with a new one of the booklets 
going on sale each week. 

Millions of the booklets have 
been sold already in New York 
alone, where WNBC developed the 
idea as a joint promotion with in- 
dependent grocery stores. Since 
then, it has been making the 
rounds of NBC’s o-and-o stations. 


= KNBC, San Francisco, com- 
pleted the cycle last week when it 
began its promotion. According to 
Cook Book Sales, a number of 
NBC affiliates have also used the 
plan. 

Neither the publisher nor the 
grocers pay NBC for the air time, 
which in one case cited (that of 
KNBH, Los Angeles) amounts to 
about five 20-second spots per day. 
Instead, the network viewed the 
promotion as a goodwill builder, 
and something to show retailers 
what radio can do to stimulate 
store traffic. 

As a by-product of the New 
York operation, WNBC officials 
said the station’s food billings 


' from national advertisers picked 


up considerably. WNBC did not 
share in the book-selling profits, 
but did get a free ad insert in the 
booklets. 


= The other o-and-o stations do 
share the sales receipts in their 


A spokesman for the NBC o- 
and-o division said this promotion 
by no means falls into the per-in- 


quiry sales category. “We do not]. 


accept per-inquiry business,” he 
asserted. “Nobody sends us mail 
orders for the books; people go 
into a retailer’s store to buy the 
books just as they would any other 
product advertised on the network. 

“This is basically a joint promo- 
tion between our stations and the 
stores and should be viewed as 
such,” he said. “A major object is 
to build traffic in the stores as part 
of the ‘Chain Lightning’ promotion 
which guarantees our food adver- 
tisers good point of sale display in 
grocery stores.” 

The stations will not reveal the 
details of how the cookbook re- 
ceipts are shared by themselves, 
the grocers and the publisher. 
They say this is the sort of infor- 
mation that would be very helpful 
to the competition, which also 
wants to create goodwill with re- 
tailers in order to attract more 
food advertisers. 


Esty Adds O-Cel-O Sponge, 
Third General Mills Product 

The O-Cel-O sponge division of 
General Mills, Buffalo, has named 
William Esty Co., New York, to 
handle its advertising, effective 
June 1. The account is presently 
handled by Comstock & Co., Buf- 
falo. 

Esty already handles Softasilk 
cake flour and Sugar Jets, pre- 
sweetened cereal, for General 
Mills. 


Robinson Named Agency V.P. 
Paul B. Robinson, formerly di- 
rector of advertising of the Sharp 
& Dohme division of Merck & Co., 
Philadelphia, has been named v.p. 
of Sudler & Hennessey, New York 
medical advertising agency. 


, ADVERTISERS e AGENCIES e CLIENTS 

* are all exposed daily to claims for LIBEL, 

SLANDER, Invasion of Privacy, Viola- 

tion of copyright. 

INSURE THIS HAZARD! 

Our unique policy is adequate and 

amazingly inexpensive. Experience 
proves — it's smart to be protected. 


WRITE FUR DETAILS 
AND RATES 


EMPLOYERS 
REINSURANCE 


CORPORATION 


Insurance Exchange 
Kansas City. Mo. 


. 


photoengraving 


ollins, Miller & 
Hutchings 


INC. 


America’s 
FINEST 


plant 


207 N. MICHIGAN AVE. 


CHICAGO 1 


BUNNY HONEY—‘Twas the week before 
Easter, and Marge Schroeder is shown here 
delivering Easter cheer, orchids from Ha- 
waii and an announcement that Jerry Ham- 
mer has incorporated his design and copy 
service under the name Alliance Adver- 
tisers Service, 279 Fifth Ave., New York. 
Recipient in this case is Jesse Solomon of 
Solo Products, an Alliance client. 


Five Unitypo Papers 


Cease Publication 


New York, April 27—Five of the 
six daily newspapers published by 
Unitypo Inc., a subsidiary of the 
International Typographical Union 
(AFL), discontinued publication 
last week because of lack of 
support from advertisers. 

The five papers which discon- 
tinued were published evenings, 
except Saturday and Sunday. All 
were named the Daily News-Digest 
and were published in Texarkana, 
Ark.; Meriden, Conn.; Monroe, La.; 
Allentown, Pa. and Huntington, W. 
Va. 

The sixth ITU daily, the Sun, 
Jamestown, N. Y., will be con- 
tinued. It carried the first an- 
nouncement of the change last 
week. Financial obligations as to 
bills and pre-paid subscriptions 
will be properly and fully paid, 
Unitypo said. 


a “The buildings and plants of the 
discontinued papers will be kept 
intact,” the report says, “so that 
publication of a competing daily 
newspaper can be resumed any 
time the advertisers will sign con- 
tracts for sufficient advertising to 
support it. No daily newspaper,” 
it adds, “can exist without rea- 
sonable support from advertisers. 

“It’s an established fact,” the 
announcement says, “that no long- 
er is it possible to find business 
men who will invest the money 
necessary to start competing daily 
newspapers. Many will complain 
of the increasing drift toward 
monopoly but will do nothing 
about it—not even support a sec- 
ond daily newspaper when started 
by another.” 

Discontinuance of the dailies is 
attributed to failure of a majority 
of ITU members to vote “defense” 
assessments, Don Hurd, secretary- 
treasurer of the union, said. Mem- 
bers by referendum have twice 
voted to limit union officers’ power 
to use union funds for its defense 
program which includes the news- 
papers. A year ago members voted 
to amend the union’s constitution 
to stop the executive council from 
borrowing $1,000,000 from the 
pension and mortuary funds. At 
that time $2,500,000 already had 
been borrowed from the mortuary 
fund to support Unitypo. 


PR Group Elects Kneiss 

Gilbert H. Kneiss, assistant to 
the president of Western Pacific 
Railroad, has been elected presi- 
dent of the Bay Area chapter of 
the Public Relations Society of 
America. Arthur M. Sargent, ex- 
ecutive secretary of the California 


countants, has been elected v.p. 


KVSM Appoints Ralph Sacks 
| Ralph Sacks, formerly sales 


‘manager of KSAN-TV, San Fran-| 
has been appointed San. 


cisco, 
\Francisco city sales manager of 
| KVSM, San Mateo. 


Society of Certified Public Ac-| 


your dough 
ina 
dozer! 


Soporifics have their place in the pharmacy... but no one recommends 
them as suitable TV fare. Instead, the swing is to punch-packed, idea-paced 
audience pleasers as created by Walt Framer Productions. Framer- 
produced programs have that happy faculty of transforming idle 
dial-dawdlers into faithful fans. As perfect examples, take top-rated prize 
_ packages like “Strike It Rich” and “The Big Payoff”... famous for 
arousing lively listener interest that translates into profit-making sales. 
For TV formats with a future, packages that pay big dividends—put your 
confidence in Framer’s quarter-century of matchless experience. Always 


at your service ‘America’s leading independent TV producer.” 


wait framer 
productions 


1150 AVENUE OF THE AMERICAS 


NEW YORK 36, N Y *OXFORD 7-3322 
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On the International Scene... 


M.P. Starts Ruckus in Britain with 
Charge That ‘It Slays to Advertise’ 


Lonpon, April 27—A_ Labor 
member of Parliament, who is also 
head of a $1,000,000 business, has 
come forward with a blistering no- 
holds-barred attack on advertis- 
ing. His slogan is: “It slays to ad- 
vertise.” 

Henry Usborne, who represents 
a Birmingham constituency, un- 
leashed his assault in the classic 
manner of British politics, a let- 
ter to The Times. In this staid 
paper Mr. Usborne denounced ad- 
vertising for: 

1. Making people perpetually 
dissatisfied. 

2. Forcing companies to spend 
money to keep up with competi- 
tors. 

3. Contributing to the impover- 
ishment of under-developed areas. 

Mr. Usborne was replying to de- 
mands for more newsprint in Brit- 
ain. He opposes these demands be- 
cause he does not want to see more 
advertising in Britain. 


= “A decade and more ago,” the 
MP. writes, “experts freely pre- 
dicted that the machine would so 
replace human behavior that more 
leisure and shorter hours would 
soon become possible. In the event, 
the opposite is occurring—mainly, 
I suggest, because advertising 1s 
forever turning luxuries into ne- 
cessities and thereby ensuring that 
demand is insatiable. 

“Nor are we happier for being 
obliged to keep up with the Jones- 
es. What the eye does not see the 
heart does not grieve after. Wage 
demands based on the cost of ne- 
cessities are thus a function of ad- 
vertising. 

“Advertising in turn creates the 
demand for more newsprint. This 
is the vicious circle.” 


= Mr. Usborne is the chairman of 
Nu-Way Heating Plants Ltd., a 
firm which sells $1,400,000 worth 
of oil-fuel furnaces and grain dry- 
ers a year. He admits that his 
firm is “in a fiercely competitive 
market,” but adds: 

“I say frankly that I do not 
want to spend any more of our 
money on advertising. But if news- 
print is more plentiful we shall 
have to use it more, simply be- 
cause our competitors will. 

“Moreover, the new medium of 
commercial television already 
threatens a fresh flood of adver- 
tising. Private business would, 
oddly enough, like to have its com- 
petitive urge sensibly restrained, 
but, being free, it is difficult to 
impose a collective self-denying 
ordinance.” 


= Mr. Usborne goes on to say 
that it is up to Parliament “to im- 
pose some limitations” on adver- 
tising. 

His final point is that adver- 
tising prevents progress in the 
backward areas of the world. Mr. 
Usborne’s thesis goes like this: 

“The gulf between standards of 
living in the developed and the 
under-developed countries every 
day widens dangerously. Modern 
communication ensures that this 
fact is known. If the western world 
only had sufficient surplus, the 
wealth could be usefully redis- 
tributed through the channels of 
the United Nations and its agen- 
cies. 

“But insidious advertising in the 
‘have’ countries forces each al- 
ways to feel impoverished because 
advertising creates demand and 
breaks down sales resistance. The 
world is terribly near flash-point. 
It slays to advertise.” 


s Mr. Usborne’s ideas on adver- 


tising—-which are apparently held 


by a great number of people in sy 


Britain—have not gone unchal- 
lenged. John Gordon, editor of 
the Sunday Express, held up the 
M.P. to ridicule. He declared: 

“So here is a new theory of life 
for you. Because Mr. Usborne 
doesn’t want more work, you ought 
not to have it. Because he thinks 
an austere life would suit you 
best, it’s the austere life for you. 

“The less you see, the less you 


your pay packet. 

“T wonder what his Birmingham 
constituents make of that idea? 
I’ll bet they don’t find it as fun- 
ny as I do.” 


a J. C. Rowe, information officer 
of Saward Baker & Co. Ltd., a 
London agency, answered Mr. Us- 
borne in another letter to The 
Times. Mr. Rowe denied that peo- 
ple are working harder and longer 
to satisfy their desires, pointing 
out: “Our working week is about 
two-thirds of what it was in our 
grandfathers’ time. In the United 
States, where ‘luxuries’ are con- 
sumed on a scale undreamt of 
here, the hours of work are even 
shorter.” And Mr. Rowe added: 
“The ‘insatiable demand’ of 
which Mr. Usborne complains is 
only the desire of the human race 
to improve its lot. To follow the 
argument that ‘what the eye 
doesn’t see the heart doesn’t grieve 
for’ to its logical conclusion would 
justify a return to a primitive so- 
ciety where we painted our bodies 
with woad and lived in caves.” 


British Ford Honors 
Record Profits with 
$1,000,000 Bonus 


Lonpon, April 27—Ford Motor 
Co. of Britain has given its em- 
ployes $1,000,000. 

Ford, the biggest automobile ad- 
vertiser in Britain, issued its an- 
nual report and it didn’t need any 
advertising this time. It got the 
publicity free—and on front pages, 
too—by announcing these results 
for 1953: 

Sales— £105,900,000 ($296,500,- 
000), up 25%. 

Profits— £ 18,200,000 ($51,000,- 
000), up 100%. Taxes took £10,- 
690,000 of these profits. 

This was the largest profit ever 
reported by a car firm in Britain. 
And Ford announced that out of its 
record earnings it will pay each of 
its 40,000 employes a bonus of 
£10 ($28). This was to celebrate 
the completion of 25 years’ produc- 
tion at Ford’s Dagenham works on 
the Thames. It means a giveaway 
of more than $1,000,000. 


® In part, the giant profits reflect 
Ford’s acquisition last year of 
Briggs Motor Bodies. But it is 
mainly a story of Ford’s expanded 
production in Britain. 

The firm sold 234,379 cars, 
trucks and tractors last year, com- 
pared to 164,760 in 1952. In 1953, 
it introduced four new car models. 

Ford also announced price cuts 
—ranging from $18 to $62—in cars 
for overseas markets, thus keep- 
ing in step with Germany’s Volks- 
wagen, which also slashed export 
prices. 


® Ford did not announce its ad- 
vertising figures, but it is known 
to have spent well over $1,000,000 
in 1953. Expenditures on newspa- 
per and magazine space alone 
topped $1,100,000. 

The company has been selling 


will want. The less you want, the : 
better pleased you will be with! @ 


than any cay in the bepest-priced jivkd. 


Hines Ny erage af Cond Lee, 


Lonpon, April 27—Punch came | 
out with its Spring number last 
week and had a jolly time stick- 
ing pins into an effigy of The New 
Yorker. 

The British humor weekly ribs 
the pants off The New Yorker in 
a special eight-page insert made up 
exactly like the American maga- 
zine, right down to typography and 
layout. ., 

Editorial matter, ads and car- 
toons of The New Yorker are all 
parodied. 


= In the “Goings On About Town” 
section, one finds listings such as 
these: 

RIO RIO, 49 W. 205th St.: Re- 
liable old hole in the wall, 
beer-garden attachment. Right 
now “Choo” Lee is taking it 
off and putting it on in her in- 
imitable fashion. Otherwise not 
too memorable. Shelter. 

MOTEL, Burgin County: Just 

like Mom’s only better. Surrey 

chicken, Lancashire hot-pot, 

Cornish pastries, Pontrefact 

cake—all authentic and de- 

lishus. Rumba band. 

The “Profile” is “the first of 
twenty-seven articles” on Mayor 
Frank S. McOnion of Discount 
City, Tennessee. And there is a 


The Dematebie Gaetuiey, hows at the Ryssinth Snes Foie Sind, Leng toleed, Mew Fort. 
Dnnancming dignity of design, yet good taste, savoir fire, detiente Boiah. and capuinite 


tact in styling sed appointerst assee thiy ons weleraue ie any company. Brokeleg owners poses a 
wmachina wecee Nhecally endavid with quality and good beating 
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story authored by “S.J. P-r-lm-n” 


UNASSUMING _ DIG- 
NITY—So_ says _ this 
full-color page “ad” 
on the back cover of 
Punch’s parody of The 
New Yorker. Model 
shown is a ‘“Demoto- 
bile Berkeley,” which 
features a pipe-organ 
grill. There is even 
~ (look closely) a wom- 
an at the wheel. 


Eight-Page ‘Punch’ Parody Has Jolly Time 
Profile-ing ‘New Yorker’ Ads and Stories 


called, “There’s a Load of Corn in 
My Anouilh-Barrault.” 


= New Yorker advertising gets 
punctured also. All the ads feature 
imported products. One advertiser, 
Mancorft & Riggs, uses this copy 
approach: 

Scotch tweed, Irish linen, 
Egyptian cotton, Lithuanian 
bone buttons, handcrafted in 
London. 

Nothing American about this 
custom-built LOAFING 
JACKET in seventeen won- 
derful pastel shades. 

A full-page automobile ad graces 
the back cover. It is for the Demo- 
tobile Berkeley, a low-slung sports 
model “more liberally endowed 
with quality and good breeding 
than any car in the lowest-priced 
field.” 

The setting of the ad is the Hy- 
acinth Bank Polo Club, Long 
Island, New York. Then there are 
the credit lines: 

Jewelry by D’Orsay of Bond 


Street 

Breeches by Goshawk of Lon- 
don 

Topiary by Mondrian 

Ice by G.E.C. 

Eyeglass by Fitzwestern of 
Bath 


Horse by Attaboy out of Good 
Luck. 


harder than any other auto maker. 
It claims to make the “cheapest 
car in the world’—the Popular, 
which sells here for $1,094 (in- 
cluding a government purchase 
tax of $324). The Ford agency is 
Rumble, Crowther & Nicholas Ltd. 

The managing director of Ford 
is Sir Patrick Hennessy, 56, who 
worked himself up from a factory 
hand at Ford’s Irish plant at Cork. 
The Daily Express calls him “the 
nearest approach we have in this 
country to super-American man- 
agement.” The company is con- 
trolled by the Ford Motor Co. of 
the U. S. 


New Survey Traces 
Flow of Products 
into Venezuela 


New York, April 27—American 
companies in 450 cities in 43 states 
exported $850,000,000 worth of 
goods to Venezuela in 1953, accord- 
ing to a survey released here by 
the Venezuelan Chamber of Com- 
merce of the U. S. 


December by the Venezuelan 
Chamber, the membership of which 
comprises 300 American corpora- 
tions and individuals. It traces the 
flow of trade to Venezuela on a 
state-by-state and _ product-by- 
product basis. It was made by 
Econometric Institute. 

Lloyd G. Smith, Chamber presi- 
dent, said that Venezuela is the 
second largest Latin American 
market for American goods. It is 
topped only by Mexico. 


= Speaking also as a v.p. and di- 
rector of Creole Petroleum Corp., 
Mr. Smith pointed out that 95% 
of Venezuela’s foreign exchange, in 
dollar currency, comes directly or 
indirectly from petroleum exports, 
and that any legislation tending to 
impede oil imports into the US. 
would “have a crippling and dis- 
astrous effect on the economy of 
Venezuela.” 

Cost of the study was paid for 
by voluntary contributions of 
Chamber members, Mr. Smith said. 
Creole Petroleum Corp. is distribu- 
ting 10,000 copies to newspapers, 


The study was authorized last 


magazines, and others. 


Advertising Age, May 3, 1954 


U.S. Spends $11 on 
Ads, to Europe's 
$1, Studies Show 


Lonpon, April 27—What does 
Europe spend on advertising? 

Studies recently made in four 
European countries shed a little 
more light on this question, al- 
though it is still impossible to give 
a definitive answer. 

The very fact that studies are 
being made is a hopeful sign. Pre- 
viously, it was all a matter of 
guess work. 

The following is a summary of 
figures now available: 


e Britain: Population, 50,000,000. 
Total advertising in 1952, $560,- 
000,000. 


e@ France: Population, 42,000,000. 
Magazine and newspaper adver- 
tising in 1953, $125,000,000. Out- 
door, $11,000,000. Slides and films 
in cinemas, $5,600,000. 


@ Italy: Population, 46,000,000. To- 
tal advertising in 1952, $56,000,000. 


e Sweden: Population, 7,200,000. 
Total advertising in 1953, $77,000,- 
000. 

The combined population of 
these four countries is only 10% 
less than that of the United States. 
But for every dollar they spend 
in advertising, $11 or $12 are spent 
in America. It is interesting to note 


British Ad Expenditures 
(In Millions of Pounds) 


1938-1952 

( £$2.80) 
National Ex- Per 
Year Income pend. Cent 
1938 4,716 98 2.07 
1946 8,333 99 1.19 
1947 8,844 114 Ss:11.29 
1948 9,735 121 31.25 
1949 10,298 144 1.40 
1950 10,800 166 =1.54 
1951 11,893 189 = 1.59 
1952 12,949 199 1.54 
—From “Survey of Ad- 


vertising Expenditures in 
1952,” British Advertising 
Assn, 


that the countries with the highest 
standards of living—Britain and 
Sweden—spend, relative to their 
populations, the greatest amount 
on advertising. 


® The most far-reaching of all the 
national studies is the one made in 
Britain by the Advertising Assn. 
This is the second postwar survey 
made by the association and it 
covers all advertising expenditures, 
giving a breakdown by media and 
an analysis of trends over the past 
15 years. 

The chart accompanying this 
story is from the association’s 
study. Only a preliminary report 
has been issued so far. The full 
survey is expected to be published 
early next month. 

The study shows that while 
British advertising expenditures 
have more than doubled since 1938, 
they have not kept pace with the 
rise in national income. In 1938, 
advertising accounted for 2.07% 
of national income; in 1952, it only 
accounted for 1.54%. 


‘Dr. I. Q.’ Offers Phone Prize 


First program to offer a phone- 
prize come-on to home audiences 
since the U. S. Supreme Court 
gave broadcasters the green light 
for this type of appeal is “Dr. I. Q.” 
(ABC-TV). On April 18 the pro- 
gram made a phone call offering 
$1,000 to a home viewer selected 
at random. The following week 
two home calls were made. Hazel 
Bishop Inc., New York (Raymond 


Spector Co.), sponsors “Dr. I, Q.” 
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FINALE—The highlight of the American Newspaper Publishers Assn. meeting in New York last week was 
the formal dinner given by the Bureau of Advertising, bringing the meeting to a close. These shots, taken 
at the dinner or preceding it at the parties given by various newspaper representatives, show (left to 
right, TOP ROW) Harry H. Cahill, general manager, Seattle Times; William W. Knight, publisher, Oregon 
Journal; Elbert H. Baker II, assistant publisher, Tacoma News Tribune; R. W. Millard, busi ger of 
the Fresno Bee, and Andy Falanaga, general advertising manager, Newark News, at the O'Mara & Orms- 
bee party. Herbert W. Moloney, head of Moloney, Regan & Schmitt, and his guests—Ed Klein, Storm & 
Klein; Gene Lemcoe, advertising director, Houston Post; Charles R. Buxton, business manager, Denver Post, 
and James O’Connor, business manager, Pittsburgh Post-Gazette. Clyde White, business manager, Lynch- 
burg News & Advance; Robert B. Smith, assistant business manager, Newport News Times Herald; Ellis L. 


Loveless, advertising director, Norfolk Newspapers Inc.; Mrs. White, and A. A. Farley, Danville Register. 
In the SECOND ROW are Joseph W. Mooney, v.p., American Sugar Refining Co.; Mrs. John Jones, wife of 
John T. Jones of the Houston Chronicle; D. C Berry, v.p. in charge of advertising, McKesson & Robbins, 
and K. A. Engel, publisher, Arkansas Democrat. At the Cresmer & Woodward gathering were Del Worth- 
ington of C&W’s Chicago office; Amon Carter Jr, Ft. Worth Star Telegram; Joseph Dealey, Dalias News; 
William Cresmer, and Charles Storke, Santa Barbara News-Press. At the dinner, where President Eisen- 
hower spoke, the chief executive posed with former President Herbert Hoover and Joyce A. Swan (left), 
v.p. and general manager of the Minneapolis Star & Tribune, and Stuart M. Chambers, treasurer of the 
St. Louis Post-Dispatch. Mr. Swan succeeds Mr. Chambers as board chairman of the BofA. (For other ANPA 
pictures, see Page 136.) 


Department Store Sales... 


Post-Easter Sales Decline Is Slight 


WASHINGTON, April 29—Al- 
though department store sales in 
the U. S. lagged 2% for the week 
ended April 24, compared with the 
corresponding week of 1953, the 
Federal Reserve Board reported 
that the usual post-Easter sales 
decline was not as great as had 
been anticipated. 

The board said that on the 
whole, post-Easter promotions 
were successful despite heavy 
rainfall in many parts of the na- 
tion. Especially brisk buying was 
noted in women’s wear depart- 
ments. 

Sales for the four weeks ended 
April 24 were 3% ahead of the 
corresponding period of 1953, 
which indicates that Easter sales 
were at least on a par with last 
year. Sales from Jan. 1 to April 
24 were down 3% compared with 
the corresponding period of 1953. 

Inventory trimming, according 
to the board, has been widespread, 
but has not reached epidemic pro- 
portions. Rains in the drought- 
stricken Southwest have encour- 


aged sales. 
% Change from ’53 


Week Ended 
Federal Reserve Apr. Apr. 
District, Area, and City 10 17 
UNITED STATES ............0 +16 +12 
Boston District .............4 +23 +21 
Metropolitan Areas 
TGR, sisitcccrrevncenirecisimccnne +25 +20 
Downtown Boston ........ +25 +14 
SINE siciscsiencesisicneses + 3 +13 
Lowell-Lawrence ............ +32 +35 
Cities 
ee IS NEE +19 +27 
| eee +24 +26 
New York District ............ +24 + 9 
Metropolitan Areas 
TRUER ccasscsseservcssesecsossenesccen +16 +15 
BINGO. Gieserncsxcesieocnsoneiens +27 +18 
IID ~ seicmrsnicescsesenssesivien r+23 +16 
Cities 
BROW ZOE cecccescesssceseceseveee r+24 + 5 
ie +-34 +17 
Philadelphia District ........ +18 —2 
City 
Philadelphia _ .................. r+22 —4 
Cleveland District ............ +18 +14 
Metropolitan Areas 
7 ER +12 +18 
Cincinnati . +23 +10 
Cleveland . +15 +19 
Columbus . +25, +15 
EE Satinhttniisicctattnecmnns +22 + 2 
ce +16 +11 
City 
PORE sectercccsteseseenseenenee e bd 
Richmond District ............ +25 +8 
Metropolitan Areas 


Department Store 
Sales Barometer 


Change from 1953 


—2% 
—3% 

Week Jan, 1 

Ended to 


April 24,1954 April 24, 1954 


Washington  ........cccsccsee +21 +10 


Downtown Washington +23 + 6 
MID cesisitisensinvensatinisesi +38 + 1 
PINE Saiasiiotssecsscsecstriense +21 +27 

Atlanta District .................. +19 +23 
Metropolitan Areas 
Birmingham ...................6 +10 +23 
Jacksonville ..........0.0 es +24 +26 


= eee +11 +413 
RINE. © Risiescimcinnnciessscomies r+20 +23 
I secierciteccinissncinins + 8 ® 
New Orleans .............:00 +34 +36 
PIII ndtesrsenrsnecssesconssee r+28 +18 
Chicago District ................ r+ 7 + 8 
Metropolitan Areas 
III. trcesetssiensesscesscveeeyeens +7 +9 
Indianapolis ...............000 +17 +15 
SIE ibtesisvcissecevsrtscndebesess + 4 +10 
SID hsthictesectert viernes +12 + 3 
St. Louis District ........,..... r+i18 +11 
Metropolitan Areas 
NE: TINNED | Seesiesivesensconsaseen +15 +26 
IEEE echasictriinsnsactessiness +9 —4 
Mite SAIEOD setctccscscccssenscesesccoes +23 +14 
IE tdsitcstsccdveoieocacseitens +11 +25 
Minneapolis Districi ........ +12 +15 
Metropolitan Areas 
Minneapolis-St. Paul .. - ™ 
Minneapolis City .......... +9 +27 
7 , i s . Sn bd ° 
Cities 
Duluth-Superior .............. +7 +19 
Kansas City District ........ +16 +18 
Metropolitan Areas 
BN, eeritiscersncisccinness r+23 +17 
Topeka .. + 2 +17 
IE itinessecncscecaizeicervensees r+ 7 +12 
ie IED bitterevnseesecsitmnadotan +23 +32 
Albuquerque .................. + 2 . 
Oklahoma City ..........000 r+27 +31 
RED cccvesincnseccoversesoccnset +15 +16 
City 
pe ee +11 +14 
Dallas District. ............... r+12 + 7 


Metropolitan Areas 


Dallas +23 +23 
El Paso ........ +11 + 2 
te + 6 +23 
IID» csrvsevenninvresseesesencvesin + 4 + 2 
San Antonio ..............00 + 6 —22 
San Francisco District .... +9 16 


Metropolitan Areas 


SAE DIED cininininn +12 +16 
Downtown Los Angeles +15 +18 
Westside Los Angeles +11 +18 


Bath TRG cssiievsisinnimeninnss 0 +15 
San Francisco-Oakland +12 +21 
San Francisco City .... +17 +27 
GORE GID cnciccsscssssnsccees + 2 +10 
RTE SURO cisncsscisissinescionnrsores +18 +9 
Portland ........: Risdsconsseasseonedt + 4 +11 
Salt Lake City ............0.. +17 +16 
SINE  devseanvssvnnsetiiesincinies + 8 +22 
SPOKANE|! ......0cecerssccccvcssccsores + 5 + 8 
ITO. sicsciessissrnsncecntaciinses +9 +21 
r—Revised. 


*—Data not available. 


MAURICE GOTTHELF 

Furnt, Micu., April 27—Maurice 
W. Gotthelf, 63, public relations 
director of the AC Spark Plug di- 
vision of General Motors Corp., 
died unexpectedly April 22 in Chi- 
cago, shortly after arriving from 
Flint for the General Motors Mo- 
torama. 

Mr. Gotthelf, who had been with 
General Motors for 27 years, es- 
tablished the division’s public re- 
lations department in 1927. 

Born in Memphis, Mr. Gotthelf 
began his career in 1916 as a staff 
member of the Associated Press. 
With the exception of two years 
with the U. S. Navy during World 
War I, he continued in the news- 
paper field until 1927 when he 
joined General Motors. In addition 
to directing AC public relations, 
Mr. Gotthelf authored many AC 
motion pictures. 


WARD H. WEBB 

Cuicaco, April 27—Ward H. 
Webb, 58, former Chicago adver- 
tising man, died recently of a 
heart ailment. = 

A graduate of Missouri Uni- 
versity, Mr. Webb was born in 
Kansas City and came to Chicago 
to join Ruthrauff & Ryan. He 
later joined Western Advertising 
Agency and then moved to F. W. 
Dodge Corp., working on its Home 
Owners Catalog. Mr. Webb left 
Dodge and started his own syndi- 
cated weekly newspaper column, 
“How to Plan Your Home.” 


RICHARD P. DODDS 


CLEVELAND, April 27—Richard P. 
Dodds, 53, merchandising man- 
ager of Arco Co., died April 24 
after a six-month illness. 

A native of Kansas City, Mr. 
Dodds was graduated from the 
University of Kansas City. He was 
advertising manager of Truscon 


Steel Corp., Youngstown, O., from 
1934 to 1944 when he was commis- 
sioned a lieutenant-colonel in the 
Army. 

Mr. Dodds joined Lang, Fisher 
& Stashower, Cleveland, in 1946 
as v.p. and account executive and 
left the agency in 1952 when he 
became Arco merchandising man- 
ager. He was a past president of 
the National Industrial Advertis- 
ers Assn. and also past president of 
two NIAA chapters, Youngstown 
and Cleveland. 


ALEX W. EVANS 

Los ANGELEs, April 27—Alex W. 
Evans, 48, account supervisor in 
the Hollywood office of Hilton & 
Riggio, died April 20 after a brief 
illness. 

Mr. Evans had formerly been 
v.p. of Brisacher, Wheeler & Staff, 
San Francisco, and later was in 
charge of that agency’s Los Ange- 
les office. Earlier, he had his own 
advertising agency in Salt Lake 
City. At one time he was in the 
agvertising department of E. I. du 
Pont de Nemours & Co. in Wil- 
mington, Del. 


FRED B. TRIMM . 

New York, April 27—Fred B. 
Trimm, 81, advertising representa- 
tive for Official Club Publications 
and a former advertising manager 
of the New York Evening Journal, 
died at his home here yesterday of 
a heart attack. 

A native of Hartford, Conn., Mr. 
Trimm was associated with the 
Journal for many years, and was 
advertising manager when he re- 
tired 25 years ago. He had been 
with Official Club Publications for 
the last 20 years. 


FRANK X. FLYNN 


SAN Francisco, April 27—Frank 
X. Flynn, 57, public relations coun- 
sel and lobbyist for the Wholesale 
Liquor Dealers Assn., died here 
April 23 of a heart ailment. 

Mr. Flynn, a lawyer, was associ- 
ated for 20 years with Arthur H. 
Samish, California liquor lobbyist 
who now is free on bond pending 
his appeal from conviction on an 
income tax evasion charge (AA, 
Dec. 14, et seq.). A federal income 
tax evasion charge was pending 
against Mr. Flynn at the time of 
his death (AA, Dec. 21). 


LEONARD LIGHT 

CuicaGco, April 27—Leonard 
Robert Light, 52, advertising di- 
rector of Stone Container Corp., 
died April 21 in Michael Reese 
Hospital after a brief illness. 

Before joining Stone Container 
in 1948, Mr. Light had been adver- 
tising manager of Stewart-Warner 
Corp. and earlier had been in the 
marketing research department of 
George S. May Co. 


GLENN F. FELGER 

New York, April 27—Glenn F. 
Felger, 61, a member of the execu- 
tive staff of the Audit Bureau of 
Circulations, died April 25 after a 
heart attack. Born in Kent, O., Mr. 
Felger joined ABC as a circulation 
auditor in 1922. He was made an 
administrative assistant in the bu- 
reau’s New York office in 1940. 


Dupli-Color Names Fulton 


Dupli-Color Products Inc., Chi- 
cago manufacturer of spark plug 
compressors, air sanders, automo- 
tive and household touch-up de- 
vices, pigmented car polish and 
spray guns, has appointed Fulton, 
Morrissey Co., Chicago, to handle 
its advertising and public rela- 
tions. A new market-by-market tv 
promotion of the new Scratch- 
Master, a brush device for touch- 
ing up scarred furniture, will be 
launched in May in Chicago, the 
first test market area. 


NBC Boosts Thomas O’Brien 

Thomas S. O’Brien has been 
named division business manager 
of NBC’s owned and operated sta- 
tions and for NBC spot sales, New 
York. He succeeds Henry T. 
Sjogren, to whom he was formerly 
assistant. Mr. Sjogren has been 
named assistant general manager 
of the NBC stations in Chicago, 
WMAQ and WNBQ. 


Shulton Names Quinn-Lowe 

Shulton Inc., New York, has 
appointed Quinn-Lowe, New York, 
to handle the international media 
and foreign local newspaper ad- 
vertising in Latin America for its 
line of perfumes and _ toiletries. 
Irwin Vladimir & Co. is the pre- 
vious agency. Wesley Associates, 
New York, handles Shulton’s do- 
mestic advertising. 
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National Newspaper Ad Expenditures: 1953 


by Product Classifications, from Media Records 


| Charles M. Amory, formerly of 
Pathe Laboratories and Eagle- 
Lion Studios, has set up a new 
video distribution company, Minot 
TV, with offices at 509 Madison 
Ave., New York. The company 
will be associated with the Motion 
Picture Advertising Service and 
the United Film Service. 


Glenn Joins McKee & Albright 

Jack Glenn, formerly on the art 
staff of Ward Wheelock Co., Phila- 
delphia, has joined the art staff 
of McKee & Albright, Philadelphia. 


| 1953 1952 % Change 
iVi tm AL (000) (000) 
SUN 68 6 840i RA 6s oc Nee aee ss $ 12,510 $ 9,888 26.5 
ALCOHOLIC BEVERAGES TOTAL 57,390 = =51,525 11.4 
ATTENT ING 354.54 Safed 4 404'4 aS ee awk ce 18,099 16,919 7.0 
ME Laka\siickiaeea Sign Giretard wetaie acre eres 2,271 2,049 10.8 
3 = Na hha bk soe eae Ce be ese Oke 37,020 32,557 13.7 
SE os ols Khe es eve owe eh he's 1,086 1,668 —34.9 
3 5 5 Ad RRS aire ooh 3,284 3,670 —10.5 
eae 1,491 1,423 4.8 
‘GROCERIES TOTAL 133,131 120,825 10.2 
eee ee 13,243 14,545 — 9.0 
| Beverages TOTAL 25,219 18,734 34.6 
CTE os. bea scdans bakers cas 13,565 10,346 31.1 
2 RS Ce ep arr  r 7,456 4,899 52.2 
EE SO ee ees 4,198 3,489 20.3 
_ Cereals & Breakfast Foods ............ 6,984 6,357 9.9 
; —  — RS eS ae 6,652 6,690 — 0.6 
: & <r ee 15,848 12,691 24.9 
7 _ Disinfectants & Exterminators ........ 1,353 1,110 21.9 
| Laundry Soaps & Cleansers ........... 29,798 29,634 0.6 
‘ Meats, Fish & Poultry ................ 6,794 6,225 9.1 
. ES TORE TT eT ere 27,240 24,839 9.7 
. HOTELS & RESORTS ................. 12,444 11,639 6.9 
HOUSING EQUIPMENT & SUPPLIES 
TOTAL 26,226 20,646 27.0 
pe pm EET TT ETRE 1,305 565 131.0 
* You'll be pleased and Automatic Heating ................... 867 1,003 —13.6 
sutiefed with the arent ee “= = re 
f personal service and . Sr eee e beWiawtdtbitaxes 749 888 —15.7 
F . Furniture & Furnishings ............. 10,545 8,118 29.9 
cooperation you will Heaters & Stoves ................... 1,668 1,013 64.7 
get at Pontiac. POTEET TLE T Eee ee 6,956 5,380 29.3 
. Whether you use one Ee 254 svae an Kw s OOVRAwEN OR 11,708 11,681 0.2 
service or all six, you INSURANCE eee eoee eee eee ee eeneeeeeeeeee 8,518 5,780 47.4 
wild cansind eo JEWELRY & SILVERWARE ........... 1217 1,170 = 4.0 
beneiits of cur 40 PTC TEE TET eee eee 21,294 23,646 — 9.9 
‘ EN) ee 18,532 22,581 —17.9 
= years experience and et 
% Pa ; PROFESSIONAL & SERVICE .......... 840 765 9.8 
= the individual attention | 
' a x” PUBLICATIONS TOTAL 16,788 17,853 — 6.0 
to quality and service Pe eee ee ee 9,287 9,360 — 0.8 
that has been the st PIRES Pa ee ares ea nee 5,908 6,881 —14.1 
f EE S.tiiccus ¥4% bed Ones vedavess 1,593 1,612 — 1.2 
pvigiadensl PUBLIC UTILITIES .................. 13,747 11,256 22.1 
AMINES Gren. ‘RADIO & TELEVISION TOTAL 26,975 18,782 43.6 
Radio & Television Sets .............. 15,779 10,770 46.5 
ES Ts atk FERSS 0k Cota o OVA CAS 10,185 7,335 38.9 
i ccc e Ce hi nsdes ee eekewix 1,011 677 49.3 
ny Sy ss vsdcee bese eeuben 0 3,498 2,467 41.8 
Se TOBACCO TOTAL 20,137 16,918 19.0 
EE a err ee rect ter 2,551 2,586 — 1.4 
PR ee ee ree ee tere 17,009 13,527 25.7 
gee vn eae t du 0ch 0%: 6.0 tO REN ee 82 138 —40.6 
ee os ca kha ede 4a va bk thm 495 668 —25.9 
5 ox | TOILET REQUISITES TOTAL 46,328 43,049 7.6 
y Be | MIE 0 ods s0ciees cecssvaceesdees 213 370 —42.4 
May we tell you more? ee ear ee ere 10,743 8,968 19.8 
: Writ h d os Perfumes & Cosmetics ............... 15,434 14,624 5.5 
Coheeoredbaccae 'h —) i eerverrrrr 10,365 7,931 30.7 
a sales representative Pie IR, a gts obs ak & Vee PREVA EO ek 9,573 11,156 —14.2 
: will call at your aq TRANSPORTATION \TOTAL 27,904 24,163 15.5 
bs y SOR EEE a rae ere ware fe ea 11,970 ‘9,642 24.1 
= convenience. OO ES Oe or ck eee 2,523 2,254 11.9 
. EE Sines Six cha Kiessanks shaeees 7,082 6,246 13.4 
EE ED as sk ewwbes avs iwh¥ebar yess 2,743 2,607 5.2 
ee er eee eee 2,277 2,072 9.9 
ome | Miscellaneous ......................- 1,309 = 1,342 — 2.5 
i | SSxx WEARING APPAREL ................. 6,553 6,789 — 3.5 
‘ UNIFIED Sak AUTOMOTIVE TOTAL 129,623 97,874 32.4 
a EE Ms edad speeds cance. ckeederses 1,148 834 37.6 
, SERVICES ae | Gasolines & Oils ..................45. 16,545 13,107 26.2 
Siok Parts & Accessories .................. 846 553 «453.0 
COLOR PROCESS ‘isk Passenger Cars - New ................. 66,606 52,699 26.4 
ie 9 & ~ Shia Ete sa nae 5,670 5,023 12.9 
ENGRAVINGS Trucks & Tractors .................-- $362 6,161 52.0 
ART WORK | Mliscellameous ...............+-++e+0: 29,446 19,497 51.0 
PHOTOGRAPHY ‘TOTAL GENERAL AND AUTOMOTIVE $601,244 $526,058 14.3% 
TYPOGRAPHY | 
ELECTROTYPING Minot TV Organized ‘Morning Show’ Adds Sponsor 


International Harvester Co., 
Chicago (Leo Burnett Co.) has 
signed to sponsor two _ periods 
weekly over the “Morning Show” 
(CBS-TV), starting May 15 for its 
air conditioners. This brings to 38 
the number of five-minute units 
sold since the early morning tele- 
cast hit the air on March 15. 


Fast Joins ‘Everywoman’s’ 


sales staff of Everywoman’s Mag- 
azine, New York. 


HOME TYPE—Arlene Francis, editor-in-chief of NBC-TV’s “Home Show,” welcomes 
one of the program’s newest participating sponsors, Leon Jolson, president of 


Necchi Sewing Machine 


Sales Corp., New York. 


Bearden-Thompson Adds One 

Kwik Fix Corp., Atlanta, has ap- 
pointed Bearden-Thompson- 
Frankel, Atlanta, to handle ad- 
vertising, promotion and mer- 
chandising for its Kwik Fix frozen 
specialty items. 


WITCN Names Daley S. M. 
William E. (Bill) Daley, an ac- 
count executive of WTCN and 
WTCN-TV, Minneapolis, for the 
past 2% years, has been named 
sales manager of WTCN. Mr. 


Daley succeeds Kendall M. Light. 


Benrus Watch Names Seroka 

Benrus Watch Co., New York, 
has appointed Joseph S. Seroka, 
formerly assistant advertising di- 
rector, to the new position of sales 
promotion manager. 


tw utes Photo-Reports 


= Illustrated booklet describes how 
Sickles gets pictures and re; 
for Advertisers and Editers 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 


MArket 2-3966 
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company, Mr. 
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of companies who use 


Hundreds of companies sell- 
ing an almost endless variety 
of goods and services are 
switching to Direct Selling to 
reach new heights. Instead of 
depending on lazy retailers, 
on sluggish wholesalers, they 
use thousands of men and 
women engaged in Direct Sell- 
ing to go after business with 
bare knuckles. This method of 
selling is as old as selling it- 
self. Not only cookware, but 
wearing apparel, cosmetics, 
brushes, dinnerware, greeting 
cards, specialties, vacuum 
cleaners and other household 
appliances, insurance, and a 
host of other products are 


Who says "RECESSION" ? 


Asked the Independent Salesman As 
He Sold His 30th Order in One Week 


(A Two-Minute Tale for Frightened Business Men 
Who Want Their Volume to go UP Instead of DOWN) 


We'll call him John Jones. For years he’s been demonstrating 
and selling cookware in the homes of his heavil 
territory. And here’s the difference between Mr. 
lot of other salesmen. He doesn’t wait in a store for customers 
to drift in. He doesn’t depend on sales or mark-downs or pro- 
ot Mr. Jones! He creates business by 
after day. 
t where his prospects iive. He concentrates 
on his line of cookware with an enthusiasm and a passion you 
rarely see in stores. The result? Mr. Jones made $26,000.00 
last year, and is beating that record this year. And for his 
Jones and his hundreds of brothers and sisters 
are rolling up to $20,000,000.00 annual volume that’s both the 
of an industry that’s having a hard time 
keeping in the black. You see, Mr. Jones is an Independent 
Salesman—typical of the thousands and thousands of ener- 
getic, hard-hitting salespeople who don’t wait for business, 
but create business by going after it. Recession? The hundreds 
irect Selling to distribute their goods 
and services never heard of it! 


TAKE A LOOK AT DIRECT SELLING! 


TAKE A LOOK AT DIRECT SELLING! 
No Obligation, Of Course 


populated 
ones and a 


He rings doorbells. He makes 


sold in the millions direct to 
the users by hard hitting or- 

nizations of Independent 

alespeopie who do not wait 
for sales, but go out and 
create sales. Makers of office 
supplies, business services, of- 
fice and factory equipment, 
and industrial specialties have 
also found an easy path to 
volume and profits in Direct 
Selling. The millions of men 
and women engaged in this 
most American calling of all 
— independent salesmanship 
—represent the great hope 
for continued prosperity in a 
world of rapid changes in dis- 
tribution. 


Michael Fast, formerly with the 
New York Times, has joined the 


Opportunity Magazine is the pioneer pub- 
lication serving more than 300,000 active 
independent salesmen and saleswomen.. . 
ready to sell your product and your serv- 
ice direct! For free copy, and proof-book- 
let, write today on your letterhead. Ad- 
dress Dept. A-173 


SALESMAN'S 


OPPORTUNITY 


28 E. Jackson Bivd., Chicago 4, Illinois 
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Advertising Age, May 3, 1954 


Industrial Admen 
Hear Talk of New 
Business Boom 


(Continued from Page 1) 
Keezer declared. 

Last year, half of the sales of 
E. I. du Pont de Nemours & Co. 
were on products which were new 
or unknown 20 years ago, William 
Hart, director of advertising, told 
the conference. He warned that 
this fact should’ not be taken to 
mean the public accepts new 
products enthusiastically. 

Most times, people do not rec- 
ognize needs until they are 
pointed out—old habits and prac- 
tices are hard to change, and put- 
ting a new product over takes 
time, he remarked. 


# Mr. Hart outlined this basic 
procedure for new products: 

1. Determine that a product can 
be made commercially and at a 
reasonable cost. 

2. Collect information about 
similar products, their uses and 
markets. This may involve library 
and patent research, laboratory 
and field tests. 

3. Test the product thoroughly 
for potential hazards in manu- 
facture, conversion or ultimate 
use. 

4. Test it in the field with cus- 
tomers. Sometimes it is even ne- 
cessary to design or install new 
equipment in a customer’s plant. 

5. Modify the product to fit the 
customer’s needs, if field tests 
indicate that is necessary. 

6. Build a pilot plant if pre- 
liminary investigations justify. 
This permits more testing and 
greater experience in manufac- 
turing and costs. 

7. If the outlook continues fa- 
. vorable, the final step is commer- 
cial production. 

8. Be prepared to render tech- 
nical sales-service for as long as 
is necessary. 


= “We cannot permit the present 
limited knowledge of advertising 
as a selling tool to continue,” D. 
C. Hooper asserted, adding that 
programs should not be built to 
match expenditures of competi- 
tors, or justified because they rep- 
resent only a modest increase over 
the previous year. 

“Most of us do not know wheth- 
er we should spend twice as much 
or half as much,” he said. Dis- 
cussing “how to find the market 
for your products,” he set up this 
procedure: 

1. Decide what you are going to 
do as an organization, consider- 
ing your ability to serve society. 

2. The needs of the market you 
decide to serve should govern 
product development. 

3. Ask yourself what function 
you are providing; who needs it; 
the alternative the prospect has if 
he does not buy from you; why he 


“geeagen 


EUCLID M. COVINGTON, v.p. and adver- 
tising director of This Week Magazine since 
1948, has been named president of United 
Newspapers Magazine Corp., publisher of 
This Week. Mr. Covington succeeds Ray- 
mond Gilleaudeau, who will continue as 
chairman of the executive committee. 
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‘REALLY MEATY’—General Mills has launched its new Surechamp dry dog food 
with comics ads like this, newspaper ads and radio-ty announcements in three 
western states. Copy stresses that Surechamp is “really meaty,” and offers a sec- 
ond box at half price for the introductory drive. Tatham-Laird, Chicago, has been 


appointed to handle the product, which is 


increases. 


NEW DRY DOG FOOD — 
has more meat, fish and liver proteins, 


ag for pound, than any re 


papriones gts aie eaten oncominald 


2 \ 


expected to go national when production 


should buy your product; who 
influences the purchaser; who de- 
cides finally on the purchase; 
where are users or potential users; 
whether there is a feasible way 
of reaching the user, and whether 
the people who need it can afford 
it. 

4. No standard formula answers 
these questions. Advantage should 
be taken of all available related 
data, and research should fill in 
the gaps. 


= When the answers to these 
questions have been analyzed, 
then long-range sales objectives 
should be set, and sales programs 
or plans developed to assure their 
attainment. The sales objective 
should be based on at least a 
rough estimate of the national 
product market, its rate of growth 
and its stability under varying 
economic conditions, Mr. Hooper 
said. 

William Sproull, director of ad- 
vertising, Burroughs Adding Ma- 
chine Corp., and national presi- 
dent of the NIAA, asserted direct 
mail can play an essential role in 
the advertising sales program 
when it is integrated into these 
programs and properly merchan- 
dised to the sales force, distribu- 
tors and dealers. 

However, he warned, the con- 
tinuing increase of costs of direct 
mail makes it imperative that it 
be used properly and assigned 
practical objectives. 


# Most industrial advertising men 
feel they do not have a budget ade- 
quate to the job expected of them, 
S. R. Bernstein, editor of ADVERTIS- 
ING AGE, declared. His statement 
was based on 50 replies from a sur- 
vey directed to 74 advertising di- 
rectors and officers of NIAA and 
20 industrial agencies. 

The admen were asked if they 
considered their ad budgets ade- 
quate, if not why not, and what 
might be done about it. 

Of 40 respondents whose an- 
swers could be tabulated, 23 said 
their budgets were too small, five 
thought them adequate; 60% be- 
lieve they will increase in the 
future. ; 

The principal reason assigned for 
inadequate budgets was that top 
management does not understand 
and appreciate the role of adver- 
tising. 


= Most feel the task force approach 
to a budget is better than using a 
percentage basis. Most also felt 
advertising is not enough inte- 
grated into the selling strategy of 
the company. 

Thus the most important job is 
to convince management advertis- 
ing is essential enough to pay at- 
tention to it and give it more em- 
phasis as a basic part of the man- 
agement marketing and sales team. 

This will be a tough job, Mr. 
Bernstein said, and will require | — 
admen acting like business men 
rather than advertising men. 

It will require selling manage- 
ment on the idea that the adman 
thinks in terms of orders which 
will keep production lines rolling 


rather than in terms of page ads 
or booklets, etc. Such thinking calls 
for a bigger perspective on the part 
of industrial admen, he concluded. 


= Robert Chambers, president, 
Magna Engineering Corp., San 
Francisco, spoke on building dis- 
tribution for a product. 

Too often, he said, small com- 
panies getting started do the ex- 
pedient thing rather than follow 
mature companies’ policies. Yet 
policies for product distribution 
and consumer relations are con- 
ditioned by the same factors as 
exist for well established organiza- 
tions, even though this hurts in 
immediate application. 

Recognition of the significance 
of establishing policy and applica- 
tion of it permits a company to 
grow faster and larger, he said. His 
company was formed in 1947 and 
now has worldwide distribution, 
Mr. Chambers pointed out, and 
warned it isn’t possible today to 
keep a product static in design and 
continue successful. 

A change of appeal in advertis- 
ing or sales promotion can provide 
temporary stimulus, but long range 
re-design and improvement is es- 
ential to retaining a_ significant 
position in your market, he con- 
cluded. 


Kenney Named Exec. V. P. 
Peter B. Kenney, general man- 
ager of WKNB and WKNB-TV, 
New Britain, Conn., has been pro- 
moted to the new post of exec. v.p. 
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FTC Sour on Blanton’s Creamo Margarine, 
But Firm Defends 50-Year-Old Trademark 


WasuHIncToN, April 29—Blanton 
Co., St. Louis, made it clear today 
that it intends to wage a fight to 
the finish before it will let the 
Federal Trade Commission deprive 
it of the brand name “Creamo” 
which it has used for 50 years to 
identify the margarine that it 
markets in Missouri and a handful 
of other midwestern states. 

The commission contends that 
“Creamo” violates a law passed by 
Congress in 1950 outlawing any 
margarine advertising or labeling 
that suggests that margarine is a 
dairy product. 

The commission also contends 
that the expression “contains 5% 
light cream” and similar phrases 
which Blanton used for commer- 
cials on St. Louis radio and tv 
stations represents or suggests that 
the product is a dairy product. 


s Blanton is taking the position 
that large sums of money spent in 
the 50-year period established 
“Creamo” as a valuable proper- 
ty right. “If the Federal Trade 
Commission Act is construed to 
deprive the company of the use 
of ‘Creamo’ as a brand or trade- 
mark for its oleomargarine, the 
statute would be unconstitutional,” 
the firm said. 

Blanton points out that its la- 
bels already specify the exact 
percentage of cream in the prod- 
uct. This information—that 
“Creamo” contains 5% cream— 
was added nearly 35 years ago on 
the insistence of the Bureau of 
Animal Industry of the Depart- 
ment of Agriculture. 

A small factor in an industry 
dominated by a handful of large 
firms, Blanton accounts for be- 
tween 2% and 3% of the marga- 
rine industry’s total business. 


# A study of economic concentra- 
tion in the margarine industry for- 
warded to Congress earlier this 
month by FTC said the first four 
firms did 64% of the total marga- 
rine business. 

FTC expressed surprise that 
competition was failing to develop 
in the industry, in view of the 
fact that the cost of machinery was 
smaller than in many other fields. 


National Nielsen Ranking of Radio Shows 
Week of March 21-27, 1954 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,912) 
1 Lux Radio Theater (Lever Bros., CBS) ....... ef 4,478 
2 Jack Benny Show (American Tobacco, CBS) ...c.scccsseseoseseeseesesesceeceeeee 4,151 
3 PO PO RR I IUD taissicessivvesssansncccvesinocisesnesnrssrsasduconmvanasaiin 3,825 
4 CER Fir TI I HI ori cassinicespsiciecssiessnvieniseserneecsicentarinienndirnenid 3,778 
5 My Little Margie (Philip Morris, CBS) 3,125 
6 Mr. & Mrs. North (Colgate, CBS) ..........c0c00 3,125 
¥ Charlie McCarthy Show (Consolidated Cosmetics, CBS) | sdaeterevetanmondii 3,079 
8 a FS, Te ee I isin ceccccccnicassuvvascenshccasctcbeestibioesencistens 3,032 
9 Godfrey’s Talent Scouts (Lipton, CBS) .........:c:c:cseeeeseeeeees " 2,939 
10 You Bet Your Life (DeSoto-Plymouth, NBC) 2,892 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,073) 

One Man’‘s Family (Miles Laboratories, NBC) .......:ccccsccccscesseseeseeeesene 2,099 


News of the World (Miles Laboratories, NBC) 
Fibber McGee & Molly (Lewis-Howe, NBC) 


= On— 


EEKDAY (AVERAGE FOR ALL PROGRAMS) (1,773) 
1 Arthur Godfrey (Kellogg, Friday, CBS) ......:.sssssssssssssecnsensnesnsensseeneenes 2,845 
2 Wendy Warren & The News (General Foods, CBS) 2,612 
3 Romance of Helen Trent (American Home Products, CBS) .........s000 2,566 
4 GE DN Te iii, CUD senscicstccessntnciarinimeverstannsndinananeninin 2,566 
5 This Is Nora Drake (Bristol-Myers, CBS) .........ccssssssssesesesesesseensssenenees 2,566 
6 Aunt Jenny (Lever Bros., CBS) .....ccccccccsescccsseeeeees 2,519 
7 rN UI I 525: 6c saccevesvactsesuonncodsitenesbsccksanibessnemiaiinel 2,519 
8 Se Ss CUS. CURD asco dinccrssnsiviccdciniernestnnecsiomnasionncaaa 2,472 
9 UN Oe NN I  R HMNOD gacsinsctsincssesiesinesiacevetnstutanscaceeqeetelecniaietetle 2,426 
10 Stella Dallas (Sterling Drug, NBC) .......:.ssssssssssssvereseeeses 2,426 
DAY, ‘SUNDAY (AVERAGE FOR ALL PROGRAMS) (886) 
1 The Shadow (P&G, R. J. Reynolds, MBS) ........ 2,052 
2 Lorne Greene (Credit Union National Assn., MBS) 133 
3 Cecil Brown Commentary (State Farm Mutual, MBS) ... svsessevnsesecstesosscosstie 1 A46 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,259) 
1 ee Cee I t - CD secncensesertnssenssnerssccnrcnsocusnnisnoreronnensieepeinemenieint 2,286 
2 Stars Over Hollywood (Carnation, CBS) ........ccssecssssesssesceeserseseneecnnseneeee 2,146 
3 Theater of Today (Cream of Wheat, CBS) 1,959 


*The percentage of homes reached (Nielsen-Rating”) may be determined by com- 
paring the total number of homes reached with 46,646,000, the 1954 Nielsen estimate 


of total U. S. radio homes. 


“Possibly the cost of an effective 
advertising campaign has discour- 
aged companies lacking established 
brand names,” the FTC report ob- 
served. 

Blanton’s problem has been be- 
fore the government on many oc- 
casions during the past 50 years. 
Its use of “Creamo” has been 
“cleared” by the Treasury and 
the Department of Agriculture in 
the past and was investigated and 
cleared on three previous occa- 
sions by FTC. The most recent 
FTC clearance was in 1953 when 
existing margarine laws were al- 
ready in effect. 


s This is not the first test over 
FTC efforts to wipe out a “mis- 
leading” brand name. A few years 
ago FTC embarked on a campaign 
to prohibit any firm from using 
“Red Cross” in a brand name on 
the grounds that it implied en- 
dorsement by the American Na- 
tional Red Cross. The commis- 
sion prohibited A. P. W. Paper Co. 
from marketing toilet tissue under 
the Red Cross brand name. At 
that time the manufacturers of 
Red Cross shoes also voluntarily 
switched to Gold Cross. 

Later, however, the Supreme 
Court spiked the commission’s 
guns. It said A.P.W. Paper Co. 
could market Red Cross brand tis- 
sue, if it inserted a disclaimer 
specifying that the product was 
not connected with the American 
National Red Cross. 

Gold Cross shoes became Red 
Cross shoes once again. 


s FTC thinks the “Creamo” case 
is different because it is under 
special stringent labeling laws 
which Congress spelled out for 
margarine. Adopted at the time 
federal taxes on colored marga- 
rine were repealed, the margarine 
regulations were proposed by 
members of the dairy bloc who 
expressed fear that margarine 
would be offered as a dairy prod- 
uct. 

In its answer to FTC’s com- 
plaint, Blanton pointed out that 
“Creamo” was accepted as a 
trademark as far back as 1904 
and 1907 by the Bureau of Inter- 
nal Revenue and the Bureau of 
Animal Industry, which were 
trusted at that time with marga- 
rine control, and was first reg- 
istered with the Patent Office in 
1908. 

The first difficulties arose in 
1919 when the Bureau of Animal 
Industry ruled that Blanton 
should specify the percentage of 
cream in its product. The dispute 
was settled Oct. 6, 1919, when 
Blanton agreed to add the phrase 
“contains 5% cream” to the label. 


= The first of three previous FTC 
investigations was dismissed Feb. 
6, 1931, after a complaint had 
been issued and hearings held. 

A second investigation was con- 
ducted from September, 1944, to 
April $, 1945, and resulted in no 
action. A third investigation into 
advertising, labeling and practices 
started May 5, 1952. On Feb. 6, 
1953, according to Blanton, the 
commission advised that no com- 
plaint would be issued. 

The firm said, “At all times the 
brand name has been used in 
substantially the same form and 
the cause of the complaint has 
been the same as previously.” The 
present complaint was issued 
early this month. 


Dudley Goes to Cleveland 

J. Kenneth Dudley has trans- 
ferred from the New York to the 
Cleveland sales staff of Scientific 
American. In Cleveland he suc- 
ceeds M. James Promer, who re- 
cently became manager of the new 
Chicago office. 
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Weaver Defends Sponsor Shifts for 
Keeping Video Out of Radio's Rut 


(Continued from Page 2) 
somebody 


'tion,” pointing out that there is a 


less formidable than difference of opinion as to how 


Arthur Godfrey and that if per- important a factor it is. “There is 


mitted to stay in this period, where 
it is only beginning to run into 
competition in some new two-sta- 
tion markets, the show will be 
“clobbered” so thoroughly even 
Firestone will want to move. 


ws “When the sponsor realizes this, 
he’ll cancel,’ Mr. Weaver pre- 
dicted. “So we’re protecting our- 
selves by suggesting that the show 
be moved to where it will have a 
chance to do much better.” 

As for “Name the Tune,” which 
Block’s ad manager George 
Abrams says the “public seems to 
like, but Mr. Weaver doesn’t,” Mr. 
Weaver doesn’t consider a show, 
whose competition gets twice the 
share of audience it does, a very 
great public favorite. However, 
Mr. Weaver is sure this one, too, 
could do much better in another 
place in the schedule. 

Mr. Weaver points out that there 
is nothing new about asking adver- 
tisers to give up their time spots 
to enable a network to strengthen 
its schedule. He even cited a radio 
precedent. 

“Back in 1949 when CBS began 
buying up the stars, the network 
moved Wildroot’s ‘Sam Spade’ out 
{to make room for Coca-Cola’s 
Edgar Bergen],” he recalled. 
“Some of the advertisers didn’t 
like these moves, but they made 
CBS the No. 1 radio network.” 


= NBC-TV, from the beginning, 
has not sold time to advertisers, 
but “time program associations,” 
he explained. The contracts specify 
that NBC, or the agency, may ter- 
minate them at the end of 13, 26 or 
39 week cycles by written notice 
30 days in advance. 

In the case of the three adver- 
tisers being dispossessed on Mon- 
day night periods, they were given 
much more than the specified 30- 
day warning as was U. S. Tobacco 
Co., which has been asked to move 
“Martin Kane” to clear the way 
for the “Lux Theater” switchover 
from CBS-TV. 

“A sponsor keeps a show only 
as long as the advertising works 
for him; any time it doesn’t, he 
drops out,” Mr. Weaver said. “If a 
program is hindering our business 
and not productive for us, we have 
to switch to something else for 
better over-all values.” 


# Asked if the extension of his 
“magazine concept” selling in tv, 
which on shows like “Today” and 
“Home” means so many participat- 
ing advertisers that none gets 
sponsor credit in the traditional 
sense, would mean the obsoles- 
cence of the “sponsor identifica- 
tion” evaluation, Mr. Weaver said: 

“Sponsor identification as an ad- 
vertising tool is open to considera- 


a notable lack of correlation be- 
'tween sales and sponsor identifi- 


cation.” 

Mr. Weaver’s “magazine con- 
cept” is a combination program- 
ming and sales philosophy, which 
calls for network responsibility to 
service all segments of the audi- 
ence with balanced fare and po- 
tentially to sell all advertisers with 
a national sales problem. 


a “Even television’s biggest shows 
cover the full range of uses for all 
advertisers. Radio in the old days 
did not; network radio was not 
possible for a client who didn’t 
have at least $500,000 to spend. 
It was a blue chip medium. De- 
spite the over-emphasis on the cost 
factor in tv, television is not,” Mr. 
Weaver asserted. 

“Advertisers like SOS, Adolph’s 
meat tenderizer, etc., can afford to 
sponsor ‘Your Show of Shows.’ 
Television is only too expensive if 
it is used the way radio was used. 
To realize this, advertisers will 
have to change the habits of a life- 
time, and nobody likes to change, 
but the value considerations make 
it worth while.” 

Mr. Weaver predicts that the day 
will come when no national ad- 
vertiser, regardless of how small, 
can afford not to use tv—particu- 
larly when color video begins to 
make its power felt. Hence the 
pressing need for telecasters to 
adopt sales patterns of the ‘lexi- 
ble variety that will enable all na- 
tional advertisers to buy tv. 


Calvert Promotes Two 


Joseph A. Sullivan has been 
named assistant general sales man- 
ager in charge of state stores op- 
erations for Calvert Distillers 
Corp., and Harry Fox has been 
appointed assistant general sales 
manager in charge of sales for the 
company on the eastern seaboard. 
Mr. Sullivan, who has been with 
Calvert since 1935, was formerly 
state stores division manager, and 
Mr. Fox, who has been with the 
company since 1939, was formerly 
eastern division manager. 


Ad League Names Bosh Stack 


The League of Advertising Agen- 
cies Inc., New York, has appointed 
Bosh Stack Associates, New York, 
to direct its public relations. Mr. 
Stack will serve in an advisory ca- 
pacity to all agency member or- 
ganizations as well. 


Norman Malone Adds Two 
Norman Malone Associates, Ak- 


ron, O., has been named to handle 


jadvertising and public relations 
for Cannelton Sewer Pipe Co., 
/Cannelton, Ind., and Caster Mold 


& Machine Co., Barberton, O. 


AVCOSET i 


LET’S GET THE RECORDER STRAIGHT—’‘Avcoset makes the sweetest music on wash- 
day!” says the headline on this four-color spread which ran in the New York Times 
Magazine April 18. “Maybe, but the recorder players might be more competition if 
they weren't batting cross-handed,” comments AA reader Bob Mitchell of National 
Underwriters, one of several who spotted the criss-crossed hands. American Viscose 
Corp. also received several letters and phone calls calling attention to the error. 
Queried about the ad, the agency, Hirshon-Garfield, said ruefully: “We're selling 
clothes, not recorders.” 


% 4 
44% 


% 
44 


SUNKIST TEST—Sunkist Growers is now consumer testing a new pack of individual 

one-ounce servings of frozen pure lemon juice. The individual servings are in 

laminated cellophane bags, packaged eight to a carton. Each of the servings is 

equal to the juice of an average lemon. The carton for the bags has oa full 

color wax overwrap, illustrated with California grove scenes and a picture of the 

product. The test of the new product, probably in the Midwest, will determine 
the pricing policy when national distribution is set up. 


(Continued from Page 3) 
vertising cut when their money bill 
reaches the Senate appropriations 
committee. They have notified sen- 


tv programs ought to be restored. 

During hearings before the 
House appropriations committee 
the Army pointed out that com- 
mercial advertisers would have to 
pay about $2,880,000 for tv cover- 
age equal to that which was ob- 
tained by the two network shows. 
Committee members expressed 
doubt that tv is an effective means 
for recruiting soldiers, but service 
personnel said the impact of the 
tv programs is part of a general 
program which enables them to at- 
tract young men. 

Recruiters emphasized that the 
Army has been exceeding its quo- 
tas by nearly 50% this year. They 
credit their success in considerable 
degree to the tv shows, which they 
say create good relationships be- 
tween the Army and the parents of 
prospective recruits. 


= The recruiters are particularly 
anxious to salvage “Talent Patrol,” 
a low-budget show which has en- 
joyed a 13-plus rating on Thurs- 
day evenings on ABC. This show, 
with Arlene Francis as mistress of 
ceremonies, employs soldier talent. 
Each participating soldier (four 
take part in each program) is care- 
fully interviewed to bring out in- 
teresting information about his 
Army experience and background. 

“It’s practically a 30-minute 
commercial,” a recruiter said. “We 
think it has done a wonderful job 
to dispel the idea that the Army 
is pointless drudgery.” 

Recruiters have told the Senate 
appropriations committee that 
“Talent Patrol’ could be revived 
as a film show. While this might 
entail the loss of the network dis- 
tribution, it would permit editing 
of interviews to weed out awkward 
moments, and might result in a 
more polished program. 
| 
s At this point, the recruiters say 
they are at loss to know where to 
turn. 

Two years ago Congress cut off 
funds for a series of big-name 
lineups. 

“Since we had the impression 
that Congress objected to the use 
of big name talent, we used less 
widely known performers in ‘Stars 
on Parade.’ Now we are told that 
the quality is bad. It is hard to fig- 
ure out what they want. 

“If we put the money exclusive- 


ators they feel at least one of the! 


Army Cancels Two Video Shows 
After House Cuts Recruiting Funds 


‘ly into spots instead of programs, 
/we would get a lot less coverage 


than we are under the present 
setup,” they say. 

Except for a $45,000 nurse re- 
cruiting program in professional 
journals, and a campaign in Scho- 
lastic Roto (for high schools), the 
Army spends its money exclusively 
for sales aids and tv production. 


Sunkist Offers 3-Pack Deal 

Sunkist Growers Inc., Los An- 
geles, will push orangeade and 
lemonade sales this summer with 
a special three-pack deal in which 
consumers are offered 20¢ for try- 
ing either product. The 20¢ will be 
refunded when the consumer fills 
out the coupon on the wrapper 
covering three six-ounce cans of 
either frozen or shelf pack ades, 
and sends it to Sunkist. The offer 
will be promoted on billboards in 
20 major markets during May and 
June and in an 800-line newspaper 
announcement in the same mar- 
kets. Foote, Cone & Belding, Los 
Angeles, is the agency. 


Arrow Sets Biggest Drive 

Cluett, Peabody & Co., New 
York, is planning the largest ad- 
vertising promotion in its history 
to push its fall line of Arrow 
shirts, slacks, underwear, neck- 
wear and handkerchiefs, with 68 
different advertisements in eight 
separate fall campaigns. Four- 
color pages in national media will 
be supplemented by half-pages in 
color, b&w pages, two-thirds and 
half pages. Business papers and 
expanded trade and consumer edu- 
cational and publicity programs 
will be used. Young & Rubicam is 
the agency. 


Easco Mfg. to Mann-Ellis 

Easco Mfg. Co., Newark, N. J., 
has appointed Mann-Ellis, New 
York, to handle its advertising and 
the advertising of all Easco auto 
seat cover franchise stores. Radio, 
television and newspapers will be 
used. 


Moritt Names Ray-Hirsch 

I. J. Moritt Co., New York maker 
of the Jet Brush dishwasher, has 
named Ray-Hirsch Co., New York, 
to handle its advertising. 


Garner Named Copy Chief 


David Garner, formerly with 
Dancer-Fitzgerald-Sample, has 
joined Product Services, New 
York, as copy chief. 
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Naiional Newspaper 
Promotion Assn. 
Sets Annual Meet 


NASHVILLE, April 27—‘Better 
Prometion for Bigger Business” 
will be the theme of the 24th an- 
nual convention of the National 
Newspaper Promotion Assn. here 
May 10-12. 

Speakers at the session on ad- 
vertising promotion will include 
Henry G. Little, president of 
Campbell-Ewald Co., Detroit; Joel 
L. Irwjn, Cincinnati Enquirer; Carl 
P. Himmelman, promotion man- 
ager of the Cleveland Plain Dealer; 
Russell C. Harris, manager of gen- 
eral advertising of the Buffalo 
Courier-Express; Edward J. Burg- 
eson, retail manager of Bureau of 
Advertising; Rudy Marcus, Daily 
Press, Riverside, Cal., and Barry 
Urdang, Philadelphia Bulletin. 

Norman Isaacs, managing editor 
of the Louisville Times, will open ? 
the convention with a speech titled 
“Challenge of the Fifties.” 

Promotion of circulation will be 
discussed by Charles W. Staab, cir- 
culation director of the Cincinnati 
Enquirer, and Lester H. Barnhill, 
promotion manager of the Miami 
Herald. 

The convention program is being 
arranged by Clifford A. Shaw, Ist 
v.p. of the association and promo- 
tion manager of the Providence 
Journal-Bulletin. 


Northwest Pages Planned 


Northwest Orient Airlines will 
use back pages in five newspapers 
to promote use of its Boeing Strato- 
cruisers. Two ads each will be run 
the last week in April and the 
first part of May in the Detroit 
Free Press and Detroit News, and 
in the New York Times, Herald 
Tribune, and World-Telegram & 
Sun. Cunningham & Walsh is the 
agency. 


McGraw-Hill's Net Rises 

McGraw-Hill Publishing Co., 
and subsidiaries, report consoli- 
dated net income for the quarter 
ended March 31 of $1,372,882. For 
the same quarter in 1953 the com- 
pany reported a consolidated net 
of $850,187. 


Venard Sets Up Shop 

Venard, Rintoul & McConnell, 
radio and tv station representative, 
has opened a New York office at 
444 Madison Ave. 


The Mew Look in Sex Talk 

La CRESCENTA, CAL., April 
27—A revolution in sex talk 
has been launched by Hannah 
Publications, which May 10 
will publish “The Sex Diction- 
ary,” written by Dr. J. E. 
Schmidt, Baltimore physician 
and lexicographer. 

According to the publisher, 
Dr. Schmidt’s contribution to 
the field of communications 
is entirely original. What he 
has done is to coin new words 
for “numerous normal and ab- 
normal manifestations of sex 
and related emotions” to “pre- 
sent speakers and writers the 
opportunity to lift the field of 
sex discussion from vulgarism 
to elegance.” However, the 
definitions are “written with 
ample clarity to take care of 
the non-medical adult reader.” 

The present volume (“nei- 
ther illustrated, nor instruc- 
tive in sexual behavior”), a 
112-page digest of a larger 
book to be published later, will 
sell for $1.50 in hard cover, $1 
in soft cover. 
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Summerfield Appeals 


for Fast Action on 


Postal Bill, but Committee Doesn't Budge 


(Continued from Page 2) 
000,000 for the fiscal year begin- 


ning July 1, if the rate bill is. 


passed. 

However, he warned that ad- 
verse developments—particularly 
demands for wage increases and 
the leveling off of postal volume— 
could, in the absence of rate in- 
creases, leave the department with 
a $750,000,000 deficit for the year. 


s Mr. Summerfield and members 
of his staff emphasized the “rea- 
sonableness” of their proposals—a 
4¢ rate for the first ounce of out- 
of-town letters, a 7¢ rate for air- 
mail, a 2¢ rate for bulk third class, 
and a 35% hike, in two annual 
stages, for newspapers and maga- 
zines. 

“If the proposed increases are 
enacted,” according to Maurice 
Stans, nationally known certified 
public accountant who is serving 
as an adviser to Mr. Summerfield, 
“second class mail (publishers) 
would still be receiving a discount 
of 73% from cost, third class mail 
would receive a discount of 27¢ 
from cost and first-class mail 
would pay a premium of 29% 
above cost.” 

At times Mr. Summerfield em- 
phasized the fact that publishers 
and direct mail advertisers pay 
the department only a percentage 
of the costs assigned to their clas- 


|}second class mail for the factors 
of lesser value and service. 

2. What percentage from cost 
should be allowed to third class 
mail for lesser value and service. 


# 3. What portion of the dollars 
of discounts granted to other 
classes of mail for lesser value or 
service should be recovered on 
first-class mail for the greater 
value it represents and the pre- 
ferment it receives. 

Using the analogy of a meat 
packing plant, he exclaimed, “The 
markdown on the brisket must be 
recovered in the price of the 
steaks.” 

In 1953, he said, second class was 
enjoying a discount of 81% from 
cost, third class 42% from cost 
and first class is earning a pre- 
mium of 10% above cost. In 1926, 
the first year of cost ascertain- 
ment, second class had a discount 
of 71% from cost, third class 2.5% 
from cost and first class a pre- 
mium of 30% above cost. 


= Despite the broad concession 
that deferred classes of mail may 
be entitled to “discounts” from 
cost, Mr. Summerfield made no 
effort to conceal his bitterness 
over the rates enjoyed by period- 
icals. He said these rates are 
|lower today than they were in 
1925, and in some respects lower 


Mee | addressed bulk mail reduced sort- 


ing costs by an estimated $1,500,- 


: /000 annually. “As long as we are 
obligated to carry this kind of 
*| mail,” he said, “we have to try to 


carry it as economically as pos- 
sible.” Under questioning he said 
| the volume of bulk third-class ap- 


-|pears to have been increased by 


'5-8% since the householder system 


| was offered. 


'# “This is a problem that will 


' |solve itself as soon as we are 


DR. S. JAYE NIEFELD has been appointed 
research project director of Henri, Hurst 
& McDonaid, Chicago. Dr. Niefeld, former- 
ly research study director of the Bureau of 
Social Science Research of American Uni- 


versity, Washington, will be associated 
with J. J. Martin, v.p. in charge of research. 


ing it.” During the past three 
years, while second-class rates in- 
creased 30% in three annual 
stages, the revenue from this 
class increased $13,000,000, Mr. 
Summerfield said, but handling 
costs assigned to second-class in- 
creased $46,000,000 in the same 
period. Under questioning, Mr. 
Stans said postal costs would be 
cut $140,000,000 if there was no 
second-class mail. 


s During his discussion of third- 


ih authorized to charge a fair rate 


for the service,” he said. “One 
|reason there is so much bulk 
third-class is that the price is so 
low. This is not fair to competing 
forms of advertising, such as 
newspapers.” 

He traced the growth of the 
postal deficit in postwar years, re- 
iterating, as he has in earlier re- 
ports to Congress, that it results 
chiefly from the fact that rate in- 
creases since 1945 have lagged far 
behind cost increases. 

Noting that the department has 
lost nearly $4 billion since 1945, 
he said “that deficit is not a paper 
figure nor is it a figment of a 
bookkeeper’s imagination. It rep- 
resents a genuine loss that must 
be paid for in cash. It must be paid 
| out of taxes levied by the Congress 
| on an overburdened American tax- 
|payer or added to the national 
debt.” 


class, Mr. Summerfield was asked | 
to answer the flood of complaints | = Mr. Summerfield said the fact 
which have poured on members| that the post office is “a public 


of the Senate from householders | utility owned by the government” 


ses of mail. But he and Mr. Stans | than in 1879, though salaries of 
assured the committee the depart-|clerks and carriers have risen 
ment is not contending that each | 98% since 1925, and rail transpor- 
class of mail should be expected | tation 141%. 
to return the full amount of ‘“‘cost” In recent years, he said, sub- 
which the department incurs in | scription prices of newspapers and 
handling. | periodicals have risen substan- 
|tially, and 1953 advertising reve- 
s “The application of cost ascer-| nue broke all records. 
tainment or any system of cost | 
accounting to postal rate making ® “Notwithstanding the apparent 
can not be automatic or mechan- | financial stability of the publish- 


and newspaper publishers 
object to the experiment with un- 
addressed household mail for 
urban routes, introduced by the 
department several months ago. 
He said the introduction of un- 


who does not justify its operation at a 


| loss. “To tolerate a philosophy that 
postal deficits should not be con- 
{trolled encourages indifference to 
| accounting costs. The management 
| job then becomes one of simply 


good advertisi 


ng production, 


going back to Congress year after 
year and asking for increased ap- 
propriations.” 


Austin Leaves ‘Lumberman’ 

J. F. Austin, western manager 
of American Lumberman & Build- 
ing Products Merchandiser for 33 
years, retired April 1. After May 
1, the publication will be repre- 
sented on the West Coast by 
Charles W. Hoefer, sales manager 
for the past three years. Mr. 
Hoefer also will represent the 
other publications of Vance Pub- 
lishing Corp., Chicago—Food 
Packer, Home Maintenance & Im- 
provement and Wood & Wood 
Products. 


Keller Adds Wine Account 
Monsieur Henri Wines Ltd., New 
York, has appointed Gerald H. 
Keller Advertising, New York, to 
handle its advertising. A trade 
and consumer campaign is being 
planned for a line of imported 
wines from France, Italy, Spain, 
Portugal, England, Denmark, 
Switzerland and Chile. 


ical but requires determination of 
two modifying considerations,” 
Mr. Stans said. “With cost estab- 
lished, then it is necessary to de- 
termine (a) the extent to which 
the service and value differences 
should be recognized, and (b) the 
extent, if any, to which Congress 
wishes to subsidize any of the 
services.” 

He said Congress has to make 
three basic determinations: 

1. What percentage of discount 
from cost should be allowed to 


ing industry, when a_ publisher 
| pays $1 to send his_ product 
‘through the mails, the taxpayer 


| pays an additional $3.60 to meet 


| he cost of handling that product 
‘under present rates. In _ other 
_words, the taxpayer pays 78% of 
|handling the publishers’ second- 
| class mail.” 

He_ said second-class doesn’t 
/even cover its transportation costs, 
'“and makes no contribution to- 
wards the enormous expense in 
handling, distributing and deliver- 


MEYERCORD ) 


Decal Sig 


Meyercord’s 
Idea Book on 
Point of Sale 


DECAL 
SIGNS 


Yours FREE... write for your 
copy today... 


As up to date as tomorrow’s newspaper ... that’s the new Meyercord 
Decal Sign AD-visor. It’s the biggest, most complete book for the field 
of Point of Sale decal signs that we’ve ever assembled . . . and we want 
you to have a copy with Meyercord’s compliments. The AD-visor is packed 
with dozens of new uses and new ideas for permanent Point of Sale 
decal signs with hundreds of illustrations in full color. Across the 


colorful pages of this new book 
national and regional advertisers 


you'll see how the nation’s leading 
are using Meyercord Decal Signs to 


promote famous brand names, product reproductions, trademarks and 
sales producing messages. Here are plenty of potent ideas on how you 
may stimulate sales at the dealer level through the use of long life, 
durable, eye catching, easy-to-apply Meyercord Decal Signs. Your copy 
of the new Meyercord AD-visor is waiting for you... it’s FREE... 
write for it on your company letterhead today! 


THE MEYERCORD Co. 


| 
| 
| 


| 


like the production of 
good products, calls for 
skilled engineering— 


the kind you get from 


| BERTSCH & COOPER 


@ CREATIVE COMPOSITION 
AND LAYOUT 


MONOTYPE 

LINOTYPE 

FOUNDRY TYPE 

EXPERT HAND SETTING 
ELECTROS 

TRU-TONE® PLASTIC PLATES 
NEWSPAPER MAT SERVICE 
TRU-TONE® ETCH PROOFS 


TRANSPARENCIES FOR 
OFFSET AND GRAVURE 


Send for the amazing “new dimension” B&C type sizer. . . 
designed for production men, it cuts copy-fitting time in half! 


BERTSCH & COOPER, Inc. 
547 South Clark Street, Chicago 5, Illinois 


NAME 


FIRM NAME_ 


ADDRESS 


city. STATE. 


@ Inexpensive | 
¢ Easy to insert 
¢ Long lasting 


These balloons may be the bal- 
ance-tipping factor that will © 
influence the shopper to choose 
your product — be it a food 
product, dog food, soap or any 
item packed in a box or bag. - 


It beats all what a balloon will 
do. Let our experienced promo- 
tion men show you how they 
will increase your sales. 


World’s Largest 
Manufacturers of 
Toy Balloons 


el ee 
‘he OAK RuBBER Co 


Ravenna.Ouio. 
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Ozalid Products to Gotham 
Ozalid Products, Johnson City, 
N. Y., a division of General Aniline| her own sales promotion, publicity 
& Film Corp., maker of duplicating | and consumer — organiza- 
equipment, has appointed Gotham | tion, has been named sales promo- . 2 
Adeartisins Co., New York, to tion consultant for Hearn Depart-|?€SS decline in recent months to 
/ment Stores Inc., New York. 


handle its export advertising. 


Hearn Names Podester 
Mrs. Esther Podester, who has 


(Continued from Page 1) 


several factors, including a reduc- 
tion of government expenditures, 


ship for an extra- 
long life... abso- 
lutely no plastic! 


Keychain 
Flashlight— / 


Mi 
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f 


, 
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BUY REPEAT 
READERSHIP* 


No medium delivers an institutional sales 
message more personally than Jarco's 

big three! Dependable, prestige ; 
salesmen, carried day and night 
by your consumer... gets 
maximum repeat reader- 


clip flashlight 


Cost per thousand, or any way you 
figure, the Jarco line fits a budget 


perfectly and sells. 


All gold finished beauties, respected 
premiums, or for easy clear imprinting 


Jarco 


336 West 37th Street 
New York 18, N.Y. 


particularly in the area of national 
defense. 

“The reduction in consumer pur- 
chases of durable goods has an im- 
portant impact on production, em- 
ployment and_ payrolls,” Mr. 
Meehan said. 


= He noted a falling-off of the 
total of wages and salaries paid 
in the manufacturing, mining and 
railroad industries, which in turn 
has brought about most of the 
small decline in personal income 
since mid-1953. 

Still another factor in the busi- 
ness decline, but a “temporary in- 
fluence” in his opinion is the ac- 
cumulation of inventories which 
were high in relation to sales. 

“With the decline in government 
purchases and in consumer dura- 
bles, production has been reduced 
to bring inventories more in line 
with current demand,” he said. 

Nevertheless, he added, “busi- 
ness activity is still high, and it is 
particularly significant that fixed 
investment in construction and 
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PITTSBURGH ~ 2,234,000 Population ; 


®Standerd Metropolitan Districts...U. S. 


Census 1950. 


A eam 


THE 34 LARGEST 


SINGLE MARKET IN PENNSYLVAM/AS 


614,146 Population 


* 


BARRE 
ON 


ET 


SCRANTON-“ILKES 


Scranton and Wilkes-Barre are two markets in one. 
The area is exactly the same today as it always has been 
—Lackawanna and Luzerne counties, including Hazleton. 

These two markets are so closely allied and fused 
into one that it is impossible for the traveler to tell when 
he passed from one to the other. 

This is likewise true in the distribution of merchan- 
dise as all sales organizations familiar with the territory 
will testify. , 


850 completed and occupied housing units. 

4000 additional school enrollments. 

Bank deposits increased by 15,742,607. 

Bank clearings increased by $34,389,413. 

9000 new jobs in nine new industries and ex- 
panded plants. 


LIE hel ee le et I 8 


imes 


Consumer Buying Power Has Increased 92% 
Compared with 25 Years Ago, Meehan Says| 


equipment and volume of con- 
sumer buying have both been 
maintained at the high rate of a 
year ago.” 


# Another speaker, Ross Roy, 
president of Ross Roy Inc., De- 


keep pace with production unless 
it is given a similar amount of 
long-range planning. 

“The sales executive’s job, to- 
day,” he said, “is largely one of 
moving today’s merchandise. Let’s 
give him a bigger job—of plan- 
ning for the future success of his 
firm’s products. Let’s make him 
equal in rank and equal in au- 
thority with management’s highest 
executives. 

“If full recognition had been 
given to the importance of selling 
in the period immediately past, I 
assure you that we would have 
fewer sales problems today. 

“It is my firm feeling that when 
management authorizes the ex- 
penditure of millions of dollars for 
the purpose of increasing produc- 
tion, it automatically assumes the 
responsibility to invest additional 
money for the purpose of increas- 
ing sales.” 


= Mr. Roy said he was not plead- 
ing for larger advertising budgets 
because these would come as a 
matter of course. Advertising’s 
need, he said, has been well es- 
tablished. He added that perhaps 
advertising has done its job too 
well at the expense of sales ef- 
fectiveness. 

The big need, he said, is a bet- 
ter budget for sales. This, he 
said, should be a budget planned 
differently than the advertising 
budget, which he described as 
still too much of a “hand-to- 
mouth, month-to-month proposi- 
tion.” 

Mr. Roy advocated setting up a 
sales budget in exactly the same 
way as an increased production 
budget. 

“It is just as important to keep 
your selling program intact and 
unassailable as it is your produc- 
tion program,” he said. “If man- 
agement is establishing its budget 
for production in 1960 now—and 
it is—then perhaps the selling 
budget for 1960 should also be es- 
tablished now.” 

Mr. Roy said the challenge of 


troit, warned that selling can not]. 


Advertising Age, May 3, 1954 


KENNETH T. CARLSON, assistant eastern 
advertising manager of the Chicago Sun- 
Times, has been named eastern advertising 
manager. He succeeds A. D. Van Allen, who 
has resigned te join New Hampshire Pro- 
files, Portsmouth. The Sun-Times has ap- 
pointed Robert V. Merrick, formerly with 
Scripps-Howard Newspapers, New York, to 

its eastern advertising staff. 


1960 is for management to corre- 
late advertising, sales and produc- 
tien. 

“The huge challenge of bringing 
into balance the consumption of 
goods with increased productivity, 
and keeping it there, is too big for 
advertising alone,” Mr. Roy said. 
“Advertising is not a panacea. 

“My concept of advertising has 
always been that it is not just the 
creation of an idea and its exe- 
cution, but of follow through— 
right up to and even beyond the 
actual transaction of a sale. Let’s 
continue to value attractive and 
compelling advertising, but let’s 
also reach beyond it and do the 
many, many other things. that will 
result in the consumption of goods 
that we all want in 1960.” 


Two Get Hallicratters Account 


Hallicrafters Co., Chicago, has 
appointed Burton Browne Adver- 
tising, Chicago, to handle adver- 
tising for its communications line, 
which includes short-wave receiv- 
ers, transmitters and Littlefone 
systems, and Sheriff-LeVally, Chi- 
cago, to direct advertising for its 
television and home radios. Mac- 
Farland, Aveyard & Co., Chicago, 
previously handled the entire 
Hallicrafters account. 


Davis & Catterall to Chernow 

Davis & Catterall, New York, has 
appointed Chernow Co., New York, 
for a national and trade campaign 
on Valencia cottons. The company 


formerly advertised direct. 


ee 
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SKILLED AND 
WELL INFORMED 
PERSONNEL * 


*From the president down 
through sales representatives, 
service men and shop key men, 
exists a keen understanding of 
engraving reproduction and methods 
plus the printing processes in 
which they will be used. 


Beautiful Color Work « Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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‘Post’ Balances 
Higher Rates with 


New Discount Plan 


PHILADELPHIA, April 28—Higher 
rates, softened by a new discount 
schedule, have been scheduled by 
The Saturday Evening Post (AA, 
April 26). 

Effective with the Nov. 6 issue, 
the Post will offer discounts rang- 
ing from 2% for a minimum of 13 
b&w half pages to 12% for a mini- 
mum of 52 four-color pages. For 
an advertiser to get the advantage 
of the new discounts, insertions 
must run within a 12-month peri- 
od. 

The new rate structure for the 
Post will advance basic space costs 
by approximately 7%, offering a 
250,000 circulation guarantee in- 
crease. The circulation rate base 
will be 4,450,000 average net paid, 
which, according to the Post, is 
under the 4,466,139 average de- 
livered during the last six months 
of 1953. 


= Meanwhile, preliminary  esti- 
mates indicate that the net paid 
sales of the magazine in the first 
three months of 1954 will average 
above 4,700,000. During the past 
two months, AA learned, circula- 
tion has been hovering around the 
5,000,000 mark. 

Morton Bailey, manager of the 
Post, explained that the quantity 
discounts will be granted on the 
basis of dollar volume rather than 
on the number of issues scheduled. 

For example, the 2% discount is 
given on gross expenditures of 
$116,870 to $218,399 over a 12- 
month period; 4% on $218,400 to 
$436,799; 6% on expenditures of 
$436,800 to $655,199; 8% on $655,- 
200 to $873,599; 10% on $873,600 to 
$1,302,339, and 12% on $1,302,340 
and over. 

He added that the discount sys- 
tem makes advertising schedules 
more flexible by permitting an ad- 
vertiser to use any size unit, in- 
cluding combinations of junior 
units, standard units, color and 
b&w. 

The Post introduced junior unit 
ad sizes late last year, and Mr. 
Bailey said these units have prov- 
en highly popular. The new rate 
for b&w pages is $16,800 as com- 
pared with the current rate of 
$15,700; two-color pages under the 
new rates will be $21,000 as com- 
pared with $19,625. 


‘Practical Builder’ 
May Issue Scores 
Advertising High 


Cuicaco, April 29—The May is- 
sue of Practical Builder had 406 
advertisers using 384 pages total- 
ing more than $315,000 in space. 
According to the publication, this 
is the largest ad volume ever to ap- 
pear in a builder magazine. 

Translating this record adver- 
tising volume into potential build- 
ing market volume, Maurice P. 
Driscoll, v.p. of Industrial Publi- 
cations Inc., publisher of Practical 
Builder, foresees continued high 
level of business in residential and 
other light construction in most 
areas, a confident attitude on the 
part of the building industry, and 
a realization that an ever-existent 
remodeling and repair business 
now provides a market compar- 
able with new residential con- 
struction. 

“Building industry manufac- 
turers recognize that while the 
building market will continue to 
be good, expanded production fa- 
cilities and the record volume 
they require for profitable oper- 
ation indicate an increasingly com- 
petitive bid for business from all 
divisions of the industry. The need 
for more aggressive selling is cer- 
tainly apparent,” he said. 


Last Minute News Flashes 
Soap Makers Testing Detergents for Washers 


New York, April 30—The market for low-sudsing detergents, es- 
pecially useful in washing machines, can be expected to open up with- 
in the next few weeks or so. Colgate-Palmolive Co. is testing ads (for 
Advanced detergent) in Erie, Pa., and Grand Rapids through Lennen 
& Newell; Lever Bros. Co. expects to be on the test market with Vim 
detergent late next month. Procter & Gamble is reported readying its 
own product under the old name of Dash—formerly sold on the West 
Coast but off the market for several years. Meantime, Lever Bros. this 
week launched its new Blue Rinso (AA, March 29) via a staggered 
schedule in newspapers, and will use other media in the drive. Hewitt, 
Ogilvy, Benson & Mather is the agency for Rinso. 


Elihu Harris Named Ad Director of Screen Gems 


New York, April 30—Elihu E. Harris has resigned as director of 
advertising and promotion for the U. S. Savings Bond division of the 
Treasury Department to become director of advertising and promotion 
for Screen Gems, New York. 


Bacardi to Push Gilbey’s Spey Royal Scotch 


New York, April 30—Bacardi Imports Inc., national distributor for 
Gilbey’s Spey Royal Scotch whisky, will run two magazine campaigns 
simultaneously in June to stress Scotch as “an unchanging drink of 
fashion in the ever-changing world of fashion.” Four-color fashion 
pages will be used in Social Spectator, Town & Country, Yachting and 
Vogue, and four-color bleed pages will be used in Holiday and The New 
Yorker. A trade campaign breaks in May in seven beverage papers, 
and a national newspaper campaign is being planned to break in July. 
Brooke, Smith, French & Dorrance is the agency. 


Chock Full O’ Nuts Switches to Donahue & Coe 


New York, April 30—Donahue & Coe has been named to handle all 
advertising for Chock Full O’ Nuts coffee and restaurants. Frederick 
Clinton Co. formerly handled this account. 


Laird & Co. Names Doyle Dane Bernbach 


ScoBEYvILLE, N. J., April 30—Laird & Co., apple brandy and wine 
distiller, has switched its account from United Advertising Agency, 
Newark, to Doyle Dane Bernbach Inc., New York. 


8 More Stations Join TAB Group; Other Late News 


e Eight more stations have joined the original 25 on the organizing 
committee of the Television Advertising Bureau, New York (AA, 
April 26). They are WNEM-TV, Saginaw, Mich.; WEWS, Cleveland; 
KSTP-TV, St. Paul; WHIZ-TV, Zanesville, O.; WSAZ-TV, Huntington, 
W. Va.; KDUB-TV, Lubbock, Tex.; WMCT, Memphis, and WHAS-TV, 
Louisville. The committee will meet soon to make plans for an indus- 
trywide meeting to bring the proposed association into being. 


e Betty Betz-Eugene Gilbert Associates is being formed in New York 
by the teen-age writer and the youth research man to develop educa- 
tional and promotional packages for industry as well as radio and tv 
productions. First among the new promotions will be a line of Betty 
Betz cosmetics to be brought out by a major house. Miss Betz has also 
bought part of Gilbert Youth Research and will become a v.p. of that 
organization. 


e Glen Jocelyn and Clifford Schaible have rejoined Earle Ludgin & 
Co., Chicago. Mr. Jocelyn, who returns as a v.p. and creative supervisor, 
has been with the Los Angeles office of Foote, Cone & Belding. Mr. 
Schaible, who has been publishing Children’s Activities, will be an 
account executive. 


e Radio and tv sets are being produced at the rate of 6,000,000 tv sets 
and 11,000,000 radio sets per year, according to first quarter figures 
released April 30 by the Radio-Electronics Manufacturers Assn., Wash- 
ington. This is about the same as set production during the first quar- 
ter of 1952, but considerably below the same period in 1953. Actual 
production figures for the first quarter of each year are: Television, 
1,447,000 (1954); 2,258,000 (1953); 1,324,000 (1952). Radio: 2,581,000 
(1954); 3,834,000 (1953); 2,668,000 (1952). 


will begin commercial broadcast- 
ing this month. 

Mrs. Jean Williams, Mr. Gan- 
nett’s daughter, is exec. v.p. of 
the publishing company. 


Guy Gannett, Maine 
Publisher, Dies 
During ANPA Meet 


New York, April 27—Guy P. 
Gannett, 72, president and princi- 
pal owner of Guy Gannett Pub- 
lishing Co. and Guy Gannett 
Broadcasting Services Inc., opera- 
tors of newspapers and radio sta- 
tions in Maine, died here April 24 
after a heart attack suffered while 
he was attending the ANPA con- 
vention. 

Born in Augusta, Mr. Gannett 
was graduated from Yale. He en- 
tered Maine politics in 1917 and 
served in the Maine legislature in 
1917 and in the state senate in 
1919. From 1920 to 1928, Mr. Gan- 
nett was Republican national com- 
mitteeman from Maine. 

During this period he began to 
lay the foundations for his news- 
paper chain which he directed 
from Portland. His newspapers in- 
cluded the Portland Press Herald, 
Evening Express and Sunday Tele- 
gram, the Daily Kennebec Journal 
in Augusta and the Waterville 
Morning Sentinel. Guy Gannett 
Broadcasting Services operates 
stations WGAN and WGAN-TV, 
Portland. The television station 


JOHN A. ZELLERS 

New York, April 30—John 
Adam Zellers, 81, retired v.p. of 
Remington Rand Inc. who was 
known as “the dean of the Amer- 
ican typewriter industry,” died 
yesterday at his home here. 

Mr. Zellers began his business 
career as a bank clerk and entered 
the typewriter business in 1904 as 
a salesman for Smith-Premier Co. 
in Kansas City. He later joined 
Remington Typewriter Co. and 
served both as superintendent of 
the company’s domestic and Euro- 
pean offices. He became v.p. of 
Remington Rand in 1927 and re- 
tired in 1949. He was a former 
president, director and finance 
committee chairman of the Adver- 
tising Club of New York, former 
president of New York Board of 
Trade, and a director of the Better 
Business Bureau of New York. 


RAYMOND T. BIRD 

PHILADELPHIA, April 28—Ray- 
mond T. Bird, 55, head of Bird 
Mail Advertising Service, died un- 
expectedly yesterday. 
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‘True’ Tells How Many Drank What; 
‘Newsweek’ Totes Up Liquor Linage 


New York, April 28—Two views 
of the 1953 liquor market were re- 
ported by magazines this week: 
True summarized total liquor con- 
sumption (194,683,189 gallons, with 
some types hitting new highs) and 
Newsweek reported how liquor ad- 
vertisers spent their magazine ad- 
vertising dollars during the year. 

True showed that, while the total 
gallonage was still far below the 
record consumption of 230,981,503 
gallons in 1946, Scotch (10,683,- 
965), Canadian (8,585,029) and 
vodka (2,720,431) all hit record 
highs in consumption. 

Bonded whisky moved up 32% 
in consumption, and cut into sales 
of both straights and blends. While 
straights slipped in some markets, 
they still showed a 9.7% gain for 
the year. Blends (still far and away 
the dominant type in the U.S.) lost 
2.5% in volume nationally. Gin had 
its best year in some time—17,665,- 
639 gallons, up 14.9%. 


s The liquor consumption pattern 
continues to be concentrated: five 
states (New York, California, Illi- 
nois, Ohio and Pennsylvania) ac- 
count for 40.7% of national vol- 
ume. The True report details liquor 
sales by types and by states in gal- 
lons for last year. 

The Newsweek study shows that 
liquor advertisers spent $22,410,943 
in 1953 to buy 2,494 pages of mag- 
azine space. In 1952, they spent 
$21,922,980 to buy 2,577 pages. 

Of total magazine space pur- 
chases, bourbon accounted for 
28.4%, blended whisky for 28% 
and Scotch for 12.1%. Whiskies of 
all kinds accounted for 77% of 
total magazine liquor expenditures, 
all other liquors for 22.7%. The 
magazines selected most frequent- 
ly by whisky advertisers were 
(from a page standpoint) The 
New Yorker, Life, Time and News- 
week. The New Yorker carried 260 
pages, predominantly bourbon and 
Scotch, as were the 228 pages of 


Time and the 158 pages of News- 
week, while Life’s 251 pages came 
from bourbon and blended whisky. 


= On total pages, The New Yorker 
had 409 pages (106 brands), Life, 
332 pages (51 brands or institu- 
tional campaigns), Time, 273 pages 
(55 products), Newsweek, 185 
pages (33 campaigns) and Cue, 
177 pages for 57 campaigns. 
Bourbon advertising expendi- 
tures rose 7.8%. Blended whisky 
expenditures were up 0.6%; other 
types were down. Gin advertising 
putlays were up 8%, cordial ex- 
penditures were up 13.4%, and 
miscellaneous products and insti- 
tutional were up 19.5%, while rum 
and brandy spending dropped. 


= The top blend in magazine 
spending was Four Roses ($1,054,- 
858); the top bonded bourbon was 
Old Forester ($765,639), but I. W. 
Harper, which was almost $400,000 
lower in expenditure than Forester 
in 1951, is now only $54,000 behind; 
Early Times was the top straight 
($622,239); Black & White was the 
top Scotch ($369,632); Seagram’s 
VO was the top Canadian whisky 
($685,044); Seagram’s Ancient 
Bottle gin was the top gin ($754,- 
605); Seagram’s Christopher Co- 
lumbus rum was the top rum 
($83,495), though the $436,352 
spent by the Puerto Rican Rum 
Institute dwarfed brand spending; 
Coronet VSQ topped the brandies 
($91,475); Drambuie was the top 
spender among cordials ($182,287). 

As for magazine dollar volume, 
six magazines carried 81.5% of the 
$22,410,943 total. They were Life, 
$9,040,499; Time, $3,006,044; Col- 
lier’s, $2,070,743; Look, $1,714,044; 
The New Yorker, $1,336,115, and 
Newsweek, $1,094,024. The other 
magazines in the top ten are: Es- 
quire, $885,818; True, $590,531; 
Holiday, $522,743; and U. S. News 
& World Report, $346,209. 


Sen. Johnson Wants 
Publishers Out of 


Radio, TV Business 


WASHINGTON, April 29—Sen. Ed- 
win C. Johnson (D., Colo.), who 
has announced his intention of 
ending his congressional service 
this year, startled the broadcasting 
and publishing industries today by 
introducing a bill which would 
prohibit persons who are involved 
in publishing metropolitan news- 
papers from owning radio and tv 
stations. 

Sen. Johnson, who has been a 
dominant member of the Senate 
commerce committee for many 
years, offered no explanation of 
his reasons for introducing a news- 
paper ownership bill at this time. 
He had been chairman or a rank- 
ing majority member of the com- 
merce committee through most of 
the period when the Federal Com- 
munications Commission was con- 
sidering restrictions on newspa- 
per ownership of stations, but was 
never considered an advocate of 
drastic regulation. 

Recently he expressed concern 
over increased influence which 
large money interests have exer- 
ted in tv station ownership. He 
has urged the commission to re- 
ject proposals which would in- 
crease from five to seven the num- 
ber of tv stations which could be 
controlled by any one interest. 


= The problem of newspaper own- 
ership was raised before the FCC 
shortly before World War II by 
James Lawrence Fly, who was 
serving as chairman of the com- 


mission. He expressed fear that 


ee er ee 


publishers, particularly in one- 
newspaper and one-station com- 
munities, might establish control 
over channels of information. 

Following long and bitter dis- 
cussion, including intervention by 
several members of the Senate 
commerce committee, FCC reached 
the conclusion that an outright 
ban on newspaper ownership 
would be an unconstitutional dis- 
crimination against publishers. 

FCC adopted a policy which 
holds, in effect, that the decision 
in a competitive situation, where 
all other factors are equal, shall 
be against the publisher. In prac- 
tice, however, newspapers have 
secured-roughly one-third of all 
the tv grants. 

Sen. Johnson’s bill would apply 
only in cities with populations of 
100,000 or more. It would prohibit 
any interest in radio or tv station 
ownership by a newspaper pub- 
lishing firm or by individuals 
holding a 10% or more interest 
in a newspaper publishing firm. 


Hutaff Joins Second Federal 


Charles Hutaff, formerly direc-. 
tor of advertising, promotion and 
merchandising of WTAM and 
WNBK, Cleveland, has been ap- 
pointed manager of advertising, 
new business and public rela- 
tions of Second Federal Savings 
& Loan Assn., Cleveland. He suc- 
ceeds Harry Winsor, who has re- 
signed. 


Brooks Joins Whitebrook 
Barbara Brooks, formerly coor- 
dinator of broadcast activities at 
Bermingham, Castleman & Pierce, 
has joined Whitebrook Co., New 
York, as space and time buyer. 
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Burnett's ‘Grown-Up’ Media System Offers | 
Accounts Fewer People, More Attention | 


(Continued from Page 3) | 1. Both clients and account ex-| 
started thinking about a change, ecutives get more attention from 
according to Mr. Porter. There| media people much more specifi- 
were a lot of reasons, some of cally acquainted with their prob- 
which are mentioned below. \lems. The new-type supervisor, for 

The main one, however, was | example, is viewed as “the one! 
simply that Burnett was in a posi- | telephone number” an _ account 
tion to accomplish the change.'exec needs to call to get a job 
With some 50 people in its media rolling or a question answered. 
department (it has more than that, 2. Among the supervisors (and 
now), the agency had reached the Mr. Porter), operational channels 
right stage in the “growing-up” are considerably cleared. It is no 
process. longer necessary, for example, to 

call a top-level conference every 
= The new media arrangement time a multi-media problem comes 
works like this: up. 

Under Mr. Porter, who is still 
in charge of the department, there | # 3. Life for visiting media reps 
are now four all-media supervis- —and their “calls’—is much sim- 
ors, each of whom has specifically plified. Instead of contacting every 
assigned accounts ranging in num-' space or time buyer in the place, 
ber from three to 11. The new su- the rep now talks to, at most, four; 
pervisors and their assignments if he’s interested in only one ac- 


| 
| 


are: 

Seymour Banks, former head 
media analyst for Burnett: Pills- 
bury Mills, Chas. Pfizer & Co., the 
Tea Council and Toni Co. ' 

Ken Fleming, former chief time 
buyer: Kellogg Co., Procter & 
Gamble Co. and Pure Oil Co. 

LeRoy Boyer, former magazine 
supervisor: Bauer & Black Inc., 


Blue Jay Products, Brown Shoe | 


Co., Campbell Soup Co., Comstock 
Foods Inc., Converted Rice Inc., 
Crane Co., Green Giant Co., Hoo- 
ver Co., International Harvester 
Co., and Sugar Information Inc. 
Harold Tillson, who was brought 
in from Grant Advertising, where 
he was media director: American 
Meat Institute, Englander Co., 
Dean Milk Co., Harris Trust & 
Savings Bank, G. Heileman Brew- 
ing Co. and Santa Fe Railway. 


= Under the new setup, each su- 
pervisor is responsible for all me- 
dia for his assigned accounts. 

To make this possible, Burnett 
has given each director a complete 
media staff, including time and 
space buyers, time and space es- 
timators and budget control super- 
visor. There are still certain spe- 
cialty units which serve the whole 
department, including an outdoor 
specialist, and a media analysis 
and reports section. The latter was 
expanded at the time of the reor- 
ganization, with Hal Oggel of A. GC. 
Nielsen Co. being brought in to 
take charge of media analysis, 
while Will Harmon kept charge 
of media reports production. 

Also on all-department assign- 
ment are a tv-radio estimating su- 
pervisor and a print estimating 
supervisor, who apparently rove 
from group to group keeping me- 
dia estimations mutually consist- 
ent. 


e Art Porter makes no claim for 
uniqueness in his department’s 
new arrangement, except to point 
out that “you can’t do it with a 
media department until it reaches 
a certain depth of trained person- 
nel.” Granting this, he points to 
the following advantages: 


DR. PAUL K. EDWARDS has been appointed 
marketing director of United Advertising 
Agency, Newark. He currently is professor 
of marketing in the school of business ad- 
ministration of Rutgers University. 


a 


‘count, he talks to one buyer. 
| 4. Finally, there’s the matter of | MAESTRO WINS, HANDS DOWN-—Miller 
personnel training. Space and time| Printing Machinery Co., Pittsburgh, has 
‘buyers are a lot more on their been awarded first prize in the 1953 
‘own, with fewer accounts to serve, — — yer ag rage ae 
contest for this ad, which was selecte 
but a lot Peas expected of them from among 260 ads as using music as 
on each. Perhaps we oe building an advertising theme for non-musical prod- 
future media supervisors out of ucts and services. W. T. Clawson, ad man- 
them,” Mr. Porter suggested. ager, prepared the ad for Miller, which 
In general, Mr. Porter pointed does not have an agency. 
out, there are fewer media people 


}on any given account—“but they| BMT, UHF Station, Bows 
are a lot better acquainted with : 

i : -.3,1 KBMT, Beaumont, Tex., new 
it and spend a lot more time on it. uh. station, began commercial 


P erations May 2. Located five 
Denial Directs Druggists PR | ‘nites out of Rennenh the station 
Roy Denial, formerly assistant]|also serves Port Arthur and Or- 
advertising manager of the Timken ange. John Rossiter, formerly 
silent automatic division of Rock- general manager of WJTV, Jack- 
well Spring & Axle Co., has been|son, Miss., is general manager and 
appointed advertising and public| Frank Browne, formerly commer- 
relations manager of the Detroit|cial manager of WJTV, is commer- 
Retail Druggists’ Assn. Mr. Denial| cial manager. Headley-Reed Co. 
will manage the group’s coopera-|has been named to represent the 
tive advertising program and will | station. 
direct publication of The Journal, 
monthly publication for Michigan| Westinghouse Boosts Three 
retail pharmacists, and the Pharm- The lamp division of Westing- 
acists’ Daily Reference Book, new house Electric Corp., Bloomfield, 
annual for druggists, to be pub-|~ J., has promoted three of its 
lished July 1. executives. Charles E. Erb, for- 
merly in sales and merchandising, 
Doyle, Kitchen Names Beard) }.; yet named general sales 
Bruce M. Beard, formerly as-| manager. Russell E. Ebersole, pre- 
sistant advertising manager of the| viously general manager of lamp 
Tennessee Coal & Iron division of} sales, has been appointed market- 
U. S. Steel Corp., Fairfield, Ala.,)ing manager, and Herbert E. 
has been appointed a copywriter | Plishker has been promoted from 
of Doyle, Kitchen & McCormick,|lamp sales manager to merchan- 
New York. dise manager. 


Miss Robertson Opens Office WENS Boosting to Top Power 
Elizabeth H. Robertson has. 


| WENS, Pittsburgh, will boost its 
opened a public relations office power to 1.000,000 watts, the max- 
in the Western Saving Fund Bldg.,/imum power authorized by the 
Philadelphia. She formerly was| Federal Communications Commis- 
a staff member of Adelphia Asso- sion for u.h.f. stations. New trans- 
ciates, Philadelphia publicity con- | mitter for the change is expected 


sultant. | by the middle of next year. 
Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK RADIO 
March March Jan.-Mar. Jan.-Mar. 
1954 1953 1954 1953 
American Broadcasting Co. ........ $ 2,764,547 $ 2,797,544 $ 8,089,938 $ 8,010,829 
Columbia Broadcasting System .... 5,471,773 5,527,290 15,402,702 15,355,271 
Mutual Broadcasting System .... 2,031,505 1,995,478 5,711,882 5,419,687 
| National Broadcasting Co. ........ 3,639,278 4,342,082 10,208,000 12,416,239 
FEE. sumunkombtiusirhumanis $13,907,103 $14,662,394 $39,412,522 $41,202,026 
NETWORK TELEVISION 
American Broadcasting Co. ........ $ 2,696,244 $ 1,728,446 $ 7,979,190 $ 4,814,370 
Columbia Broadcasting System .... 11,379,631 7,739,812 32,058,441 21,445,060 
DuMont Television Network ........ 1,185,586 1,054,857 3,739,351 2,899,950 
National Broadcasting Co. ........ 11,058,748 7,998,131 30,678,994 22,478,798 
Total $26,320,209 $18,521,246 $74,455,976 $51,638,178 
NETWORK RADIO TOTALS BY MONTHS 
ABC CBS MBS NBC Total 
‘oe ee $ 2,830,654 $ 5,173,757* $ 1,896,925" $ 3,391,873 $13,293,209* | 
February ............ 2,494,737 4,757, 172* 1,783,452* 3,176,849  12,212,210* 
POUR: <icccericicssinse 2,764,547 5,471,773 2,031,505 3,639,278 13,907,103 
ne $ 8,089,938 $15,402,702 $ 5,711,882 $10,208,000 $39,412,522 
NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuMont NBC Total 
LOUIS. cicireseieie’ $ 2,780,574 $10,713,329 $ 1,445,608 $10,116,937 $25,056,448 
February esses 2,502,372 9,965,481 1,108,157* 9,503,309  23,079,319* 
nelle 2,696,244 11,379,631 1,185,586 11,058,748 26,320,209 
a Pee $ 7,979,190 $32,058,441 $ 3,739,351 $30,678,994 $74,455,976 


*Revised as of April 26, 1954. 
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This Week in Washington... 


Rep. Busbey Questions BLS Index 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, April 29—Rep. 
Fred Busbey (R., Ill.), chairman 
of the subcommittee handling ap- 
propriations for the Bureau of La- 
bor Statistics, was arguing the 
other day that the government’s 
cost-of-living index does not re- 
flect the prices people are actually 
paying. He said the index would 
be a lot lower if the government 
followed the example of thrifty 
women—like Mrs. Busbey—and 
took advantage of advertised sales. 

“One of the girls in my office 
bought an item recently and 
thought she was getting it whole- 
sale at $13.95 through a friend,” he 
pointed out. “My wife went down- 
town and bought the same item 
for $11.95 at retail. She knew it 
would be on sale some time, and 
she waited for the sale.” 

He had other examples of values 
available to newspaper readers. A 
food chain was advertising ground 
beef at three pounds for $1. Hot- 
point refrigerators were reduced 
from $319.95 to $199.95, Crosley 
washing machines from $319.95 to 


$219, Bendix washers from $199.95 | 
to $149.95 and Bendix dryers from | 
$239.95 to $179.95. 

Ewan Clague, chief of the BLS, | 
explained that his shoppers make | 
no effort to find bargains, for the 
index is supposed to reflect the 
prices housewives have to pay for. 
particular items if they buy them 
on a particular day. “A thrifty | 
housewife can always beat this 
index,” he conceded, “if she will 
watch the ads, find out where they 
[sales] are occurring. 

“If I may boast a little myself, | 
Mr. Chairman,” he interjected, “I' 
have not bought an overcoat in 
years, except in February, when 
I caught it at the year-end sale.” 

* ® * 

Rep. Joseph C. Bryson (D., N.C.) | 
is finally going to get a hearing on 
his bill to outlaw alcoholic bever- | 
age advertising. That isn’t quite an 
accurate statement, because Rep. | 
Bryson has been dead for more. 
than a year. But the hearing will | 
be held before the House interstate | 
and foreign commerce committee | 
May 19-21, just as if the dean of 
the House “dry bloc” were still) 
there to state his case. 

The drys have shifted to the | 


House after several unsuccessful | 
attempts to sell similar legislation | 
to the Senate commerce commit- | 
tee. In fact, there are rumors here 
that the drys originally tried for 
another set of Senate hearings and | 
were politely advised to take their | 
“business” across the street. 

Presumably, the testimony won’t 
differ much from what the Senate 
has already heard in the past. The 
bill itself is identical with one the 
drys have been promoting for more 
than a decade. It hasn’t even been 
amended to recognize the arrival 
of television as an advertising me- 
dium! 


* o e 
The Social Security Administra- | 
tion says it wishes newspapers and | 


sonal income, liquid assets and 
consumer debt and savings. 

Studies show that personal in- 
come during the first quarter of 
1954 was at a rate of $282.5 billion, 
down only fractionally from 1953, 
when the rate was $284.5 billion. 
By the end of 1953, liquid assets— 
including about $200 billion of 
corporate and other securities— 
totaled $579.1 billion, up $19.5 bil- 
lion in a year. After deducting ob- 
ligations ageinst these assets, the 
total at the end of 1953 was still 
$500 billion, an increase of $11 bil- 
lion from 1952. Meanwhile, the 
rate of saving has climbed from 
7.2% of disposable income in 1952 
to 7.3% in 1953 and a rate of 7.7% 
for the first quarter of 1954. Since 
January, consumers have been 
making payments on debt more 
rapidly than they have been con- 
tracting new debt. 

“It is plain to see,” says Under 
Secretary of Commerce Walter 
Williams, “that we are laying for 
ourselves a very attractive and 
solid bottom upon which to renew 
an upturn in business.” 

He observes that Dr. Arthur 
Burns, chairzian of the President’s 
Council of Economic Advisors, has 
said, “Growth and debt creation go 
hand-in-hand.” 

“As part of the selling process, 
therefore,” says Mr. Williams, “the 
American business man and the 
promoter of sales has a job and 
responsibility to get the American 
public to reverse the present trend 
and get back to the normal habit 
of expanding consumer debt... 
[then] the whole economy grows 
and expands.” 

* i e 

Alice K. Leopold, chief of the 
women’s bureau, Department of 
Labor, told Congress recently that 


young married women are turning 


to household duty, but older wom- 
en are joining the labor force in 
unprecedented numbers. The num- 
ber of working women increased 
2,500,000 from 1947 to 1953. The 
average age of working women has 
advanced from 32 in 1940 to 36 in 
1950, and 38 in 1953. The percent- 
age of working women, married 
and living at home, increased from 
about one-third in 1940 to 51% in 
1953. Of the remainder, 27% were 
single in 1953 and 22% were wid- 
owed, divorced or separated. 

The report saic that 9 out of 10 
working women work _ because 
they have to—to take care of 
themselves, to buy shelter, clothes 
or food for themselves or for some- 
one dependent on them. Of the 
working women, 29% are married 
to men making $2,000-$3,000 a 
year; 28% to men making $1,000- 
$2,000; 27% to men making $3,000- 
$4,000, and most of the remainder 


,to men who get less than $1,000 a 


year. 


Fuehrer-Williams Adds One 
Everett & Barron Co., Provi- 
dence, R. I., and Toronto, manu- 
facturer of shoe polishes, waxes 
and dyes, has appointed Fuehrer- 
Williams Co., Providence, to han- 


radio stations would not use social |dle its advertising. All packaging 
security numbers for their “lucky will be redesigned and new prod- 
number” contests. The agency says ucts will be introduced. Consumer 


it likes “helpful” articles which 
the press and radio carry on Social 
Security, but it could get along 
'nicely without the numbers-game 
| publicity. Contests cause unneces- 
sary trouble and expense, it says, 


who have no intention of joining 
the work force apply for Social 
Security numbers so they will 
have a chance of winning. 

@ s a 

Are Americans saving too much? 


|ment officials are beginning to ex- 
plore as a result of recent studies 
just completed with respect to per- 


because housewives and others | 


This is a question which govern-. 


and trade publications and direct 
mail will be used, supported by 
‘point of sale and sales literature. 


Agency Promotes Walton 

Lohmeyer-Adleman & Mont- 
gomery, Philadelphia, has pro- 
moted Anthony J. Walton from 
production director to office su- 
pervisor. 


Jay Socin Joins Maxon Inc. 


‘supervisor of Fuller & Smith & 
Ross, has joined the copy depart- 
‘ment of Maxon Inc., New York. 


Jay Socin, formerly copy group . 
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Any store that sells your products 
in Washington, D.C. 
will tell you 
this: 


it’s a family habit 
in Washington, D.C. 


TO LOOK IN AN 


evening newspaper 


TO SEE WHAT THE STORES ARE 


advertising 


Who knows more about a city’s buying habits 
than the local merchants? They launch their 
promotions day after day and keep a close check 
on results. Washington merchants learned long 
ago that their advertising in The Evening Star 
consistently produces heavier traffic and stronger 
sales. And they know the answer: Washington 


families traditionally shop the ads at home in 
the evening ... and The Evening Star is the 
great home newspaper of The Nation’s Capital. 
This is a matter of common knowledge around 
Washington. Ask your Washington dealers or 
distributors which newspaper automatically 
comes to mind when they think of advertising. 


‘The Washington Star 


EVENING AND SUNDAY 


WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit —Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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4 Not so very long ago, nearly every housewife 
owned a set of irons much like those shown below. 


When these cumbersome biceps builders went out, 
Mother finally got her chance to go out, too. 


Today Mother is apt to have a different set of 

-irons which (male golfers will attest to this) she uses 

with great frequency. Of America’s 4,000,000 golfers, 
it has been estimated 35% are women. 


Yes, there has been a big change to more pleas- 
urable, more enjoyable living. All of us have more 
leisure time plus a new mobility that would shock 


Mother has a new set 
of IRONS... 


yesterday’s highway, railroad or aeronautical 
engineers. Today we get out and travel, see things 
and do things never before possible. 


Holiday magazine enjoys its role as the leading 
agitator in this delightful revolution—this big change. 


And because Holiday is the leader, it is read by the 
leaders of the big change—more than 850,000 fami- 
lies who set the pace in every community, who enjoy 
“everyday holiday living’? at home and away. 


No wonder Holiday has ironed out many a press- 
ing sales problem for many an advertiser. 


HOLIDAY MAGAZINE 


A CURTIS MAGAZINE 


... ts readers are leaders 
of the big change to “everyday holiday living’’! 
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